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Abstract
The paper focuses on the social network Instagram and its use by Czech university students during the
COVID-19 pandemic lockdowns with restricted travel and services in comparison to typical Instagram
activity in the pre-pandemic period. As Instagram specializes in visuals, it is perceived as an attractive
online tool for promoting a wide range of products and services, including hospitality services and
tourism destinations. The research aimed to determine which aspects of the use of this social network
were affected by the pandemic lockdown period in 2020 among the young generation of active Instagram
users. The analysis of data collected from a survey of 1138 respondents, for example, showed that
students often started to follow new topics - especially in the areas of politics, health, personal
development, sports, or hospitality services - in the context of the pandemic and its associated
restrictions. At the same time, they started to spend more time on Instagram daily, typically 1-3 hours
longer than they did in the pre-pandemic period. The analysis findings suggest that this social network
should be seen as an increasingly important tool for effective online communication with the younger
generation with tertiary education.
Key Words: Instagram, social media, young generation, COVID-19 pandemic, Czech Republic,
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1. Introduction
The internet and social networks are integral parts of modern society, and dependence on them
is gradually increasing (Coundouris, Tyson, and Henry, 2021). Social networks facilitate social contact
and social activities (Kelly et al., 2017), and foster the maintenance of relationships by enabling
communication, interaction, coordination, decision-making, sharing of knowledge (Romero, Uzzi, and
Kleinberg, 2019), data, opinions, emotions and ideas, and the formation of communities in a user-friendly
environment (Zucco et al., 2019). In addition, social networks are a great source of inspiration (Rieger
and Klimmt, 2019) and even important information, including health-related (Maglalang et al., 2020) or
emergency information (Kim and Hastak, 2018). For companies, social networks are not only an
important tool for marketing communication, building and maintaining relationships (Akar and Dalgic,
2018; Fedorko et al., 2018) but can also have an impact on their innovation potential resulting from social
media interactions between an enterprise, its customers and suppliers, various communities, and even
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academics (Ioanid, Deselnicu, and Militaru, 2018; Dvorský et al., 2021; Civelek et al., 2020; Kolková &
Ključnikov, 2021). The usage of such an innovative tool also increases the economic conditions of
countries (Civelek et al., 2021; Ključnikov, 2020a; Ključnikov, 2020b; Ključnikov et al., 2021; Shuyan &
Fabus, 2019) and the competitiveness of businesses (Hudáková et al., 2019) that increase their export
(Civelek & Krajcik, 2022; Ključnikov et al., 2022).
The social network Instagram specializes in visuals (Guizzo, Canale, and Fasoli, 2021), and
is perceived as attractive mostly to younger users, especially women, who appraise images and video
sharing (Djafarova and Rushworth, 2017). During the COVID-19 pandemic, and due to the lockdown
policies, both people and organizations have become more active on social media (Blažević Bognar and
Pleša Puljić, 2022; Zarei et al., 2020). This applies especially to Instagram, which popularity is growing
rapidly (Amanatidis et al., 2021). In times of crisis, it is important to maximize the effectiveness of
marketing communication in the online environment (Pollak et al., 2020; Bacik et al. 2018). In times of
forced closing of economies, digital marketing tools become a necessity (Pollák, Konečný and Ščeulovs,
2021). Although people are isolated at home, they have to meet their work and study obligations and
their need to socialise and interact with other human beings (Bao, 2020; Kramer and Kramer, 2020). The
internet and social networks enable those activities; moreover, they probably substitute out-of-home
activities and socialization during the COVID-19 pandemic (Yabe et al., 2021), and provide effective
tools for emergency communication and public health monitoring, and engagement (Malik, Khan and
Quan-Haase, 2021). Despite this, the tertiary sector, which includes trade, hospitality, healthcare,
information, and other services, was the most affected sector during this crisis (Horák, Mlsová and
Machová, 2021; Bacik et al. 2020), and the negative effect of the pandemic situation on employee´s
motivation and satisfaction was observed (Kováříková, Balková, and Klementová, 2021), particularly in
hospitals where various actions including mandatory overtime and bans on taking a vacation for were
taken to deal with the crisis (Rowland, Mlsová and Šuleř, 2021).
Since March 2020, the Czech Republic introduced the first measures and restrictions concerning
the free movement of people due to the global COVID-19 pandemic. The government restrictions were
gradually strengthened in relation to the number of infected people (with the exception of the summer
months, which might have led to the second wave) and resulted in border closures, schools and
universities closures, cancelled flights, the obligation to wear protective masks, hospitality venues,
restaurants, and similar facilities’ closures, and events cancellation. In terms of socialization and spending
leisure time, the government restrictions reintroduced in the autumn 2020 have hit the youngest
generation hardest, as they included the closure of universities and the transition to online education,
closed restaurants, and bars, limited possibilities to travel, banning parties, and cancelled cultural events.
The desire for socialization, information sharing, entertainment, and meeting other needs from home
could be partially compensated by social media, including Instagram (Sheldon, Antony and Ware, 2021),
and this unusual situation might have affected the level and way of using these tools, including changes
in the areas of interest. Actually, topics regarding epidemiology, hygiene, protective equipment, and
prevention, as well as rising interest in healthy diet and lifestyle, politics, and economic impacts, were
observed (Niknam et al., 2021).
Therefore, the paper aims to determine the effects of the COVID-19 pandemic and related
lockdowns restrictions in 2020 on the changes in the level and the way of using the social network
Instagram by young Czech users, specifically university students aged 19 - 26. To achieve the aim of the
paper, the following research questions are formulated: RQ1 - Which new topics of interest did Czech
young Instagram users start to follow during the pandemic lockdown period? RQ2 - How did time spent
on Instagram increase daily during the pandemic? RQ3 - Which specific factors of user activity on
Instagram affected the increase in time spent on Instagram during the pandemic lockdown period?
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2. Literature review
Sudden lockdowns have altered people´s lifestyle. By means of a web-based open E-survey sent
through WhatsApp, Facebook and Instagram messengers, it was found that lockdown period has led
to a reduction in physical activity even among students (Srivastav, Sharma and Samuel, 2021). People
started to be online more often, as they needed to carry out their daily activities, and marketing
communication of brands has shifted to digital platforms. By conducting an online survey, it was found
that younger Instagram users, aged 18-24, tend to follow influencers, especially those who they identify
with, and those who are transparent and authentic in advertising. They tend to trust such influencers and
are more willing to purchase goods recommended by them (Francisco et al., 2021). In Indonesia, the
government´s decision to stay at home and work from home was considered/perceived as detrimental,
as not everybody could work from home, and many employees were laid off. The application of the
semiotic method on Instagram hashtag #stayathomeindonesia showed that during the lockdown period,
activities carried out at home are drawing, colouring, cooking, spending time with family members,
shopping online, taking care of others in the context of potential spread of the coronavirus
(Soekiman et al., 2021). In Iran, the qualitative content analysis of Instagram posts showed that during
the pandemic, mostly themes like epidemiology and statistics, diagnosis and treatment, protective
equipment, condition of healthcare system, quarantine, traditional medicine, prevention, hygiene, healthy
diet and lifestyle, psychology, caring, training, animals, children, satire, religion, misinformation,
economic impacts, world news, politics, operation of NDMO were discussed (Niknam et al., 2021).
Based on further performed content analysis of Instagram posts, it was found that this social
network was also used to spread misinformation, with the topics mostly concerning general mistrust
including the idea of fabricated or hidden information about the COVID-19, later about various
conspiracy theories and authority-questioning posts (Quinn, Fazel and Peters, 2021). In India, Instagram
posts included topics like diagnostic and therapy, prevention; many users used this social network to find
COVID-related remedies for their family and acquaintances, e.g., ventilators, oxygen cylinder, Remdesivir
and other medication, as well as hospital beds, as revealed by a qualitative content analysis (Srivastava,
2021). In Iraqi Kurdistan, although Instagram is the second most used social network far behind the
prevailing one there, the Facebook, it was found that the posts on the social networks often lead
to misinformation, panic, and anxiety during the outbreak, and that majority of young people aged 18-35
years did face psychological anxiety during the pandemic, as shown by an online questionnaire survey
and descriptive content analysis (Ahmad and Murad, 2020).
On the other hand, Instagram can be perceived as an online learning media in improving English
writing and vocabulary, as indicated by qualitative standard of research on students using this network
during the pandemic (Bestari, Faiza and Mayekti, 2020; Carrasco Sierra et al., 2020). In West Java,
Instagram was used as a music educational media in audiovisual jingle, and enabled the activity/activation
of students and educators, as indicated by qualitative descriptive research approach (Sella and Sukmayadi,
2020). By employing a qualitative descriptive method, Instagram is considered a useful tool for carrying
out artistic activities, expression, creation, and communication, which is suitable for art exhibition
activities of students when face-to-face events are prohibited due to the outbreak of the pandemic
(Wahyudi, 2020). Semi-structured interviews with influencers conducted in France showed that those
who create fitness content on Instagram used lockdown period to increase/enhance physical activity of
their followers, and with fitness clubs closed, they recommended exercise at home. However, there were
also some live fitness sessions offered by fitness clubs (Godefroy, 2020). Nevertheless, body and weightcentered content posted also during the self-isolation and lockdowns can affect body image and lead to
weight-stigmatizing thoughts. Based on a content analysis of „#quarantine15“ posts, it was found that
posts focused on human bodies showed significantly more lower-weight white women, and they also
proposed control of weight through diet, physical activity, yet nearly half of the post expressed dislike of
fatter bodies (Lucibello et al., 2021).
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During the lockdown, a statistically significant increase in the frequency of using social networks
was observed, and so was the increase in problems related to body image, body dissatisfaction, drive for
thinness and lower self-esteem especially among younger women following appearance-focused
Instagram accounts, as revealed by a questionnaire survey in Spain (Vall-Roqué, Andrés and Saldaña,
2021). Based on an experiment among young Italian women, it was observed that greater addiction
to Instagram leads to greater willingness to undergo cosmetic surgery (Guizzo, Canale and Fasoli, 2021).
Although the range of methods is relatively wide, ranging from the most commonly used surveys
through content analysis and qualitative descriptive methods to semi-structured interviews, the semiotic
method and experiment, we decided to use a survey to answer our research questions.

3. Methods
This research analyses the effects of the global COVID-19 pandemic using an online
questionnaire to find out how the pandemic lockdown restrictions in 2020 have affected Instagram (IG)
users' behaviour, taking into account their time and areas of interest. The respondents were students
from Czech universities aged 19 – 26 who are Instagram users, and the snowball method was used to
obtain a larger sample from various areas of study. The survey was conducted in 2021 in the Czech
Republic, from March to May. During this period, a total of 1138 respondents filled in the questionnaire.
A comparison of the socio-demographic structure of the sample and the population of Czech
university students shows that our sample differs from the general population in including more women
than men, although women outnumber men not only in our sample but also in the general population.
In our sample, the percentage of men is 32 %, while in the case of women, it is 68 %. The general
population of all university students, regardless of the form of study, study programme, or founder,
consists of 44 % men and 56 % women, while in the case of graduates, it is 40% men and 60% women
(ČSÚ, 2020).
In the survey, the respondents were asked about their use of the social network Instagram
at the time of answering the questionnaire and before the outbreak of the pandemic and the associated
restrictions. Apart from the demographic questions, the set consisted of questions related to whether and
what new topics they started to follow during the pandemic lockdown period (RQ1); whether the time
spent actively using the social network Instagram was extended during the pandemic lockdown period
per day compared to the previous period and, if so, how much (RQ2); and which specific factors of
activity on Instagram (number of followed users, frequency of posts, duration of Instagram account
active usage) affected the increase in time spent on Instagram during the pandemic lockdown period
(RQ3). The questionnaire included the following questions:
− Did you start following new areas of interest during the 2020 lockdown period? If yes, which
ones? (RQ1)
− On average, how much time do you spend actively using the social network Instagram before
the COVID-19 pandemic (RQ2)?
− Has the amount of time you spend on Instagram increased during the 2020 lockdown period?
If so, by how many hours per day? (RQ2)
− How many users do you follow on Instagram? How often do you post on your Instagram account
(including stories)? How long have you been using your current Instagram account? (RQ3)
In addition to RQ1, which also consisted of specific verbal responses and text descriptions from the
respondents analysed using their occurrence frequencies in MS Excel, we formulated hypotheses for the
remaining research questions.
H1: There is a significant dependence between time spent on the Instagram before the COVID-19 pandemic and
the extension of time spent on social media during the COVID-19 pandemic (RQ2).
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H2: There is a significant dependence between the characteristics of individual social network user and the extension
of time spent on social media during the COVID-19 pandemic (RQ3).
The data were analysed in the statistical software PSPP using Pearson correlation and cross
tabulations to count and visualise the dependence between the variables. We use the null hypothesis that
the variables are independent of each other. However, if the adjusted residual is above +/-1.96, this
means that the number of cases is significantly larger/smaller than expected if the null hypothesis were
valid at the 0.05 significance level.
4. Results
4.1 Respondents' interest in following new topics on Instagram during the pandemic
An interesting fact based on the results is that despite the many largely negative changes affecting
public affairs and society in the first waves of the COVID-19 pandemic in 2020, almost half
of the respondents remained rather conservative in their choice of preferred content on Instagram. Thus,
52 % of respondents changed the topics and areas followed on Instagram and they further specified
which areas were covered (they could choose an unlimited number of answers for this question
in the questionnaire as well as fill in areas not offered by the questionnaire).
Figure 1. Areas of new interest on Instagram followed by respondents during a pandemic (N=588)

Source: Own processing

These individuals were mainly interested in the areas of politics, health and health care,
undoubtedly related to finding answers to questions about the new virus and finding solutions to the
situation at the level of their own health protection as well as at the government level. As shown
in Figure 1, other areas of new interest are related to education and personal development, sport,
travelling, culture and gastronomy. These are areas that have become rather inaccessible in real life in the
context of the measures taken and the social network Instagram could offer to some extent a virtual
alternative, for example by following influencers with posts on these topics.
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4.2 Impact of the COVID-19 pandemic on the increase in time spent by respondents on
Instagram
H0: There is a significant dependence between time spent on an Instagram before COVID-19 pandemic and extension
of time spent on social media during the COVID-19 pandemic.
HA: non H0.
Table 1 shows that during the lockdowns period that was accompanied by a number of
restrictions affecting not only university students' leisure time, about 38 % of respondents spent 1-3 more
hours on Instagram every day than they did in the pre-pandemic period. For the other options, an almost
equal number of respondents who used this social networking site said that their time of active use had
either not increased (29.9 %), or had not significantly increased (28.9 %), specifically by less than 1 hour.
Table 1. Time spent by respondents on Instagram before and during the pandemic (N = 1138)
Time spent daily on IG before the
pandemic
<1 hour

Extension of
time spent
daily on IG
during the
pandemic in
comparison
with the
previous
period

<1 hour
extended
1-3 hours
extended
>3 hours
extended

no extension

Total

Count
Total %
Adjusted Residual
Count
Total %
Adjusted Residual
Count
Total %
Adjusted Residual
Count
Total %
Adjusted Residual
Count
Total %

142
12.5%
2.09
33
2.9%
-3.78
1
0.1%
-1.94
186
16.3%
3.55
362
31.8%

1-2 hrs

2-3 hrs

>3 hrs

148
13.0%
0.13
223
19.6%
0.72
6
0.5%
-1.22
129
11.3%
-1.07
506
44.5%

30
2.6%
-2.51
132
11.6%
3.64
8
0.7%
0.88
18
1.6%
-2.30
188
16.5%

9
0.8%
-2.27
48
4.2%
1.69
18
1.6%
9.13
7
0.6%
-1.84
82
7.2%

Total
329
28.9%
436
38.3%
33
2.9%
340
29.9%
1138
100.0%

Source: Own processing

To identify deeper associations for the data concerning time actively spent using Instagram,
we examined whether there was a dependence between the increased time that respondents spent daily
on Instagram during the COVID-19 lockdowns and the amount of time they spent on the social network
in the period before the onset of the pandemic and its associated restrictions. At the α = 0.05 level
of significance, the null hypothesis of a correlation between these two factors was confirmed based on
the Pearson Chi-Square test (Pearson Chi-Square = 392.08; p-value = 0.000). Thus, the amount of time
spent on Instagram before the pandemic influenced whether and how much more time was spent
on Instagram during the pandemic.
This finding is confirmed by some of the adjusted residual values in Table 1. For respondents
whose time spent on Instagram increased by three hours every day during the pandemic, there were
statistically significantly more responses indicating that they spent more time on Instagram every day
before the pandemic, specifically more than 3 hours (Adj. Res. = 9.13). At the same time, the respondents
who did not spend more time on the social network being analyzed during the lockdown period than
before were more likely to mention that they spent less than one hour a day on Instagram in the prepandemic period (Adj. Res. = 3.55).
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4.3 The impact of user characteristics on time spent on Instagram during the pandemic
In the search for factors that influenced the increased or not increased time spent on Instagram
during the COVID-19 pandemic among the Czech university student respondents, the characteristics
of IG users-respondents in terms of their activity on this social network were also taken into account.
Namely, in terms of the duration of their IG account use, the number of users they follow and
the frequency of posting their own posts.
4.3.1 Duration of Instagram account active usage
H0: There is a significant dependence between the duration of Instagram account active usage and extension of time spent on
social media during the COVID-19 pandemic lockdown period.
HA: non H0.
Given that Instagram was launched in 2010, some domestic users may be expected to use their
accounts for more than 10 years, for example. And this factor may also influence the time a user spends
on this network. Therefore, a hypothesis of correlation between the length of active Instagram account
use and the change in time spent on Instagram during the pandemic was established. At the α = 0.05
level of significance, the null hypothesis of a correlation between these two factors was finally rejected
based on the Pearson Chi-Square test (Pearson Chi-Square = 4.04; p-value = 0.257). Thus, for example,
the assumption that the longer duration of a respondent’s Instagram account, the more likely it is that
there could have been a statistically significant extension of daily time spent on Instagram during
the pandemic can be ruled out.
Table 2. Dependence between increased time spent on Instagram and its account duration (N = 1138)
How long have you been using your IG
account?
Have you
spent more
time on IG
during the
pandemic?
Total

no

yes

Count
Total %
Adjusted Residual
Count
Total %
Adjusted Residual
Count
Total %

<1 year

1-3 years

4-5 years

14
1.2%
0.74
21
1.8%
-0.21
35
3.1%

75
6.6%
0.49
152
13.4%
-1.4
227
19.9%

111
9.8%
-0.42
295
25.9%
0.12
406
35.7%

>5 years

140
12.3%
-0.1
330
29.0%
0
470
41.3%

Total
340
29.9%
798
70.1%
1138
100.0%

Source: Own processing

4.3.2 Number of followed Instagram accounts
H0: There is a significant dependence between the individual number of followed Instagram accounts and extension of time
spent on social media during the COVID-19 pandemic lockdown period.
HA: non H0.
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Table 3. Dependence between increased time spent on IG and the no. of followed accounts (N = 1138)

Have you
spent
more time
on IG
during the
pandemic?
Total

no

yes

Count
Total %
Adjusted Residual
Count
Total %
Adjusted Residual
Count
Total %

How many accounts do you follow on IG?
<100
100-250
251-500
>500
69
140
99
32
6.1%
12.3%
8.7%
2.8%
2.81
0.26
-0.52
-1.42
92
305
271
130
8.1%
26.8%
23.8%
11.4%
-0.50
-0.07
0.14
0.39
161
445
370
162
14.1%
39.1%
32.5%
14.2%

Total
340
29.9%
798
70.1%
1138
100.0%

Source: Own processing

The number of other users followed by a particular user on their Instagram account affects
the content and number of posts that appear on their profile every day. The more of these posts are
viewed by the user, the more time the user is expected to take to view and possibly respond to that
content. Therefore, we tested a hypothesis about the correlation between the number of users
a respondent follows and whether time spent on Instagram during the pandemic increased. At the α =
0.05 level of significance, the null hypothesis of a correlation between these two factors was confirmed
based on the Pearson Chi-Square test (Pearson Chi-Square = 23.12; p-value = 0.000). One of the adjusted
residual values presented in Table 3 defines this dependence more closely – the respondents who did not
spend more time on Instagram were found to have a statistically significantly higher number of responses
indicating that they follow less than 100 other users on their Instagram account (Adj. Res. = 2.81).
4.3.3 Frequency of Instagram posts
H0: There is a significant dependence between frequency of posting individual Instagram posts and extension of time spent
on social media during the COVID-19 pandemic lockdown period.
HA: non H0.
Table 4. Dependence between increased time spent on IG and the frequency of posting (N = 1138)
How often do you share your own post on IG?
Have you
spent more
time on IG
during the
pandemic?

Total

no

yes

Count
Total %
Adj. Residual
Count
Total %
Adj. Residual
Count
Total %

0*
43
3.8%
1.91
49
4.3%
-0.53
92
8.1%

1*
119
10.5%
0.62
235
20.7%
-0.17
354
31.1%

2*
75
6.6%
-0.16
185
16.3%
0.05
260
22.8%

3*
50
4.4%
-0.59
143
12.6%
0.16
193
17.0%

4*
34
3.0%
-1.37
134
11.8%
0.38
168
14.8%

5*
10
0.9%
-0.16
26
2.3%
0.04
36
3.2%

6*
9
0.8%
-0.31
26
2.3%
0.09
35
3.1%

Total
340
29.9%
798
70.1%
1138
100.0%

*0 = no posts; 1 = less than once a month; 2=once a month; 3=once a week; 4=several posts a week; 5=once a day; 6=several posts a day
Source: Own processing

In terms of user activity, the authors of the research also hypothesised a dependence between the
frequency of posts an individual respondent makes on their profile and the change in time spent on
Instagram during the pandemic. Subsequently, the null hypothesis of a correlation between these two
factors was confirmed at the α = 0.05 level of significance based on the Pearson Chi-Square test (Pearson
Chi-Square = 24.25; p-value = 0.000). However, the adjusted residual values (see Table 4) do not fall
outside the interval <-1.96,1.96>, thus lacking information on the deeper dependence within
the correlation of these factors.
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5. Discussion
Based on the obtained results, it is possible to answer the research questions:
RQ1: Which new topics of interest have respondents started to follow on Instagram during the pandemic lockdown period?
The dominant new topic of interest was politics. Other newly followed topics included health
and healthcare, education and personal development, sports, tourism, culture, gastronomy, food, arts and
creativity, and fashion. The increased interest in posts concerning politics, health, and healthcare was also
mentioned by Niknam et al. (2021); some specific topics related to health and healthcare were observed
by Srivastava (2021), while the increased significance of posts related to creative activities were reported
by Soekiman et al. (2021).
Instagram as a tool used for education was evidenced by Sella and Sukmayadi (2020), and the role
of Instagram in encouraging sport activities was described by Godefroy (2020). Trevisan, Vassio and
Giordano (2021) describe the increase of topics like healthcare, home, work, food and leisure during
lockdown. The widened topics range followed is probably a consequence of forced social distancing and
increased presence on social media (Vall-Roqué, Andrés and Saldaña, 2021).
RQ2: How did the time spent actively using the social network Instagram increase during the pandemic lockdown period
per day compared to the previous period?
Although it seems that most of the users did not extend or just slightly extend their time spent
on actively using Instagram, it could be noticed that 38 % of the respondents reported extended use
(by 1-3 hours) during the pandemic. We also observed a statistically significant dependence between
the higher rate of extension of time on Instagram during the COVID-19 pandemic and the higher
amount of time spent on this social network before its outbreak, and between the low rate of extension
of time spent on Instagram and low amount of time spent there before the pandemic. It means that those
who had used it intensively before the outbreak were more likely to increase the time spent there during
the pandemic, which may raise a question about possible addiction.
Increased addiction to the Internet and Instagram during the pandemic among young adults was
detected by Ballarotto et al. (2021). Similarly, increased use and dependence on the internet and social
media during the lockdown is mentioned by Sun et al. (2020). According Statista, as cited by López-Carril
and Anagnostopoulos (2021), the time spent on social media increased by more than 40 % globally during
the pandemic.
RQ3: Which specific factors of user’s activity on Instagram affected the increase in time spent on Instagram during
the pandemic lockdown period?
We observed, that the number of users a respondent follows is related to the increase in time
spent on Instagram during the pandemic. This means that the more users/ a user follows, the more time
they spent on Instagram during the lockdown, and vice versa. There is also another important
characteristic that leads to more time spent on Instagram during the pandemic, namely the frequency
of posts that a user shares. These results correspond with previously published paper by Jain et al. (2020),
who argue that the characteristics of presence on social media including hours spent and posting
frequency have an effect on the presence during the pandemic and increased activity.

6. Conclusion
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Due to its primary focus on visual content and content sharing, Instagram has become
an attractive and preferred social network in recent years, especially for the younger generation.
The restrictive measures related to leisure time in the wake of the COVID-19 pandemic, including in the
Czech Republic, have largely contributed to its growing popularity. This paper aimed to determine which
aspects of social network users were affected by the pandemic lockdowns situation in 2020 among the
young generation of active Instagram users. The questionnaire survey targeted Czech university students
aged 19-26 with the objective to identify changes in the preferred topics followed by users and the amount
of time spent on Instagram compared to typical activity in the pre-pandemic period.
Based on data collected from a total of 1138 respondents, it can be concluded that 52 % of these
Instagram users experienced a change in topics followed during the lockdown period. Their interest has
mainly increased to include politics, health, and healthcare, personal development, sports, travelling, and
posts focused on culture and gastronomy. Regarding the amount of time spent on this social network
during the pandemic, nearly 38 % of respondents actively used their Instagram account for 1-3 more
hours every day than they did in the pre-pandemic period. The factors influencing time spent
on Instagram during the pandemic were subsequently examined in more detail. The hypothesis testing
revealed a correlation between the rate of increased time spent on Instagram and both the number
of other social network users followed by respondents and the frequency of their own Instagram posts.
Thus, the research questions were answered, and the objective set was fully met.
In terms of assessing the overall contribution of the research, the results indicate that Instagram
was and still is a significant contributor to the total time spent online by the young generation during
the pandemic period. Moreover, this proportion can be expected to gradually increase in the following
months when the pandemic cannot be brought completely under control. It means that this social
network must be seen as an increasingly important tool for communication with the young generation
with tertiary education. And not only in the global companies sector that already uses Instagram for this
purpose as a rule, but also to a greater extent in the hospitality services industry for more efficient online
communication with this segment of the population.
The research limitations here are mainly based on the fact that only a quantitative research data
collection method was used. For the next stages of research in this field, it will be useful to focus
on a deeper understanding of the motives of social network users, for example, through in-depth
interviews or focus groups.
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