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ABSTRACT
This study explores the impact of social media advertising on consumer preferences among Kwara State Polytechnic students regarding cosmetic products. A mixed-methods approach was employed, surveying 100 students to gather insights into their social media usage and purchasing behaviors. The findings reveal that most students, comprising 70.7% females and 29.3% males, utilize social media platforms primarily for socializing and maintaining relationships, rather than engaging with advertisements. WhatsApp emerged as the most popular platform, with 84% of respondents using it frequently, followed by Facebook, Instagram, Twitter, and Snapchat.The study's results also indicate that students perceive social media ads as unhelpful, which contributes to their low patronage of cosmetic products advertised on these platforms. Consequently, social media ads have minimal indirect effects on consumer behavior regarding cosmetic product patronage. The study concludes that social media advertising may not be an effective strategy for influencing consumer preferences among polytechnic students, highlighting the need for alternative marketing approaches that better resonate with this demographic.
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CHAPTER ONE
INTRODUCTION

1.1 BACKGROUND OF THE STUDY

Social media is at its core human communication, possessing characteristics of participation, openness, conversation, community and connectedness (Veil, Buehner and Palenchar, 2011). It is these characteristics of social media that enable an individual to communicate with other people across geographical boundaries about a service, product, an organization or any other thing for that matter. Social media is distinguished from traditional media in ways such as reach, frequency, accessibility, immediacy and many more. Due to these intrinsic features of social media, modern advertisers often prefer them to the traditional media. According to Pookulangara and Koesler (2011), Social media enables 25% of all customers to post links about products, services information in their retail sites to update other users about the purchase process. Some examples of social media are blogs, wikis, social networking sites like Facebook, Twitter, Instagram, Google+ and many more.
Advertising on the other hand is "any form of personal presentation and promotion of goods, services, or ideas by an identified sponsor" (Kotler, P. 1980). It is a process of communication between a seller or a producer and a buyer that eventually results in an action by the buyer, be itto purchase, to use or to dispose a product or service. Advertising is one thing that can be admired or otherwise disliked due to its aesthetic value or the message it carries but that cannot be ignored due to its intriguing nature. Due to the evolution of many businesses, advertising also has evolved similarly and taken many different forms such as social media advertising to tackle and match the changes in businesses. Advertising is in a state of change due to growth of digital technology, online communication, consumers accustomed to the commercial environment and increase in clutter (Springer, 2007).
Advertising, coupled with social media with respect to the exciting and interactive features of the latter, gives advertisers a much wider range of audiences who are virtually connected, making its impact quick and contagious. The world as it has become a global village now has seen many youth shifting from traditional media like TV and radio to social media where there is faster ad real-time interactivity. As part of what social media offer are informal learning opportunities, access to information, local or foreign, and the development and maintenance of friendships. Considering the heavy reliance of the youth on social media, it is without doubt that they are more influenced by them than any other group in the societies, and although there are negative implications of their use, there is also a great number of benefits as well. Some students in universities indulge in buying and selling on social media as their target audience who are mainly also of youthful age are reached through such media. According to a statistical information released by the Internet World Statistics on African internet usage in the year 2016, 7, 958, 675 Nigerians use the internet out of which 3, 500, 000 use Facebook.

Social media advertising therefore is a form of online advertising that utilizes social networking sites and although relatively time consuming, has an advantage of enabling advertisers better target their adverts using the information about social media users available on those platforms, be it their demographies, psychographies and even their preferences. The addictive nature of social media make users an ever ready target for advertisements through these media since advertisements by virtue of their nature, cannot really be ignored though disliked. Advertising becomes void without being able to cause in action or a reaction in its audience, thus consumer preference which may be to buy use or dispose a particular product, a service or even an idea. Consumer preference therefore is the "acquisition, consumption and disposition of products, services, time and ideas by decision making units" (Jacoby. 1976). This study will focus on the influence that social media advertising has on the consumer preference of Kwara poly students in Nigeria towards the patronage of cosmetic products.

1.2 STATEMENT OF RESEARCH PROBLEM

Social media advertising has gained the preference of many organizations due to its interactive nature coupled with the relatively easy evaluation of advertising efforts on these platforms (Webster and Hume, 2015). These social media platforms to name a few, Facebook, Snapchat and Twitter have enabled the customer to access more information and also to have a more direct involvement in organization that advertise on these platforms. The use of influencers in social media advertisements has made the effects of social media advertising even greater and to an extent, making consumers buy products they do not even have need of (Rishi, B. 2018).

The mass communication channel most widely used in advertising, particularly in the case of consumer products, television is also the advertising support that has experienced the fastest expansion and which has the greatest impact on consumer's preference (Jefkins, 2000) Looking over to Television advertisement, its essence has not become obsolete by the influx of social media advertising as it combines visuals and audio in sending messages, quite similar to what is done in social media advertising. It however has some disadvantages of being very costly, and being perishable (forgotten if not repeated), it has some advantages of being targeted in cases where adverts are aired during some particular television shows as it would immediately reach the segment of the market that watch the show, and being able to reach a high audience as TV addresses a mass audience, homogeneous or heterogeneous (Bedore, J. M. 1992). Television adverts are good to reach a large audience nevertheless can be ignored by just a button on a remote control. 
The existence of many television channels have given customers a wide range of exposures and as such can easily miss or ignore adverts. Whereas this is a problem to television advertising, social media advertising is not left out as it has the tendency of becoming annoying especially in the case of pop-up advertisement on websites. Due to these handicapping limitations, there is a gap in knowledge as to which one is more effective: Television advertising or social media advertising.

Inasmuch as social media are great advertising platforms as they offer easy, fast and real-time involvement with organizations, their inherent dangers to society cannot be underrated. One must own an account on social media before experiencing the advertising benefits that come with these platforms. Possessing these accounts make one vulnerable to several threats like internet addiction and Facebook depression, which is an emotional disturbance associated with Facebook usage when a user, typically a teenager is made to feel inferior to his or her counterparts on social media as they desire to be as they see them on social media which may not even be the case in reality (Trigger, 2018). Another of the threats is cyber bullying where false or embarrassing information are communicated to a specific user, driving that user to depression, anxiety, low self-esteem and in extreme cases even suicide. Many others also spend so much time on social media which results in loss of jobs and negligence to family and other aspects of their lives. These inherent evils of social media give them an unfavourable perception among some people in our societies, making social media a problem rather than a blessing
Therefore this study seeks to determine whether the use of social media has an effect on the purchasing preference of cosmetic product consumers based on these enumerated issues.


1.3 OBJECTIVES OF THE STUDY
Generally, this research seeks to examine the effects of social media adverts on consumer preference of Kwara state polytechnic students towards the use of cosmetic products. Specifically, this study seeks
I. To identify various social media advertising platforms?
II. To ascertain the perception of consumers about the use of social media as advertising platforms.
III. To ascertain the link between the perception of customers about social media advertising and their purchase intentions.
1.4 RESEARCH QUESTIONS
I. What are the various social media advertising platforms?
II.  What are the perception of consumers about the use of social media as advertising platforms?
III. What are the link between the perception of customers about social media advertising and their purchase intentions?
1.5 SIGNIFICANCE OF THE STUDY
This study will equip cosmetic producing companies that advertise their products through social media with knowledge about the nature, effectiveness and impact of social media advertising and how they can use this knowledge to better position their adverts to attract, retain and influence Kwara poly students in purchasing, using or disposing their cosmetic products Again, this study will add to the existing body of knowledge about social media advertising and serve as a documentary source of reference for other research works in this field.
1.6 SCOPE OF THE STUDY
The study sought to analyse the effects of social media advertising on consumer patronage of cosmetic products in this case
For this study, we propose that there is a link between the exposure to social media adverts and the use of cosmetic products among Kwara poly students, thus the greater the exposure to social media adverts on cosmetic products, the greater their purchase, use and disposal by Kwara poly students.
1.7 DEFINITION OF TERMS
Social Media: Websites and applications that enable users to create and share content or to participate in social networking.
Psychographies: The study and classification of people according to their attitudes, aspirations. Social class and other psychological criteria especially in a market research.
Patronage: Money that is given to a store, a marketer, or a hotel by customers, clients and other stakeholders usually in exchange for a product or service.
Perception: A particular way of understanding or thinking about something.
Cosmetics: Substances that you use on your skin to make yourself look more attractive.
















CHAPTER TWO
LITERATURE REVIEW
2.1 CONCEPTUAL FRAMEWORK
2.1.1 CONCEPT OF SOCIAL MEDIA
Throughout human history, technologies have been developed that make it easier for communication with each other" (Carton, 2009). Social media as a phenomenon has transformed the relationship and communication of people across the globe. However, social media is not a new concept. The year, 2000 saw the emergence of many social networking sites to case and even enhance communication between people who share common interest. This development also affected how businesses conducted their transactions and advertisements. Social networks have evolved over the years to the modern-day variety which uses digital media. In addition, it didn't start with the computer but instead the telephone.
During the 1960s, the world saw the advent of email (Borders, 2010). However, the internet was not available to the public until 1991. Email was originally a method to exchange messages from one computer to another, but both computers had to be online. Today, email servers will accept and store messages which allow recipients to access the email at their convenience which was not the case in some many years ago. In 1969. ARPANET was developed ARPANET was an "early network of time-sharing computers that formed the basis of the internet." CompuServe, the third development of the 1960s, was also created in 1969 with a mission to provide time- sharing services by renting time on its computers. With very high fees, this service was too expensive, for many (Rimskii, 2011, Ritholz, 2010). Social media was further developed during the 1970s. 
Multi-User Dimension (MUD) was a real-time virtual world with role-playing games, interactive fiction, and online chat. MUD was primarily text based and required users to type commands using a natural language instead of the computer language of zeros and ones. Bulletin Board System (BBS) was created in 1978, the same year as MUD Users log in to the system to upload and download software, read news, or exchange messages with others. In the early years, bulletin boards were accessed via a modem through a telephone line by one person at a time Early on, bulletin boards did not have color or graphics as they were the predecessors of the World Wide Web. Conceived in 1979 and established in 1980, the Usenet is similar to a BBS. Usenet is a system to post articles or news. The difference from a BBS is that Usenet does not have a central server or devoted administrator-messages are forwarded to various servers via news feeds (Ritholz, 2010).
In addition, blogging services such as Blogger and Epinions were created. Epinions is a site where consumers can read or create reviews of products. Third Voice and Napster were two software applications created in the 90s that have since been removed from the market Third Voice was a free plug-in that allowed users to post comments on webpages. Opponents of the software argued that comments were often vulgar or slanderous Napster was a software application that allowed peer-to-peer file sharing. Users were allowed to share music files bypassing normal distribution methods, which in the end was determined to be a violation of copyright laws (Ritholz, 2010).
In 2000 social media received a great boost with the advent of many social networking sites This development highly transformed the interaction between individuals and organizations who share common interests based on social networking. Among those that were launched included LunarStorm, Six Degrees, Cyworld, Ryze, and Wikipedia. In 2001, Fotolog. sky blog and Friendster were launched, and in 2003, MySpace, LinkedIn, lastFM, tribe.net. Hi5 and many others. In 2004, popular names like Facebook Harvard, Dogster and Mixi evolved During 2005, big names like Yahoo!360, YouTube, Cyword, and Black planet all emerged (Junco, Heibergert, & Loken, 2011).
Facebook is a social networking website launched in February 2004, and it is privately operated by Facebook, Inc. (Facebook, 2004). Facebook was founded by Mark Zuckerberg and others when he was a student at Harvard, though when the site was initially launched, it was restricted to Harvard students only. Later the privilege was extended to high school students and later to everyone that is 13 years or older (Boyd, 2007). As of July 2010, Facebook has more than 500 million active users. In January 2009, Facebook was ranked as the most used social network worldwide. Also, in May 2010, Google announced that more people visited Facebook than any other website in the world. It declares that this was discovered from findings on 1,000 sites across the world. (TIMES, 2010). Users may create a personal profile, add other users as friends, and exchange messages, including automatic notifications, photos and comments when they update their profile. Additionally, Facebook users may join common interest user groups, organized by workplace, school, college, or other characteristics. Facebook allows anyone who is at least 13 years old to become a registered user of the website.
On a daily basis, traffic to Facebook network is on the rise. Facebook also became the top social network across eight individual markets in Asia-the Philippines, Australia, Indonesia, Malaysia, Singapore, New Zealand, Hong Kong and Vietnam. On October 24, 2007, Microsoft announced that it had purchased a 1.6% share of Facebook for $240 million, giving Facebook a total implied value of around $15 billion. Microsoft's purchase included rights to place international ads on Facebook, other companies have equally followed suit (STONE 2007). For example, just during the 2010 FIFA football world cup, Nike did an ad with Facebook, and within minutes, an average of 8 million viewers had registered with Facebook (Kevthefont, 2010). As many people took to these social media platforms, specifically the social networking sites, advertisers saw it fit to reach these online audiences through these media. Below are some social media advertising platforms.
2.1.2 TYPES OF SOCIAL MEDIA PLATFORMS
Facebook
Carlson (2010) explains Facebook as a social medium that gives people the opportunity to share photos, information, videos and more. People decide who can see their posts, whether it is publicly or privately amongst friends. From the beginning. Facebook was an instant hit. Mark Zuckerberg launched "thefacebook.com" in the year 2004, and today the page better known as "facebook.com" is one of the largest social media platforms. According to Statista (2017a). active users of Facebook in the third quarter of year 2017 were over 2.7 billion.
Facebook usage by businesses as an advertising platform reaches to a larger audience for their business or product to be visible. Although some businesses may find it unnecessary to position themselves on social networking sites like Facebook, it is a good way to advertise their products/services, and know what consumers think and want about their product or service. Also companies use Facebook as an advertising platform for consumers to recall their products or brand to influence their behavior. There is a lot of exposure through Facebook. Social media advertisers have taken the opportunity to use the features of Facebook of which some are the connectedness and multimedia capabilities to have a dialogue with their consumers, and promote their products
Instagram
At the official website of Instagram (2017). Instagram was identified as a social medium that gives people the opportunity to share with friends and followers of their lives, hobbies, day to day basis and more, with one photo or a video at a time On Instagram active accounts each month are over 800 million, active every day are over 500 million users. Instagram defines them as a society that individuals, celebrities, and organizations use for visual storytelling and advertisement. The founders, Kevin Systrom and Mike Krieger, posted the first photo to Instagram on July 2012, and since then the medium has developed and introduced all kinds of new features to make communications between users easier and user-friendly
Snapchat
Snapchat gives people an opportunity to take snapshots of their daily lives that last for 24 hours and then it disappears. Snapchat (2017), identifies them as a social medium that gives individuals the opportunity to improve the way they express themselves in communications and live in the moment by reinventing the camera. Snapchat in the year 2016 reached 10 billion views per day. Snapchat identifies itself as a camera company first and foremost. According to Statista (2017b), Evan Spiegel and Bobby Murphy originally launched Snapchat in the year 2011, and since then it has grown to be one of the most popular social media for people to trade messages and photos worldwide. According to Statista active users on Snapchat in the year 2017 were around 166 million.
Twitter
On Twitter, people can exchange views and opinions on different subjects and matters that are going on in the society with simple hashtag "#". Twitter is a medium that is popular to use whenever there is something going on in the society, elections, and sport events and so on. On the official homepage of Twitter (n.d.), it is stated that Twitter provides a service of online news and social networking. The mission Twitter stands for is to give individuals the power to create and share information's, ideas, thoughts or opinions without any barriers through a "Tweet". A "Tweet" is in a simple way a short message that an, individual can post on his or her Twitter account, using text, hashtag or even tag a person or an organization in that message
On Twitter audience are very influential. People on Twitter are more likely to hear about news of new products and other product promotions first, and are the people their friends turn to for purchasing advice. Therefore for brands, it means that advertising on this platform is a more competent way of reaching the right audience. Businesses or brands advertise on Twitter platforms because people on Twitter are perceived as being trustworthy, well informed, generous, and intelligent.
YouTube
YouTube, founded in 2005, is the world's most popular online video community, where millions of people can discover, watch and share originally-created videos (YouTube, 2005) YouTube provides a forum for people to connect, inform, and inspire others across the globe and acts as a major distribution platform for original content creators and advertisers, large and small. YouTube is based in San Bruno, California and uses Adobe Flash Video technology to display a wide variety of user-generated video content, including movie clips, TV clips, and music videos, as well as amateur content such as video blogging and short original videos In November 2006, within a year of its launch, YouTube was purchased by Google Inc. in one of the most talked about acquisitions to date. YouTube has entered into a number of partnership relations with content providers such as CBS, BBC, Universal Music Group, Sony Music Group, Warner Music Group, NBA, The Sundance Channel and many others (YouTube, 2005) YouTube offered the public a beta site of the site in May 2005, six months before the official launch in November 2005. The site grew rapidly, and in July 2006, the company announced that more than 65,000 new videos were being uploaded every day, and that the site was receiving 100 million video views per day (YouTube, 2005).
Considering YouTube as an advertising platform, some users have negative attitudes towards the advertisements on YouTube while others don't. People go to this website to be entertained and get connected with people, therefore if there are any interferences or pop ups, they get irritated by these advertisement, due to this, they either start another video or close them as they find the advertisements to be a nuisance.
2.1.3 REASON FOR THE RISE IN SOCIAL MEDIA ADVERTISING
"The elevator pitch about these "intangible" or long term benefits of social media is very simple" (Hollier, 2009). Engaging on social media helps strengthen brand experiences which support brand building. A company becomes more attractive to the customers, and to current and potential employees, if it has a well-built brand name As a result, social media helps in building a good reputation for a business organization. A couple of words can describe a brand whether in the consumer or in the business space. By building a brand, it helps to reinforce the brand in the minds of the consumers. Through social media, the company can repeatedly reinforce the brand name Customers experience a brand privilege while using a product or service and also when interacting with a company (Carraher, Parnell, Carraher. Carraher, & Sullivan, 2006). Brand awareness starts with the experiences of the employees of a company. If a company is approachable, people-friendly, then the company must make itself visible by inclusion on the web (Carraher, Parnell, & Spillan, 2009).
Social media advertising is a new version of corporate advertising which has been adopted as new techniques by many companies Both two way communication and customized advertising are factors which maximize the effect of brand trust on customer's perceptions Facebook advertising offers users or consumers the opportunity to interact actively with the adverts on their page allowing them to 'like' and 'share' adverts and also view who else or which friends liked or shared the same adverts. It can be said that the social media networking has shown that birds of the same feather not only flock together but they also like and share views together too. While there are increasing advantages in advertising on social media networks, there exists the evolving conviction that aligning the relationships between users or customers online and generating graphs for these social relationships can be invaluable for predicting the response of customers to various online marketing strategies and messages

The effectiveness of advertising is in away related to its credibility, which is the way customers express what the feel about the reliability is increasingly, becoming a great concern for consumers with regard to the credulity and general message of the adverts. This is because consumers do consider some specific kinds of adverts as more reliable than the rest (Johnson and Kaye, 1998). According to some research viewpoints, social media could be considered as being a check for the credulity of initiators who spread brand attractions and in accord with the findings of Lee et al. (2011), consumers view consumer generated messages on social media as being motivated by altruism than marketer generated messages Continued but particularly 13 researched the factors driving product referral action on social media and observed that customers easily accept products or brands recommended by the consumers rather than products or brands recommended by the producer or marketing agencies (Chatterjee, 2011). Muntinga et al. (2011) discovered the atmosphere promoting user participation in recommending product brands differ according to the particular social media in consideration. Researchers generated classifications for checking the extent of the customer's participation and with the aid of this classification they discovered that customers who used social media played a great role in building up the product brand image as they like or share ideas relating to the product online. 
This shows that an activity on social media, which relates to the products of a particular organization, builds up Calder et al. (2009) supports the idea that social media advertising contributes to the various user participation online through their evidence that customers who access various social media exhibited interactive attitudes which therefore enable their engaging in communication with other users.
It would have been certainly interesting to mention that traditional measures supply inadequate measurement of social media advertising effectiveness due to their affirmation on outcomes (Pavlou and Steward, 2000). Although an online advertising offers some interactive advantage and change consumer's perceptions from marketers, the nature online advertising dictates that the process should include some features such as participation, realization, personalization and feedback. Moreover, the consequence of advertising result should be included consumers' evaluations of interest indicated by the ads. Previous empirical findings suggested that the confirmation of advertising on social media is affected by the degree of amusements and information awareness, which it offers the consumers.
2.1.4 EFFECTS OF SOCIAL MEDIA
In as much as social media are great advertising platforms as they offer easy, fast and real-time involvement with organizations, their inherent dangers to society cannot be underrated. One must own an account on social media before experiencing the advertising benefits that come with these platforms. Possessing these accounts make one vulnerable to several threats like internet addiction and Facebook depression, which is an emotional disturbance associated with Facebook usage when a user, typically a teenager is made to feel inferior to his or her counterparts on social media as they desire to be as they see them on social media which may not even be the case in reality.
Another of the threats is cyber bullying where false or embarrassing information are communicated to a specific user, driving that user to depression, anxiety, low self-esteem and in extreme cases even suicide. Many others also spend so much time on social media which results in loss of jobs and negligence to family and other aspects of their lives. These inherent evils of social media give them an unfavourable perception among some people in our societies, making social media a problem rather than a blessing.
2.1.6 CONSUMER PREFERENCE
Companies are more concerned on individual consumer behavior as it helps them to yield information about how the consumers think, feel and choose their products. Every individual in a consumer. Consumer preference is the study of the process involved when individual or groups select, purchase, use or dispose of the product, service, ides a or experiences to satisfy needs and desires. (Michael R. Solomon, 1998. p.311. The expand view of consumer embrace much more than the study of why and what consumer bay, but also focuses on how marketers influence consumers and how consumers use the products and services.
The American Marketing Association, also defines consumer behavior as "the dynamic interaction of affect and cognition, behavior and environmental events by which human beings conduct the exchange aspect of their lives" and describes how individual consumers, consumer groups and society at large constantly change and evolve. The dynamic nature of consumer behavior implies that, one should not expect the same marketing strategy to work all of the time, or across all products, markets and industries Schiffman & Kanuk (1997 648) define consumer preference as "The behavior that consumers display in searching for, purchasing. Using, evaluating, and disposing of products, services, and ideas." Schiffman & Kanuk (1997 6-7) elaborate on the definition by explaining that consumer preference is, therefore, the study of how individuals make decisions to spend their available resources (time, money, effort) on consumption-related seems. It includes the study of what, why, when, where and how often they purchase and how they use the purchased product. In addition, it encompasses all the preferences that consumers display in searching for, purchasing, using, evaluating and disposing of products and services that they expect will satisfy their needs. From a marketing perspective. Consumer preference most probably became an important field of study with the development of the so-called marketing concept
Assael (1995: 5) emphasizes the influence of the marketing concept in marketing by stating that, according to the marketing concept, marketers first need to define benefits sought by consumers in the marketplace, followed by the drafting of marketing plans supporting the needs of consumers.
2.1.7 DETERMINANTS OF CONSUMER PREFERENCE
Consumer behavior can be broadly classified as the decisions and actions that influence the purchasing behavior of a consumer. What drives consumers to choose a particular product with respect to others is a question which is often analyzed and studied by marketers. Most of the selection process involved in purchasing is based on emotions and reasoning. The study of consumer behavior not only helps to understand the past but even predict the future. The below underlined factors pertaining to the tendencies, attitude and priorities of people must be given due importance to have a fairly good understanding of the purchasing patterns of consumers.
Marketing Campaigns
Advertisement plays a greater role in influencing the purchasing decisions made by consumers. They are even known to bring about a great shift in market shares of competitive industries by influencing the purchasing decisions of consumers. The Marketing campaigns done on regular basis can influence the consumer purchasing decision to such an extent that they may opt for one brand over another or indulge in indulgent or frivolous shopping. Marketing campaigns if undertaken at regular intervals even help to remind consumers to shop for not so exciting products such as health products or insurance policies.

Economic Conditions
Consumer spending decisions are known to be greatly influenced by the economic situation prevailing in the market. This holds true especially for purchases made of vehicles, houses and other household appliances. A positive economic environment is known to make consumers more confident and willing to indulge in purchases irrespective of their personal financial liabilities.
Personal Preferences
At the personal level, consumer behavior is influenced by various shades of likes, dislikes, priorities, morals and values. In certain dynamic industries such as fashion, food and personal care, the personal view and opinion of the consumer pertaining to style and fun can become the dominant influencing factor Though advertisement can help in influencing these factors to some extent, the personal consumer likes and dislikes exert greater influence on the end purchase made by a consumer.
Group Influence
Group influence is also seen to affect the decisions made by a consumer. The primary influential group consisting of family members, classmates, immediate relatives and the secondary influential group consisting of neighbors and acquaintances are seen have greater influence on the purchasing decisions of a consumer Say for instance, the mass liking for fast food over home cooked food or the craze for the SUV's against small utility vehicle are glaring examples of the same.
Purchasing Power
Purchasing power of a consumer plays an important role in influencing the consumer behavior. The consumers generally analyze their purchasing capacity before making a decision to buy and products or services. The product may be excellent, but if it fails to meet the buyers purchasing ability, it will have high impact on it its sales. Segmenting consumers based on their buying capacity would help in determining eligible consumers to achieve better results.
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The conceptual framework above shows the processes that consumers' go through under the black box model before making a purchasing decision.
Social Media Exposure
Marketers and advertisers these days advertise their products and services on social media as well as the traditional media. This social media advertising makes it possible for the digital consumer to be reached by these adverts. The advertiser puts together the price, place, target market and product, and then creates a persuasive message which in this case is the advert, which is meant to create awareness, elicit interest and eventually, purchase. The consumer upon seeing these adverts therefore gets exposed to whatever is being advertised.
Awareness of Marketing Stimuli
Upon seeing the advert, the consumer becomes aware of a marketing stimulus, thus, he or she become aware of a new product or service on the market, its price, places sold and any promotions that come with it. These however, are only external as they don't immediately induce purchase nevertheless, they start a process which is the awareness.
Environmental Stimuli
Coupled with the marketing stimuli are the environmental stimuli. These are economic factors, technological factors, demographic factors, political factors and culture. Some economic factors like a depreciation in currency or a generally lower salary can influence a consumer's decision to either purchase a product or not, depending on the price of the product being advertised. Technological factors like a means of transport to the place of purchase of the product or even a lack of understanding of the technological makeup of a product can also be a source of influence to the consumer. Again, culturally, not all adverts appeal to every market. For instance, if a new pork sausage is advertised on social media, a typical Muslim will not be moved to make purchase or even inquire of such a product due to his or her culture of not eating pork.
Consumer Perception
The marketing stimuli (product, price, place and promotion) and the environmental stimuli (demographics, economic, technological, political and cultural factors), which are all external stimuli, coupled with the consumer's characteristics (attitudes, motivation, personality) and response (product choice, brand choice, dealer choice and timing of advert) all come together to create a perception about a product or service, which influences the consumer's purchasing decision. The perception could be positive (durable product, affordable) or negative (expensive, inferior product) depending on who the consumer is and what he or she seeks.
Purchasing Decision
This step involves the decision by the consumer to purchase a product or walk away from purchasing a product or stop the purchase of a product. This decision however, would be as a result of whatever perception the consumer has about the product or service, which also is influenced by the marketing and environmental stimuli.
2.2 THEORETICAL FRAMEWORK
USES AND GRATIFICATION THEORY
According to Katz (1970) the Uses and Gratification theory explains how people use media for gratification of their needs. This is the outcome of Abraham Maslow's Hierarchy of needs, it propounds the fact that people chose what they want to see or read and the different media to satisfy each individual's needs. Various research using this theory, have found it fruitful in understanding consumers motivations and concerns for using various media such as radio and electronic bulletin (Eighmey and McCord, 1998) Rubin (1994) suggests that, the primary objective of this theory is to explain and understand the psychological needs which shape people's reason for using the media and the reasons which motivate them to engage in certain media use for gratification of the positive and negative consequences of individual media use. The study therefore examines how consumers needs are gratified most especially how their behavior are affected through the effect.
The Media in which Social Media is inclusive, fulfills, five categories of distinct needs of every consumer. They are cognitive, affective, personal integrative, social integrative and tension-free needs. Regarding the Cognitive need of a consumer, social media advertising updates us with various trendy cosmetic product and current issues concerning cosmetic products generally. With this, Consumers learn, reason and perceive more benefit and usage of any cosmetic products. Affectively, social media Advertising connects to consumers emotionally with content created. This appeals to the emotions of consumers and influences their behavior and affects their purchase decisions. Most consumers per their perception, create and solidify identify via social media. They view characters with traits that appeals to them as behavior to mimic and this is considered as personal integrative need. In the field of cosmetics, most consumers are moved by certain social media Advertisement which influences and informs purchasing decisions. 
Again, to satisfy their personal integration need, most consumers predominantly purchase a cosmetic product, because of the prominence associated with the product leading to the effect of consumer behavior. Satisfying the social integrative Need, Social media connects us all the time with other people globally via our devices and social media platforms, this makes consumers interactive in the field of buying and selling of cosmetic products globally. With this theory, a study has indicated that social media has set a platform where consumers escape from the tension of everyday life associated with getting a particular product for usage, with a click on an ad on social media, a consumer can purchase it, making it easier, accessible for the consumer. The most relieving aspect is when you sit at the comfort of your house for the product to be delivered to you.
THE BLACK BOX MODEL
Another theory relevant to our topic is the black box model. The black box model shows the interaction of stimuli, consumer characteristics, decision process and consumer response. The black box model is related to the black box theory of behaviorism, where the focus is not set on the process but inside the mind of a consumer, that is the relation between the stimuli and response of the consumer. The importance of the model is that it suggests consumers will respond in a particular way to different stimuli in their mind, The model suggests that external factors related to the consumers would act as stimuli for behavior but the consumers' personal characteristics and decision making process will interact with the stimulus before a particular response is generated. 
The focal point is the relation between the stimuli and the response of the consumer. The external stimuli are external factors formed by companies to enhance the products market and these include; price, product, place and promotions. Kotler (2009) explains consumer buying preference as how and why people purchase goods and services and the decision-making processes that is preceded by the purchase of goods and services to the final experience of using the products and service. He explains further that models of consumer preference drawn together the various influences and process of buying decision.
2.3 REVIEW AND RELATED STUDIES 
In these realm of academic research, particularly when examining the dynamic inter play between social media marketing and consumer behavior in the retail industry the adoption of a meticulous methodology framework is indispensable(Al HAMAD ,et.al,2004,Eden Chisom &  Adeniyi 2024)
This comprehensive review is underpinned by a structured approach that encompasses data sourcing from esteemed academic data base a multi-faceted search strategy for the retrieval of pertinent studies and a stringent set of criteria for the retrieval of pertinent studies and a stringent set of critical for the selection of relevant literature. The endeavor to the synthesize existing research findings on the subject matter necessitates a methodology that ensures both the reliability and validity of the conclusions drawn (Egleya ,et.al,2023,Ewok ,et,al.2023)
The review commenced with the systematic sourcing of data from a variety of academic repositories, including but not limited to Google scholar, Pubmed, and web of science, these data base were chosen for their extensive coverage of literature pertinent to marketing consumer behavior and digital communication disciplines there by providing a rich compendium of peer -reviewed articles, conference proceedings and academic book chapters (familoni & shoetan 2024 )
To maximize the retrieval of relevant studies a multi-step search strategy was employed. Initial search utilized a combination of keyboard related to “social media marketing “ .” consumer behavior “ and “ retail industry “.refined through the use of Boolean operations. This was complemented by a snowballing technique where the reference of retrieved articles were scrutinized for additional relevant publications. The temporal scope of the search was confined to study published from January 2018 to December 2023, reflecting the aim to capture the most contemporary insights into the evolving landscape of social media marketing.
      The selection of studies was governed by meticulously defined set of inclusion and exclusion criteria, To be considered for inclusion studies has to be empirical in nature, focusing on the impact social media marketing on consumer behavior within in the retail sector and provide clear methodological details including sample size data collection methods and analysis techniques (Ewim 2023,Familoni & Onyebuchi 2024 )
Furthermore, the studies needed to appear Insights into mechanism through which Social media marketing exert its influence on Consumer perception, attitude, and purchasing behaviors. Exclusion Criteria were applied to non-empirical studies, those Outsider the retail Comfort, and those not addressing the direct Impact of Social media marketing Strategies (Familoni & Babatunde, 2024).
Following the selection process, a thematic analysis was conducted on the chosen studies to identify recurring themes and patterns relating to the influence of social media marketing on consumer behavior. This analytical approach facilitated a nuanced understanding of the strategies employed by retailers, the role of social media platforms as marketing tools and the resultant consumer engagement and purchasing behaviors. Additionally a quality assessment of the selected studies was carried out based on established criteria to ensure the credibility of the findings. This assessment focused on the clarity of research objectives, the appropriateness of the methodological approach, the reliability of the findings and the depth of the discussion and implication.
         The methodological approach adopted for this systematic review was meticulously designed to ensure a comprehensive and rigorous examination of the literature on the influence of social media marketing on consumer behavior in the retail industry through the structured data sourcing strategy a detailed search methodology and strict criteria for  study selection,  this review aims to contribute valuable insights into the current state of research in this area and identify avenues for future investigation.




CHAPTER THREE
RESEARCH METHODOLOGY
3.0 INTRODUCTION
This chapter is set at explaining research design and how they were validated before they are finally used to carry out the research study.
The research procedure and methods of data collections were also discussed.
3.1 RESEARCH DESIGN
The survey research design was adopted covering Kwara state polytechnic students in Kwara state. There are several research methods that can be adopted in carrying out a research. However, this study adopted the survey design approach. This method was adopted so as to help generate data on sampled size and also to infer facts about motivations and usage patterns of social media among Kwara state polytechnic students. A survey is chosen as the method to investigate the guiding question as it is the most suitable method to gather information on behavioral patterns across a large population (Ary et al, 2009).
3.2 POPULATION OF STUDY
A population is any group of individuals that has one or more characteristics in common and that is of interest to the researcher. In other words, it is a group of individuals with at least one common characteristic which distinguishes them from other individuals (Best and Kahn, 2006). The total number of the population is 47,000 students
	Institutes 
	Target population 
	Percentages

	IFMS 
	1300
	28

	IES
	5000
	11

	IAS
	10000
	21

	IICT
	12000
	25

	IOT
	7000
	15

	TOTAL
	47000
	100%


Source: Kwara poly bulletin, 2020
3.3 SAMPLE SIZE AND SAMPLING TECHNIQUES
Undoubtedly, it is believed that the sample population of the research was the entire students of Kwara state polytechnic students. The researcher used the purpose sampling. Selecting 100 respondents out of the population among different department. Questionnaire were administered on those who make themselves available this ensures hundred percent rate of return.
3.4 INSTRUMENTATION
Instrumentation is the process of selecting or developing measurement devices for gathering desired data in a research study. In executing studies in research, certain research tools and methods of implementation of the tools were carefully selected in order to ensure the gathering of a reliable and valid data. The type of research tool to be used for particular education study usually depends on the relevance or appropriateness of the tools or instruments to the study under investigation (Bello, 2005:46). For the purpose of this research all the four major data gathering tools used for social science research are employed, they include interview, questionnaire, documents and observations.

The research instruments for this research consist of questionnaire which served virtually as the primary instrument as in most survey researches, the instrument for data collection has always been questionnaire. Questionnaire is a series of relevant questions, sometimes statements which are usually used to elicit information from the target population of a given study. The questionnaire selected for this study contains both structured and unstructured items and then followed by in-depth interview with some selected group of persons. Kerlinger (1973:480) defined interview as a psychological and sociological measuring instrument. Information elicited during interview can be used in measuring human abilities and dispositions that are directly observable. It could also be defined as an evaluation process which involves at least two people (interviewer and an interviewee) in a face to face oral discussion with the aim of fetching information from the interviewee, so as to achieve the objectives of the study
3.5 VALIDITY AND RELIABILITY OF THE INSTRUMENT
Validity is concerned with the ability of a research instrument to measure that it has design to measure i.e. how will it measure that it is suppose to measure? Does the instrument measure what is suppose to measure.
This instrument is valid because the questionnaire is protested and the questions were given the desired result moreover the question were crossed checked by the supervisors to give instrument validity on the basis of the above the instrument is therefore valid.

3.6 METHOD OF ADMINISTRATION OF INSTRUMENT
The instrument used in the study is questionnaire and it will be distributed through personal visit and consultation, Therefore, the total (100) questionnaire paper will be distributed and administered within a reasonable period of time.
3.7 METHOD OF DATA ANALYSIS
To make the analysis of the media collection simple frequency count was used, the statistical computation was done manually, furthermore, table as part of the descriptive statistical techniques was used mostly to best the research, questions and each respondent were scared accounting to the basis or frequency distribution and sample percentage were corrupted from distributed.
 












CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0 Introduction
This chapter is about the analysis and interpretation of data collected through the questionnaire administered to selected youth in Ilorin, Kwara State.
The questionnaires were presented in two sections, the demographic and basic question relevant for the study. All data collected from the questionnaire are represented in table and percentage analysis was done under each table. A total of 200 questionnaires were administered. The study answered the following:
4.1 Data Presentation
Table 1
Question 1: Distribution of Respondents by Sex
	Sex
	Frequency 
	Percentage 

	Male 
	30
	30%

	Female 
	70
	70%

	Total 
	100
	100%



Source: Field Survey, 2025
The response rate on gender type reveals that majority of the respondents are males representing the  population of 30% while female constitutes the highest number of respondents with the population of 70% respectively.
Table 2
Question 2: Age Distribution of Respondents

	Age
	Frequency 
	Percentage 

	18-28 years 
	50
	50%

	29-39 years 
	30
	30%

	40 and above 
	20
	20%

	Total 
	100
	100%



Source: Field Survey, 2025
The demography of the respondents shows that the age bracket of 18-28 years had the highest frequency with 50% while ages 29-39 and 40 and above had 30% and 20% respectively.
Table 3
Question 3: Marital Status of Respondents

	Martial status
	Frequency 
	Percentage 

	Married 
	35
	35%

	Single 
	45
	45%

	Divorced
	20
	20%

	Total 
	100
	100%



Source: Field Survey, 2025
The table indicates that 35% of the respondents are Married, 45% are Single and 20% are divorced.
Table 4
Question 4: Religion of Respondents

	Age
	Frequency 
	Percentage 

	Islam
	55
	55%

	Christianity 
	45
	45%

	Total 
	100
	100%



Source: Field Survey, 2025
The distribution of the respondents according to religion illustrates that the number of respondents that are practicing Islam is 55% and the number of respondents practicing Christianity is 45%.
TABLE 5
Question 5: Educational Qualification of Respondents

	Educational qualification
	Frequency 
	Percentage 

	Primary 
	15
	15%

	Secondary 
	45
	45%

	Tertiary 
	10
	10%

	Non formal 
	30
	30%

	Total 
	100
	100%



Source: Field Survey, 2025
The distribution of the respondents according to educational background illustrates that the respondent's educational background are as follows: Primary (15%), Secondary (45%), Tertiary (10%) and Non-formal (30%).
Table 6
Question 6: Have you involved in any social media activities?
	Variable 
	Frequency 
	Percentage 

	Yes 
	100
	100%

	No
	0
	0%

	Total 
	100
	100%



Source: Field Survey, 2025
The above chart indicates that 100% of the respondents are involved in social media activities while 0% of the respondents are not involved in social media activities. This shows that majority of the respondents is involved in social media activities.
Table 7
Question 7: If Yes, through which medium?
	Variable 
	Frequency 
	Percentage 

	Phone 
	84
	84%

	Computer
	16
	16%

	Total 
	100
	100%



Source: Field Survey, 2025
From the chart above, it can be deduced that 84% of the respondents use phone for social media activities while 16% of the respondents use computer for sosial media activities.
Table 8
Question 8: How often do you involve on it?
	Variable 
	Frequency 
	Percentage 

	Hourly 
	42
	42%

	Daily 
	53
	53%

	Weekly 
	5
	5%

	Monthly 
	0
	0%

	Total 
	100
	100%



Source: Field Survey, 2025
From the chart above, it can be deduced that 42% of the respondents are involved in social media activities hourly, 53% of the respondents are involved in social media activities daily, 5% of the respondents are involved in social media activities weekly and 0% of the respondents are involved in social media activities monthly.
Table 9
Question 9: How will you rate the effect of social media?
	Variable 
	Frequency 
	Percentage 

	Very effective 
	33
	33%

	Effective 
	10
	10%

	Average 
	56
	56%

	Not effective 
	1
	1%

	Total 
	100
	100%



Source: Field Survey, 2025
From the above table it is deduced that the effect of social media as follows: Very Effective (33%). Effective (10%), Average (56%) and Not Effective (1%).
Table 10
Table 10: What is the major use of social media among youth? 
	Variable 
	Frequency 
	Percentage 

	2go 
	0
	0%

	Facebook 
	30
	30%

	Twitter 
	20
	20%

	Myspace  
	0
	0%

	Others 
	50
	50%

	Total 
	100
	100%



Source: Field Survey, 2025
From the above table it is deduced that the major use of social media among youth is as follows: 2go (0%). Facebook (30%), Twitter (20%) and Others (50%).
Table 11
Table 11: Main reason you use social networking site?
	Variable 
	Frequency 
	Percentage 

	Interaction 
	35
	35%

	Information 
	27
	27%

	Entertainment 
	36
	36%

	Other
	2
	2%

	Total 
	100
	100%



Source: Field Survey, 2025
From the chart above, it can be deduced that 35% of the respondents use the social networking site for interaction, 27% of the respondents use the social networking site for information and learning. 36% of the respondents use the social networking site for entertainment, and other is not specified,
TABLE 12
Question 12: Social media adverts influence patronage of consumers perspective
	Variable 
	Frequency 
	Percentage 

	Strongly agreed 
	52
	51%

	Agreed 
	42
	42%

	Neutral 
	5
	5%

	Disagreed 
	2
	2%

	Strongly disagree 
	0
	0%

	Total 
	100
	100%



Source: Field Survey, 2025
The table above indicates that out 100 respondents representing that Social media adverts influence patronage of consumers perspective, 52% strongly agree, 42% agree, 5% are neutral, 2% disagree and 0% strongly disagree.
TABLE 13
Question 13: Social media helps consumers when seeking similar products
	Variable 
	Frequency 
	Percentage 

	Strongly agreed 
	70
	70%

	Agreed 
	27
	27%

	Neutral 
	1
	1%

	Disagreed 
	2
	2%

	Strongly disagree 
	10
	10%

	Total 
	100
	100%


Source: Field Survey, 2025
The table above indicates that out 100 respondents representing that Social media helps consumers when seeking similar products, 70% strongly agree, 27% agree, 1% are neutral, 2% disagree and 10% strongly disagree.
TABLE 14
Question 14: Colours in social media adverts attract consumers to patronage similar product
	Variable 
	Frequency 
	Percentage 

	Strongly agreed 
	60
	60%

	Agreed 
	29
	29%

	Neutral 
	4
	4%

	Disagreed 
	3
	3%

	Strongly disagree 
	4
	4%

	Total 
	100
	100%



Source: Field Survey, 2025
The table above indicates that out 100 respondents representing that Colours in social media adverts attract consumers to patronage similar product, 60% strongly agree, 29% agree, 4% are neutral, 3% disagree and 4% strongly disagree.
TABLE 15
Question 15: Pictures in social media adverts attract consumers to patronage similar product
	Variable 
	Frequency 
	Percentage 

	Strongly agreed 
	74
	74%

	Agreed 
	23
	23%

	Neutral 
	3
	3%

	Disagreed 
	0
	0%

	Strongly disagree 
	0
	0%

	Total 
	100
	100%



Source: Field Survey, 2025
The table above indicates that out 100 respondents representing that Pictures in social media adverts attract consumers to patronage similar product, 74% strongly agree, 23% agree, 3% are neutral, 0% disagree and 0% strongly disagree.
TABLE 16
Question 16: Video in social media adverts attract consumers to patronage similar product
	Variable 
	Frequency 
	Percentage 

	Strongly agreed 
	74
	74%

	Agreed 
	23
	23%

	Neutral 
	3
	3%

	Disagreed 
	0
	0%

	Strongly disagree 
	0
	0%

	Total 
	100
	100%



Source: Field Survey, 2025
The table above indicates that out 100 respondents representing that Video in social media adverts attract consumers to patronage similar product, 74% strongly agree, 23% agree, 3% are neutral, 0% disagree and 0% strongly disagree.
TABLE 17
Question: Texts in social media adverts attract consumers to patronage similar product
	Variable 
	Frequency 
	Percentage 

	Strongly agreed 
	66
	66%

	Agreed 
	27
	27%

	Neutral 
	4
	4%

	Disagreed 
	2
	2%

	Strongly disagree 
	2
	2%

	Total 
	100
	100%



Source: Field Survey, 2025
The table above indicates that out 100 respondents representing that text in social media adverts attract consumers to patronage similar product, 66% strongly agree, 27% agree, 4% are neutral, 2% disagree and 2% strongly disagree.


TABLE 18
Question 18: Social media adverts makes product features influences your purchase decision.
	Variable 
	Frequency 
	Percentage 

	Strongly agreed 
	70
	70%

	Agreed 
	23
	23%

	Neutral 
	4
	4%

	Disagreed 
	4
	4%

	Strongly disagree 
	0
	0%

	Total 
	100
	100%



Source: Field Survey, 2025
The table above indicates that out 100 respondents representing that Social media adverts makes Product features influences your purchase decision, 70% strongly agree, 23% agree, 4% are neutral, 4% disagree and 0% strongly disagree.
4.2 ANALYSIS OF RESEARCH QUESTIONS
4.2.1 RESEARCH QUESTION ONE
What are the various social media advertising platforms?
From Table 10, The chart above shows that the respondents using 2go as a social networking site is 0%, respondents using Facebook as a social networking site is 30%, respondents using twitter as a social networking site is 20%, respondents using Myspace as a social networking site is 0% and other (50%). This shows that the major social media advertising platforms used is others.
4.2.2 RESEARCH QUESTION TWO
What are the perception of consumers about the use of social media as advertising platforms?
From table 9: it is deduced that the effect of social media as follows: Very Effective (33%), Effective (10%), Average (56%) and Not Effective (1%).
From table 12: it was indicates that out 100 respondents representing that Social media adverts influence patronage of consumers perspective, 52% strongly agree, 42% agree, 5% are neutral, 2% disagree and 0% strongly disagree,
4.2.3 RESEARCH QUESTION THREE
What are the link between the perception of customers about social media advertising and their purchase intentions?
From table 13: it was indicated that out 100 respondents representing that Social media helps consumers when seeking similar products, 70% strongly agree, 27% agree, 1% are neutral, 2% disagree and 10% strongly disagree.
From table 14: it was indicated that out 100 respondents representing that Colours in social media adverts attract consumers to patronage similar product, 60% strongly agree, 29% agree, 4% are neutral, 3% disagree and 4% strongly disagree.
From table 15: it was indicated that out 100 respondents representing that Pictures in social media adverts attract consumers to patronage similar product, 74% strongly agree, 23% agree, 3% are neutral, 0% disagree and 0% strongly disagree
From table 16: it was indicated that out 100 respondents representing that Video in social media adverts attract consumers to patronage similar product, 74% strongly agree, 23% agree, 3% are neutral, 0% disagree and 0% strongly disagree.
From table 17: it was indicated that out 100 respondents representing that Text in social media adverts attract consumers to patronage similar product, 66% strongly agree, 27% agree, 4% are neutral, 2% disagree and 2% strongly disagree.
From table 18, it was indicated that out 100 respondents representing that Social media adverts makes Product features influences your purchase decision, 70% strongly agree, 23% agree, 4% are neutral, 4% disagree and 0% strongly disagree.

4.3 DISCUSSION OF FINDINGS
The purpose of this study is to examine the effects of social media adverts on consumer preference of Kwara state polytechnic students towards the use of cosmetic products.
Social media enables 25% of all customers to post links about products, services information in their retail sites to update other users about the purchase process. Some examples of social media are blogs, wikis, social networking sites like Facebook, Twitter, Instagram, Google+ and many more.
According to this study however, although social media are very much currently preferred to traditional media, the levels of usage for various social media platforms differ, be it for business or for any other thing as well. The study revealed that of all the social media platforms (WhatsApp, Facebook, Twitter, Instagram, Snapchat and YouTube) on which this study was conducted, WhatsApp is a favorite or most used among them all, as WhatsApp alone recorded 84% of the respondents who used it very often. This is because WhatsApp allows audio and video calls over Wi-Fi or data, which sidestep international calling rates coupled with group chats and location sharing options which allow users to exchange text, image, video and audio messages for free; thus, making it very easy to send images or videos of cosmetic products and adverts:
Due to the evolution of many businesses, advertising also has evolved similarly and taken many different forms such as social media advertising to match the changes in businesses. Advertising is in a state of change due to growth of digital technology, online communication, consumers accustomed to the commercial environment and increase in clutter (Springer, 2007). This study however revealed that, although advertising coupled with social media with respect to the exciting and interactive features of the latter, gives advertisers a much wider range of audiences who are virtually connected, making the impact of social media adverts quick and contagious, its patronage nevertheless does not reflect that consumers very much use social media to access adverts.
According to this study, 28% of the respondents patronize social media adverts moderately. This shows that university students use social media for other reasons such as to develop and maintain friendships other than to heavily patronize cosmetic adverts.
Engaging on social media helps strengthen brand experiences which support brand building. A company becomes more attractive to its customers, and to current and potential employees, if it has a well-built brand name. This insinuates that social media adverts are helpful to both brands and customers, however; this study recorded a 26% of respondents (which is the highest in that category) who find social media adverts not helpful at all when seeking cosmetic products.
This perception of social media adverts among the respondents for this study is as a result of the lack of trust and credibility in online adverts as some respondents prefer to buy cosmetic products that they can see physically and touch. In addition to this, some of the respondents simply see social media adverts (especially the pop-up adveris) as nuisance, as they suddenly interfere with whatever they may be doing at the time on social media. For these reasons, the respondents find social media adverts as not helpful at all.




















CHAPTER FIVE

SUMMERY, CONCLUSION AND RECOMMENDATIONS

5.1 SUMMARY 
The purpose of this research work is to confirm and show the link between consumer perception of social media advertisements and consumer behavior, certainly the patronage of cosmetics products among students. It was confirmed in this study that among the 100 respondents of the research work participants between the ages of 18-30 years uses social media platforms, with majority of them using WhatsApp and facebook more than any other platforms and WhatsApp ranking the favorite of them all 
              Although, the study further shows that most of the respondents/people using social media (WhatsApp and Facebook) with the major aim of generating and maintaining friendships and not buying or seeing advert online.so for this reason, most of the participants had the perception that social media advert were not helpful 
        Finally the social brought to light that most of the participant of this  study were very attracted to social media advert by the video in the advert and the feature of social media advert (color,pictures , text) also most of them were very much triggered by the brands of whatever product or service being advertised
5.2 CONCLUSION 
    It can be concluded from this study that among polytechnic students, tamale uses cosmetic products more than males as females recorded 70.7% of the 150 (100%) participants in this study again. it can be concluded that most of students in the universities and polytechnic use WhatsApp most as their source of information about cosmetic product.
    Looking over to how effective social media adverts are influencing consumer behaviors it can be concluded that although many students use social media platforms they actually do so not to patronize adverts but for other reasons such as to make new friends and to maintain old ones. This makes social medial adverts less effective in influencing consumer behavior with respect to the patronage of cosmetic product as some university students even consider these adverts as nuisance. It can therefore be concluded that although it cannot be said emphatically that social media advert do not have any effect on consumer behavior with respect to the patronage of cosmetic products among polytechnic students the  effect however are minimal 


5.3 RECOMMENDATIONS 
    Based on the findings of this study it is clear that majority of institution students prefers to use WhatsApp to any other social media platform that was used in this study therefore as a recommendation, adverts should tailor their adverts to better suit WhatsApp so that they can reach majority of their target.
The researchers further recommended that:-

I. Social media advertisers should tailor their cosmetics adverts to include more videos than pictures and text to ensure more reach and attention 
II. Social media advertisers should consider being very truthful in their adverts so as to eradicate all trances or hints of deception 
III. Social media advertisers should use more colorful image so as to attract consumers preference for similar product 
IV. Advertisers should make use of social media than any other media to advertise their products
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APPENDIX
QUESTIONNAIRE

Kwara State Polytechnic,
P.Μ.Β. 1375,
Ilorin,
Kwara State.
Department of Mass Communication, 
Kwara State Polytechnic, 
Ilorin. 

Dear Respondent,

I am a student of the above-named department conducting a research work on the topic “EFFECTS OF SOCIAL MEDIA ADVERTS ON CONSUMER PREFERENCE FOR SIMILAR PRODUCTS". This research project would be relevant for academic purpose. 
This research work require three segment questions attempt, I hope you all will respond to these questions given to you.

SECTION A

Kindly tick (   ) the appropriate box to indicate your answer in the question
1. Gender: 	(a) Male (   ) 		(b) Female (   )
2. Age:		(a) 18-28 years (   ) 	(b) 29-39 years (   )	(c) 40 and above (   )
3. Marital Status: 	(a) Single (   ) 	(b) Married (   ) 		(c) Divorce (   )
4. Religion: 		(a) Christian (   ) (b) Muslim (   )
5. Educational Qualification: (a) Primary () (b) Secondary () (c) Tertiary () (d) Non formal ()
SECTION B
6. Have you involved in any social media activities? 	Yes (   ) 		No (   )
7. If yes, through which medium?	 Phone (   ) 	Computer (   )
8. How often do you involve on it? 	Hourly (   ) 	Daily (   ) 	Weekly (   ) 	Monthly (   )
9. How will you rate the effect of social media?  Very effective (   ) Effective (   ) 	Average (   ) 	Not effective (   )
10. Main reason you use social networking site 
Interaction (   ) 		Information and learning (   ) Entertainment (   ) 		Other(   )
	S/N
	STATEMENT
	SD
	D
	N
	A
	SA

	11.
	Social media, adverts influence patronage of consumers perspective
	
	
	
	
	

	12.
	Social media helps consumers when seeking similar products
	
	
	
	
	

	13.
	Colour’s in social media adverts attract consumers to patronage similar product
	
	
	
	
	

	14.
	Pictures in social media adverts attract consumers patronage similar product
	
	
	
	
	

	15.
	Audio in social media adverts attract consumers to patronage similar product
	
	
	
	
	

	16.
	Video in social media adverts attract consumers to patronage similar product
	
	
	
	
	

	17.
	Texts in social media adverts attract consumers to patronage similar product
	
	
	
	
	

	18.
	Social media adverts makes Product features influences your purchase decision
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