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ABSTRACT

This research aims at providing an insight on the impact of social media influencers on consumers of online products with a case study of Kwara Poly students. For this purpose, researchers derived five social media influencers characteristics, i.e., social networking, social news, media sharing, blog and micro blogging. The current study synthesizes 176 effect sizes derived from 52,728 individual studies, and 100 individuals act as an aggregate sample. Results revealed that these characteristics have a moderate to high correlation with customer engagement and purchase intention. The entertainment value of social media influencers has the strongest association with online product among all the attributes studied in this analysis. It also concluded that the credibility of influencers impacts purchase in this analysis. It also concluded that the credibility of influencers impacts purchase intention more than any other attribute. The finding indicates that social media serves as a credible source for consumers' decision-making; therefore, social media marketing is significantly affect online consumers' decision. It was recommended from the result of findings that managers should be aware of the importance of social media sites in influencing online shopping by identifying and targeting different types of customers and taking initiatives to recognize and highlight customer interest.

Keywords: Social media influencers; influence marketing; online product; consumer.
CHAPTER ONE

INTRODUCTION

1.1 BACKGROUND OF THE STUDY

Internet sales have been shown to gain popularity in Nigeria, with a comscore Inc. Survey finding that 3 in 5 internet users are shopping online. This assertion is focused on Comscore Media Matrix viewer analysis results. The study reports that the overall number of retail sites in Nigeria reached in November 2019 was nearly 27.2 million, i.e., almost 60%, up 18% compared to the previous year. The way the products are bought and sold online, buying platforms changed out the number of interest purchasers has given exponentially.

Nonetheless, owing to the different market preferences and types of goods and services accessible through the retail portals, there have been several variations in online shopping.

The consumer attitude to online products is influenced not only by the ease of accesses, timeliness, and quality but also by other dimensions, such as marvel control, situational considerations, product exclusivity, past online shopping experience, and online purchasing trust (Rastogi, 2010). Therefore, it is very important to know who online consumers are, their own logic behind choosing an online purchase method, what factors are driving them to choose an online purchasing system, etc. Online users have been seen to be potentially better educated.

High computer literacy among future customers makes online buying wiser. Their internet experience also helps them to recognize and vote on goods and services (Rastogi, 2010). In the view of online customers, they do not reply on fixed prices for the competitive markets for goods and services; online shopping is available on the web sites, altering call varying from price to product content.

Nowadays, everyone is involved with online products. This study is principally engaged about the online buying procedures of the customers in Kwara State Polytechnic Ilorin, Nigeria. Some of them are negative impact and others are the valuable outcomes of web-based social networking and system on web-based buying conducts of shoppers. In the exploration study, the aim is to consider the influence of social media on consumer online products. This inspection will give information about the purchasing conduct of the buyers by using the internet, which is online purchasing (Gupta 2018). Web-based life is the online transformation medium which gave rise to organize basal data, correspondence, and material sharing. Sites and applications are quick to audiences, social media, social bookmarking, youtube, etc. Online purchasing is increasing rapidly as the websites and the applications are using new innovative technologies (AGRAWAL and JALIWALA 2013).

Many websites use the post-purchase feedback page to innovate this offering. As their respective fields: comment section for shoppers. The aim of this study is to identify the impact of social media on consumer online products in Kenya State.

Buyers and associations from different parts of the world are highly active with the increase of internet-based consumers (Gupta 2018). While internet consumers increase 7% in urban Nigeria, showing up at 171 million customers in 2018, evolving overall 35% improvement in web customers over the earlier year. Nigeria has 145 million diverse cloud users as of 31 March 2019, which is sixth only to china, 800 million use base, means another Sunday "Nigeria Internet 2019" by AAMA (Intern et al Mobile Association of Nigeria) in a collaborative effort with Nielsen Holdings, it is now reported that there are 264.5 million online customers in population Nigeria, beginning with the 2020 Forecast.

1.2 STATEMENT OF THE PROBLEM

Now a day most of the youth are available on Social media. It is Important for me to host on the impact of social media for their acquisition practice as most youths and young people purchase their needs online, they spend their most time on social networking (Jain, Rakesh, and Chaturvedi 2018), online shopping. In Nigeria is a new technical breakthrough, since it has just begun to hit Nigeria retail market with online Shopping Services. In order to boost online shopping in Nigeria, priority should be given to understanding customer online shopping and the factors that affect online Shopping (Deshmukh and Sanskrity 2016). Data reveal that 81 percent of visits to website are not routinely bought online for products and services. Interestingly, around 3% of Nigerian Interest users shopped online In may 2012, I percent greater than 4 Percent in 2011.

Most Nigerians, Particularly younger persons (76%), use the internet to conduct non-shopping activity such as gambling, entertainment, friends or other activities, additionally this is the part of the Society that is making a greater income than most. This is also very critical as we look at factors that affect the option of internet shopping for youth if we want to expand the number of intent Consumers and the Scale of electronic Commerce. (Sinha et al. 2010), one third of the Internet users In Nigeria are aged from 20 to 29 years. 31-35 percent of internet users and 18-29 years old in the 8 cities with populations above 5millions - 86% of the people who have internet access use it for social networking, connectivity and chatting around the world.

83% of them use them to stream and share songs, movies or video for entertainment.

Just one-third of interest users view and read online news, and just 23% use it for email (Jalan, Jalan and Jalan 2010). Apparently, research into youth attitudes towards online shopping in the Nigerian Community is low. The consumer's approach to online retail is regarded as a central factor in the effects of online shopping, attitudes has a significant effect on the decision-making process and is also central to the customers buying actions. The target audience is then the group with a more optimistic outlook. As multiple consumer factors have demonstrated, there is an effect on the mindset of online shopping in such a way that internet shoppers are more used to this medium, nonetheless, let's understand the driving force behind internet shopping and their relationship with, it is important to consider how youth make their online purchases. The attributes of consumers are a major limitation to the market saying (Lee, 2013). Operating functions as a bridge between customer’s preferences and e-commerce.

Demographic characteristics like race, sex, and job affect the decision to shop online. Consumers have different traits that can influence how they perceive their online shopping conduct. The customer attitude, which can be defined as functional orientation and physiological direction, thus contributes to different shopping habits. Lasting, internal and external al constraints will limit the shopping choices online. (Sanskrity and Deshmukh, 2016). There are many barriers that contributed to the hesitation of indigenous people in shopping online if other people would sten or hoacase misuse their personal data. Despite the high potential for online shopping in Nigeria. Online shopping and its marketing effects remain unknowns (AERA, Hal and JALIZNALA 2013).

The research is practically explored in embracing an online buying network from the customer (who is remaining, in Kwara State Polytechnic, Ilorin). It has been considered because many consumers (particularly those from Kwara State polytechnic, Ilorin and those living outside of Kwara State Polytechnic (Ilorin) prefer over the years to use the internet portal as a medium to buy goods. Various factors were measured while structuring the study objectives which could be described as consumer acceptability for purchasing items for the selection of online portal platforms. This thesis addresses many significant research issues pertaining to the acceptability of the user to choose online shopping portals while buying items. Such topics were divided into four variables i.e, societal acceptance of online purchasing, product preference for online purchasing, product variety availability for online purchasing and lastly convenience of online purchasing As a result, a framework is needed to coordinate a complex process for the effects of these factors and to obtain an in-depth understanding of consumer perceptions towards internet shopping and their choice to purchase online.

1.3 
OBJECTIVES OF THE STUDY

In general, the objective of this study is to determine the impact of social media on consumers of online products among Kwara State Polytechnic Students.

i. To identify and understand the societal influence has a relationship towards the intention of online products.

ii. To find out the product preferences of the consumers have relationships towards the intention of online products.

iii. To study the intentions of consumers for shopping by choosing variety of products available on the online portals.

1.4 
RESEARCH QUESTIONS

i. Does the societal influence of the consumers have any relationship towards the intention of online products?

ii. Does the product preference of the consumer have any relationship towards the intention of online product?

iii. Does the variety of products available in the online purchasing portals have any relationship towards the intention of online purchasing?

1.5 
SIGNIFICANCE OF THE STUDY

This research is of significance and importance to the different stakeholders.

The study mainly affects researchers who can use this analysis to encourage more work in other sectors, including those linked to social media platforms. The research offers benchmark evidence that lets people carry out comparable surveys in other organization where the market climate is identical.

The study allows online retailers to increase their income by leveraging their selling tools. The study also allows online retailers via social media to adjust to involving customer habits and expectations in order to prevent significant losses as stocks pile up. The study also seeks to act as a guide for prospective businesses about how they can tap into the youth marketplace through social media sites.

As most youth engage with social media in their decision-making on purchases of their choosing, the results of this research may be used to help the youth.

Population identify the variables that affect their preferences based on the various stages of purchasing decisions, online shoppers are still unsure of the factors that influence their decisions. Evidence points out the steps required to ensure that customers buy premium goods that suit their needs.

1.6 
LIMITATIONS OF THE STUDY

This study's constrained in terms of using a sample framework to have the relationship with the use of social media on consumers of online products. There are a few obstacles to this study, much as any other investigation. Below are some of the drawbacks of this study; first we will examine the intelligence collection using the google platform on-line surveys, which will determine the validity of the right answers of the respondents.

1.7 
DEFINITIONS OF TERM

Social Media: is digital technology that allows the sharing of ideas and information, including text on visuals, through visual networks and communities.

Products: is an owned, or system, or service made available for consumer use as of the consumer demand.

Consumer: is a person or a group who intends to order, or use purchased goods, products, or services primarily for personal, social, family, household and similar needs, who is not directly related to entrepreneurial or business activities.

Online: available on or performed using the internet or other computer network.

Online Products: any product, account and/or other product, service or account which we agree you can access, view or operate through the service.

CHAPTER TWO

LITERATURE REVIEW

2.0 
INTRODUCTION

The Nigeria retail market has a growing and dynamic industry due to the arrival of many new entrants. These accounts for more than 10 percents and about 8 percent of the country's gross domestic product (GDP).

Nigeria is the fifth worldwide retail destination (IBEF, 2015). A study entitled "Retail 2020: Retrospect, Reinvent, and Rewrite" was released by the Boston Consulting Group and the Nigeria Retailers Association underlining that Nigeria's retail industry is expected to be almost double the $1 trillion of 2025 income rise, urbanization and lifestyle changes by 2020 (IBEF, 2015). According to a CLSA Study (Mooker, 2014), the demand for Nigerian e-retail (without travel based transaction) currently has a turnover of around U.S $3 billion.

According to a digital trade survey (Mooker, 2014), Nigeria's e-retail grows at a compounded annual growth rate of about 34 percent. Nigeria is one of the youngest online demographic worldwide (Comscore, 2012) with 75% of the online audience between 15-34 years-old. Among the 15-24-year-olds who are part of this demographic are 36% online (KPMG, 2014) and are the fastest rising internet age group, with both male and female groups contributing to the rise of users (Comscore, 2012). Growing internet access, increased reality, time consuming shopping options and of course hundreds of retailers - these are some reasons that gradually draw customers to shopping online (Joshi & Upadyay, 2014). In reality, the mega-detail events orchestrated by the web giant Google such as Flipkart's Big Bilion Day and the Gread online shopping festival (GOST 2014) were considered massive achievements for customers flocking to websites, and they met client projections (Fibreaf and Newsdesk-2015).

The percentage of young internet users in Nigeria is far higher than that of global internet users (KPMG, 204). 29 percent of the online users on the internet (IAMAI, 2013) are young (university students). The most significant trend in the transition have been the increase in advertising in mass media as well as the growing number of social networking apps for young People (JAMAI, 2013). There have been many reasons to this effect. Also, the internet as a platform has allowed young people to do things that were not historically possible, such as engaging socially at promoting social causes etc. It helps young people to express their message to the world more effectively (JAMAL 2013).

2.1 
CONCEPT OF SOCIAL MEDIA INFLUENCERS

SOCIAL MEDIA AS AN BAR WORD OF MOUTH

In the 1950s, the word of mouth (WOM) resurfaced over the internet. This means a person-to-person contact between the recipient and the communicator that is considered non-commercial by the buyer with respect to a commodity, content, or service. It is the primary source of knowledge for the customer's buying decisions, for defining company, product and services, affinities, and perceptions and for affecting all stages of client decisions from this simile (Varamontri and Klies 2014). As a result of the increasing interconnectedness, between people in social media, which is now very well-known, online or e-mouth of mouth (eWOM) is a WOM type in which entire users provide privately and recommendations on a wide variety of goods, brands and services (Bernstein 2008). This means a favorable or derogatory opinion on a product or business prior on the internet by some potential, current or ex-customers to a wide number of individuals or organizations (Shergill and other 2005). WOMs on the social media websites of the discussion area of e-commerce pages may be circulated in a number of formats, and the information given shall be used only in corporate marketing communications. Internet users who are also customers produce material that is typically deemed independent of commercial factors (Varamontri and Klieb 2019). This assumption allows users to go on blogs, web views other underused sources on social media, on obtain facts about purchase decisions

2.1.1 
CONCEPT OF SOCIAL MEDIA

A number of scholars find that "Social media" and "Web 2.0" are used in an analogous manner (Safko and Brake 2019, Kaplan and Haenkin 2019); however, Safko and Brake (2019) claimed that both words were in close relation, not necessarily identical, and that they varied in words of use. To order to eliminate confusion, for the purpose of this review the following concepts are set out, considering the critical nature of the examination of social networks. In the case of the word Web 2.0, Tim O'Reilly, the founder of O'Reilly media proposed that "Web 2.0 is the technological revolution in the computing industry, triggered by the transition to the internet as a medium and tried to explain the rules for performance on this digital site."

Because of crucial actions taken by other individuals, the former Guidance will contribute. Therefore Web 2.0 is a prim that actively modifies and shares contents and software in an entertaining and interactive way, and not only producing and publishes them to individuals (Kaplas and Haenlein, 2019). There continue to be numerous debates and considerations on the common concept of social media. Social media has evolved and fusion into the emerging arena of digital media (Solis, 2020). Regardless of when standardized dimension for it could be a common care purpose of social media many of the existing studies and articles.

As a result of the modern social media environment, Solis (2012) has encouraged and expanded exchanges by promoting them and making them more available to the general public and by disseminating valuable knowledge with potentially large internet audiences (Smith and Zook, 2011). The discussion can take place internationally through the newspaper, but it has a ground impact. By general, social media represents important new ways in which people communicate with concern on the internet. In other words, as others have noted, social networking is user-centric in which the method of practicing, commendation, editing and passing is enhanced and encouraged. The democratization of content is most specifically (Solis, 2017).

TYPES OF SOCIAL MEDIA

Five different kinds of social media platforms have been discussed: (1) Social networking sites, (2) social news, (3) media sharing, (4) Blogs, and (5) microblogging, respectively. Each of the social media sites provided individuals and organizations, for examples advertisers and users, with unique features and interactions in the social media field.
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As memory (2009) state, social networking websites is a common term for websites used to link users de internal backgrounds and concerns in the majority of networks. These are usually restricted.

1. User can create interactive and custom profiles in a specific framework, whether public or semi-public,

2. List potential "mates" with whom to share a connection, and

3. Display and check their list of connections and those created by others within the network (Boyd and Ellison, 2007).

They are customer audiences with a multitude of opportunities across different functions - form page, plug-in apps, and communities, to call a closer partnership with the brand. Empathic also carried out a study about the use of social media by US shoppers to its buying choices. Out of those customers, over half (55%) "liked" the brand's Facebook profile, and 73% said that their preference is affected by a social network platform (Dugan, 2012). The sample demographic comprises Over 6,500 U.S. customers.

Online news sites al social bookmarking platform are very similar to Digg, Reddit or scoop It, for example, and are very much in line with online cutter patterns. FacebooK media not only enables users to monitor the news source, but enables people to "send and vote on was enabled content," but the latter has the central Value of permitting users to "pick and revisit links they have found" (Zarrella, 2010). This unique feature of a social networking platform promote democracy, building values for consumers. In other words, people monitor and customize their news feeds. Many argue that social networks have modified the definition of news and have been regulated through the "wisdom of crowds" (Weinberg, 2009), as content, individually and focused, encourages consumers to concentrate their attention on and respond through active debates. Such sites help individuals to find networks that have already been identified by several others.

Media sharing sites (e.g. Yartuse and Flickr ) are places for people to access, store and exchange digital content with other users, for example images, video and songs. The contribution to such network provides other benefits, as other outlets within the social media sector have also been a punctual for entire comers, giving consumers the ability to create their own podcasts using inexpensive technologies and distribute similar “channels” through subscriptions. These are also available. The tag is one of the key characteristics of these information networking pages. “A tag is a term assigned to content and helps to define it “implies that the search terms on the search engines must be understood in corporations significance (Zarrella, 2010).

Blogs

A blog is in online journal that is typically hold by people and groups, and that features commentary ideal for a large audience (Safko Broke, 2009). The journal includes a type of content management system (CMS). This also provides a wide variety of working functionality, such as feedback, page rolls, trackbacks and updates (Zarrella, 2010). Blogs provide excellent hubs for other social media marketing resources (Videoclips hyperlinks, Photos al Soon) as they can be embedded into channels and messages. Weber (2009), by comparison, pointed out that blogs allow anyone to publish online multi-theme discussions, where certain bloggers have no publishing holes and have access to the web, thus, their Posts can adversely affect the credibility of the Personal, the company & the brand.

Micro blogging

Microblogging is a knowledge network in real lime that is similar to blogging but reducing the size (phrase number) of each post anal facilitating faster contact. Users can spread Short-to-text messages through instant messaging, cell phones, emails, as the internet through microblogging. For example Twitter, founded in 2006, is one of the largest and main microblogs with more than 140 million users in 2012, processing more than 1.6 trillion requests for Searches per day (Twitter, 2019). Clearly, through generating, excitement in online communities, Twitter provides businesses with power through internet delivery, when consumers get the basics and concise data Via short messages. Many companies use Twitter to explore their corporate prospects and customers, in doing so, they can benefit relationship buildings, online and offline marketing goals, brand construction and so on (Weinberg. 2009). Retweet is one of the most effective tools for advertisers to copy and paste to the Twitter page what others have. The message then travels virally at a fast rate.

2.1.2 
USES OF SOCIAL MEDIA ON CONSUMER

A number of scholars have recently studied the impact on the consumer of the social media but not necessarily in the context of the decision-making process (Xie and Lee, 2015). Consumers use social media for their ease with instant knowledge access (Mangold and Faulds, 2009) to help them determine when and when to purchase or learn about new goods or brands (Powers et al., 2012). Goh et al. (2013). Social media also developed a "Participatory Culture" where consumers network with who exchange knowledge with common minds, track notifications and elicit feedback and reviews on all sorts of goods, services and events (Ashman et al., 2015). The media also describe "Participatory Culture". In terms of consistency and perceptibility, web product feedback and the expected volume of comments have a strong positive impact on customer preferences (Zhang et al., 2014).

The findings are more convincing than the findings of anime product reviews. In comparison to Corporate messaging an advertisement, social media is seen as a more credible source of information. There has been a widespread sense of mistrust in mass media according to Constantinides (2014). Consequently, customers move away as channels to direct their purchase from traditional media such as TV, magazines and newspapers (Mangold al Favids, 2009). In online decision making, overloading information is a key issue, online media also contributed to a breakdown in customer intelligence, which makes accessing the available knowledge challenging (Powers et al., 2012). According to minimal reasoning (Simon, 1960; Thaler and Mullainathan, 2008), it is possible to fully analyze all alternatives of preference and to restrict the amount of knowledge that can be accessed by individuals (Karimi, 2013).

2.1.3 
ROLE OF SOCIAL MEDIA INFLUENCERS ON CONSUMERS

The Role of social media on consumer has recently been studied by most researchers, but not from a decision-making point of view. Consumers use social media to make available information of their own content and to help them figure out whether they purchase or learn an-thing about new goods or brands, where and when to purchase (Handa and Gupta, 2014). Online user ratings have been shown to have a detrimental impact on consumer attitudes. Social Network has created a "participatory Community" where people network with others who share their ideas, watch and share information and report on goods, recommend and events of all kinds (Sinha et Kim 2013). This involves the creation of social networks. Internet user reviews have shown that their purchase decisions are significantly beneficial and are characterized by the perceived knowledge and convincing manners they perceive. Social media is used in contrast to corporate. Commercial advertisement as a more accurate information source. There's a feeling of cities in the mass media. Whichever is constrained, there is a limited amount of data available and no solution can be discussed in its entirety (Yavisha and Kristina, 2013).

2.1.4 
SOCIAL INFLUENCE OF ONLINE PURCHASING

In addition to the fact that social contrast and the sense of social participation are becoming a significant trend to assess online social acceptance, the social influence variable was considered for the analysis (Jia & Lauren, 2009). This attribute was henceforth used in this analysis as a significant feature. Certain influences, including families, friends and media feedback etc. also play a part in the demand for online shopping (Foucault & Scheufele, 2002) (Limagen et 2000) in relation to social influence. Social influence is defined as a change in a person's thinking, feeling, or attitudes resulting from interaction with an individual or a group. Social influence is different from conformity, authority, and power. Compliance occurs when a person expresses a certain opinion or in order to adapt to a given situation or meet the expectations of a given person, even if he or she does not necessarily believe or hold that opinion. Power is the ability to force or compel someone to act by controlling its results in a specific way (Rashotte 2007).

Authority is a power which is thought by those who are subjected to it to be legitimate (instead of coercive). Social impact, though, is the mechanism by which individuals alter their emotions and in concrete terms when engaging with those that are perceived as identical, attractive or knowledgeable. Individuals change their views in line with social values, including equilibrium, to those they feel close to. The majority also affects individuals. If a substantial portion of a referent social community has a similar role, the person is likely to follow that. In the event that others are considered to be an expert in the matter, individuals may also change an opinion.

2.2 
THEORETICAL FRAMEWORK

For the mood of social media influencers on consumers of products on Kura State Polytechnic Students there will be some important framework model to carry out the research successfully. The following are the theories that will be used in the study: Technological Acceptance model and Social Learning Theory.

2.2.1 
TECHNOLOGY ACCEPTANCE MODEL

Technology Acceptance Model by Davis (1989) is one of the d known research models to assume the use and acceptance of individuals toward the conformation and technology systems. This theory underscores that one's acceptance is determined by two main variables; perceived usefulness (PU) and perceived Ease of Use (PEOU). The Hypothesis implies that a person's volitional (Voluntary), whether he or she should or should not practice such activity, is forecasted by his or her disposition towards such activity.

Davis then introduced TAM, adapted from TRA, suggesting that the all intent of the person is defined by two key variables that are viewed as helpful and viewed as easy to use. Davis (1989) well-defined that usefulness of a specific application enhances one's life, academic or work performance. With the user friendliness makes user comfortable. Conferring to TAM, the ease of use and perceived effectiveness is the most vital factors of real System users. Furthermore, these two factors are influenced by external variables such as political factors, cultural factors, and social factions.

TAM is a significant technical recognition framework. This model has been used by many earlier research for precise testing. TAM attempts to imagine the impact on external beliefs, actions and expectations of external forms (Zhardtiaser, 2016). This clarified the business strategy in a reasonable way. Previous studies the researcher proposed that the value of additional variables in TAM be given to a better model. The goal was to recognize and understand the growth of digital markers (Haque and Socone, 2018) through the application of imagination Dissemination theory (ITD) and risk and ana as an addition of TAM, when TAM and TAM2, organization have been designed to understand how Staff of consumers respond and react to new technology.

2.2.2
THEORY OF PLANNED BEHAVIOR

Aizen's Theory of Planned Behavior (TPB) sets the objectives of focusing on what influences behavior, sustenance standards, and predicted compartmental strength (Ajzen, 1991, 2002). People's overall feelings regarding the desirability or unwantedness of a certain action are called Attitudes (AT). A person who wishes to perform a specific action is defined as a subjective standard by perceived organizational or social norm (SN), perceived behavioral control (PBC) is a measure of how simple or different an individual can perceive a certain action. TPB's ability to provide a useful theoretical framework for understanding and predicting new information system acceptance has been demonstrated (Ajzen, 2002). In a meta-analysis study, Armitage and Conner (2001) isolated at previous research that used the TPB. The theory's main benefit is that it provides evidence for the TPB's efficacy and suggests that more research on new variables is needed to improve the model's predictability. This study employs the principle of planned action to describe how social media (online sales) is used to meet customer demands.

The theory also sought to explain all acts which are influenced by people through their desires. Behavioral intent is a key component of this model. Behavioral intent are based on one's attention to the likely outcome of the action and one's subjective cost-benefit evaluation of that outcome. The TPB was used to predict and explain a range of health practices including smoking, leverage, healthcare, nursing, and substance use. In terms of motivation (means and ability), behavioral performance depends on the TPB (Behavioral Control). It separates behaviors into the emotional, social and influential groups. The TPB consists of six systems which represent the actual regulations of a person's behavior.

i. Attitudes - The extent to which an individual positively or negatively consider the activities of interest. The effects to be some actions include reflection on the possible outcome.

ii. Behavioral Intention - This shall apply to the driving forces which cause a particular behavior, the more likely it is to be committed in order to commit the behaviour.

iii. Subjective Standards - assuming that the majority of people consent or disapprove of such behaviour. The question concerns a person's opinion as to whether he or she should be involved in the acts or not, friends and important people in his or her life.

iv. Social Standards – in a group of people in a wider cultural context social norms are established which forms the standard of human behaviors. Social standards are considered customarily natural in a group on individuals.

v. Perceived power - The belief that on individual’s behavioural regular is considered by assumed authority, is the perception to the presence of stimulus which may aid or prevent the performance of an inthrivation.

vi. Perceived Behavioural Control - An individual understands perceived behavioural management how simple or complete the ideal act is to carryout perceived improvements in behavior control depending on situations of behaviour leading to individual realizing changes in behavioural control based on the situations planned behaviour theory was born from the transformation from seasoned action theory to planned behavior theory,

2.3 
EMPIRICAL REVIEWS

Kotler, 2008 Clarified his research titled consumer Buying Behavior. An Empirical Study" that the findings from the observational study at the creation of critical technologies for online shopping portals are taken control. Empirical findings suggest that consumer tend to multi-step decision making process people engage in and the actions they take to satisfy their needs and wants in the market place.

Schriffian and Kanuk (2004), classified in their research paper that Consumer Behaviour: An Empirical Study that young became more and more associated with their friends and family. Consumer behaviour as the behaviour that consumers display in searching for purchasing, using, evaluating and disposing of products and services that they expect will satisfy their needs. Consumer buying behaviour incorporates the acts of individuals directly involved in obtaining, using al disposing of economic goods and services including the decision process that proceeds at determine these ads (Hucting 1995).

Mahato (1985) explored in his research paper" Social media browsing and consumer decision making, youth will consciously Search from social media sites everyday and devote several hours subjected by advertises to great impact and belief on these network. Nevertheless, consumer behaviour decision making process as consisting of a number of steps that begin before the purchase and reaches beyond the buying act. The suggest that markets have to go beyond the various influences of buyers of develop an understanding of how consumers actually make their decisions.

Baker (Hall) classified his work while Economic factors are the set of fundamental information that affects a business or an investment's value and a buyer's spending behavior. Economic factors include, among others, the level of income, credit availability, and towards spending liquid assets may consumers and also commonly used for brands and painting methods.

Jones (2007) explored his research paper, titled "Socio-cultural factors". Social cultural factors include a number of factors that characterize the relationships and activities of a group of people within a particular set environment. As Social culture is now being applied to social media and the binds on activities appropriate on these channels are now norms.

PAP Previous quantitative studies of previous scholars as dependent and independent variables used to indicate theoretical form and hypothesis were explored in chapter II. Chapter III will further explore the theoretical method for this analysis.

CHAPTER THREE

RESEARCH METHODOLOGY

3.0 
INTRODUCTION

Research methodology refers to the specific procedures of technologies used to Identify, Select, Process and analyse information about a tope. In a research paper, the methodology section allows the reader to critically evaluate a study's overall validity and reliability.

This chapter dealt with the Procedure that is used to conduct this study. It included research designs area of Study, Sample Size, Sampling frame, Sampling Procedure, research method instruments, ethical Considerations, data analyses, Scope of the Study, and limitation of the Study respectively.

3.1 
RESEARCH DESIGN

Kirumbi (2018) argues that research design is the Set of methods and Procedures Used in Collecting and analyzing measures of the Variables Specified in the research problem.

Pierre et al (2018) argue that the design of a study defines the Study type (ie descriptive, Correlation, Semi-experimental, experimental, review, meta-analytic etc.).

Research design provided the Procedure Outlines for the Conduct of the Investigation. The research design helped in providing the necessary framework needed by the research for tackling certain Problem Such as What ought to Constitute the target population, What is Sample Population and the Sampling techniques to be used in determined it, how to Collect and analyzed the data, that type of questionnaires is appropriate etc. The researcher thus made Use of questionnaires as a measuring instrument. The questionnaire is going to be given to the respondent to ensure error free.

3.2 
POPULATION OF THE STUDY

Population refers to animate or inanimate thing to which the Study is faced. It could be class, barriers, town, local government areas, states, nation or person. The researches interested in getting information from the Study, (Nnalehgo, 2001. (7).

Population of the study is generally a large of indexes, which is the main focus of a Strategic destiny. It is for the benefit of the population that research are done, due to the large size of populations researchers often cannot test every individual in the Population because it is too expensive and time-consuming. This is the reason why researchers rely on sampling techniques. The total Population of this study in Kwara State Polytechnic, Ilorin is 52,728 students.

3.3 
SAMPLE SIZE AND SAMPLING TECHNIQUE

Lavarkas (2008) defines a Sample Size as the number of units from which data is gathered by a researcher. Similarly, Osuala (2007) said Sampling is the process of selecting units from a population of interest so that by studying the Sample which may fairly generate results of the population from which they were chosen. The study adopted multistage Sampling technique. Multistage Sampling technique according to Tejumoye (2009), is the process of sampling in stages

At the first stage of sampling, a list of all the students in Kwara State Polytechnic, Ilorin was retrieved from DSS (Kwara State Polytechnic directorates of Students Affairs) which is 52,728. It comprises of Six (6) institutes. They are Institute of Applied Sciences, Institute of Finance and Management Studies, Institute of General Studies, Institute of Technology. Simple random sampling technique will be used to select one institute, and the selected institute was Institute of Information Communication and Technology.

The second stage of the sampling technique witnessed the retrieval of all students in Institute of Information Communication and Technology. There are three (3) departments in the Institute of Information Communication and Technology; they are Department of Mass Communication, Department of Office Technology and Management and Department of Computer Science. A simple random sampling technique (ballot method) was used to select one department from Institute of Information Communication and Technology. This is Department of Mass Communication.

Stage three a list of all the students in Mass Communication Has Obtained from the Head of Department of Mass Communication Office. There are four levels in the department of mass Communication. They are: National Diploma full Time 1, National Diploma full Time II, National Diploma Part Time 1, National Diploma Part Time II, ODfel Student, Higher National Diploma full Time 1 & Higher National Diploma full Time II. Then a Simple random Sampling technique (ballot method) has used to Select for levels On ratio 1:2. Selected levels are National Diploma full Time 1, National Diploma full Time II, Higher National Diploma full Time 1. and Higher National Diploma full Time II.

At the fourth Stage of Sampling, the number of students in each of the four levels according to the Head of Department of Mass Communication are: ND FT1 (1200) Students, ND FT (1000) Students, HND I FT (1200) Students, and HND II FT (250) Student.

3.4 
RESEARCH INSTRUMENT

A Self administered question was served as the instrument administered to respondent for the collection of data for the study. Mugenda, D. and Muganda, A. (2003) States that a questionnaire is a list of Carefully Structured Questions, Chosen after testing with the View of eliciting reliable responses from a Chosen Sample. Kuma (2005) on the other hand describes a question are as a Written list of questions Whose answers are provided by the respondents. The aim of using a questionnaire will be Self administer Will Consist of Open-ended and Close-ended questions. The questions Probed for Perceptions along the four research questions thus allowed broader discussion and accommodate emerging issues from respondents.

3.5 
VALIDITY OF THE INSTRUMENT

Herdy and Bryam (2004) View Validity as the Process of establishing if instrument measures what it is supposed to measures. Asamoh and Opanchi (2012) describe validity as the accuracy and truthfulness of measurements this presupposes that the items in the questionnaire be vigorously examined to ensure their correspondence with the theoretical literature on the consumption. The instrument for gathering data was pretested using a pivot study which was conducted in an attempt to avoid time and money been wasted. On getting the result modification in the instruments were made to fill the gaps and lapses that were observed in the initial instruments. Face validity was conducted and used to measure the validity of the instrument that was adopted to gather data. The validity test helped to identify potential needs for modification of some of the questions were necessary.

3.6 
METION OF DATA COLLECTION

Collecting of date is the process of obtaining data required in the research to enable the researcher to analyse comprehensively. Several method of data collection are observation method, interview method, collection of data through questionnaires, and collection of data through schedules (Kpthari, 2004:95).

Since the study is an empirical one, the data for this exercise was obtained from the information gathered mainly for questionnaire which was self administered. The respondents inclined the student of Kwara State Polytechnic.

3.7 
METHOD OF DATA ANALYSIS

Kothari (2004) data analysis includes comparison of the outcomes of the various treatments upon the several groups and the making of a decision as to the achievement of the goals of research.

Data analyses helps researcher to test their hypothesis in order to find out which one is rejected or accepted.

The date collection will be analyzed using frequency method. The responses of the questionnaire will be statistically analyzed by the researcher using table format. This analysis is what the researcher will use to draw up a conclusion on Impact of Social Media influencer On Consumer of Online Product among Student of Kwara State Polytechnic.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS.

4.1 
DATA PRESENTATION

Data Presentation is defined as the process of using various graphical formats to visually represent the relationship between two or more data sets so that informed decisions can be made based on them. It also refers to the organization and presentation of data into tables, graphs, charts, etc. However, the organization and presentation of data shall be according to questionnaire responses in the one hundred questionnaire items developed from the three framed research questions, the research aimed at using them to provide answers to the topic problem. A total of 100 copies of the questionnaire were produced and distributed to the research populace. All presentations are done in simple percentage tabular mode. While simple descriptive graphs will be used to describe what items were contained in the table.

TABLE 1: SEX OF RESPONDENTS

	Option 
	Frequency
	Percentage (%)

	Male
	43
	43

	Female
	57
	57

	Total
	100
	100


Source: field Researchers Survey. 2025

The above table shows that 43 respondents representing 43% are male while the remaining 57 responded representing 57% are female. This table shows that the majority of the respondents are female.

TABLE 2: AGE OF RESPONDENTS

	Option 
	Frequency
	Percentage (%)

	18-25years
	26
	25.6

	26-40years
	59
	59.2

	40 and above
	15
	15.2

	Total
	100
	100


Source: field Researchers Survey. 2025

The above table 2 Shows that 26 respondents representing 25.68 are within 18-25 years, 59 respondents representing 59.26 are within 26-40 years and 15 respondents representing 15.2%.

TABLE 3: MARITAL STATUS OF THE RESPONDENTS

	Option
	Frequency 
	Percentage

	Single
	79
	79

	Married
	21
	21

	Total
	100
	100


Source: field Researcher's Survey, 2025

The above table B Shows that 79 respondents representing 79% are Single While the remaining 21 respondents representing 21% are married. This shows that majority of the respondents are Single.

SECTION B

TABLE 4: HOW FREQUENTLY DO YOU USE SOCIAL MEDIA PLATFORM LEG., FACEBOOK, INSTAGRAM, TWITTER, SNAPCHATY IN A WEEK?

	Option
	Frequency 
	Percentage (%)

	less than 1 hour
	35
	34-7

	1-3 hours
	15
	15.8

	3-5 hours
	45
	45-3

	More than 5 hours
	5
	4.2

	Total
	100
	100


Source: field Researcher's Survey, 2025

The above table Shows that 35 respondents represent ang 34.7% Usually use Social media Platforms in less than 1 hour, 15 respondents representing 15.8% Usually Social media Platform in 1-3 hours, 45 respondents representing 45.3% usually use social media platforms in 3-5 hours While the remaining 5 respondents representing 4.2% uses Social media more than 5 hours.

This shows that majority of the respondents usually use Social media platforms between 3-5 hours.

TABLE 5: HAVE YOU EVER PURCHASED A PRODUCT OR SERVICE ONLINE?

	Option
	Frequency
	Percentage

	Yes 
	51 
	51.1

	No 
	49 
	48.9

	Total 
	100 
	100


Source: Field Researchers Survey 2025.

The above table shows that 51 respondents representing 51.1% have been purchasing a product or service online and 49 respondents representing 48.9% have not been purchasing a product or service online.

TABLE 6: HAVE YOU EVER MADE A PURCHASE BASED ON AN ADVERTISEMENT YOU SAW ON SOCIAL MEDIA?

	Option 
	Frequency
	Percentage

	Yes 
	82
	82

	No 
	18
	18

	Total 
	100
	100


Source: Field Researchers Survey 2025.

The above table shows that 82 respondents representing 82% have made a purchase based on an advertisement they saw on social media and 18 respondents representing 18% have not made a purchase based on an advertisement they saw on social media.

TABLE 7: WHAT FACTORS INFLUENCE YOUR DECISION TO PURCHASE PRODUCTS OR SERVICES ONLINE?

	Option
	Frequency 
	Percentage

	Price 
	29
	28.4

	Product Reviews and Rating
	21
	21.1

	Brand Reputation
	43
	43.2

	Social Media Advertisement 
	7
	7.4

	Total 
	100
	100


Source: Field Researchers Survey 2025

The above table shows that 29 respondents representing 28.4% show that the price that influence their decision in purchasing a product or service online, 21 respondents representing 21.18 Shows that product reviews and rating that influence their decision in purchasing a product or service online. 43 respondents representing 43.28 shows that its brand reputation that influences their decision in purchasing a product or service online, while the remaining 7 respondents representing 7.4% show that social media advertisements that influence their decision in purchasing a product or services online.

TABLE 8: SOCIAL MEDIA PLATFORM PLAY A SIGNIFICANT ROLE IN SHARING CONSUMERS PURCHASING DECISION FOR ONLINE PRODUCTS.

	Option
	Frequency
	Percentage

	Strongly Disagree
	10
	10

	Disagree
	24
	24

	Neutral
	7
	7

	Strongly Agree
	43
	43

	Agree
	16
	16

	Total
	100 
	100


Source: Field Researcher's Survey 2025

The above table shows that 10 respondents representing 10% strongly disagree that social media platforms play a significant role in sharing consumers purchasing decision for online products. 24 respondents representing 24% disagree that social media platforms play a significant role in sharing consumers purchasing decision for online products. 7 respondents representing 7% were neutral. 43 respondents representing 43% strongly agree that social media platforms play a significant role in sharing consumers purchasing decision for online products, while other 16 respondents representing 16% agree that social media platforms play a significant role in sharing consumers purchasing decision for online products.

TABLE 9: THE OPINIONS AND REVIEWS OF OTHERS ON SOCIAL MEDIA INFLUENCE CONSUMERS DECISION TO BUY ONLINE PRODUCTS.

	Option
	Frequency
	Percentage

	Strongly Disagree
	9
	9

	Disagree
	21
	21

	Neutral
	12
	12

	Strongly Agree
	19
	19

	Agree
	39
	39

	Total
	100 
	100


Source: Field Researcher's Survey 2025

The above table shows that 9 respondents representing 9% strongly disagree that the opinions and reviews of others on social media influence consumers' decision to buy online products, 21 respondents representing 21% disagree that the opinions and reviews of others on social media influence consumers' decision to buy online products, 12 respondents representing 12% were neutral, 19 respondents representing 19% strongly agree that the opinions and reviews of others on social media influence consumers' decision to buy online products while the remaining 39 respondents representing 39% agree that the opinions and reviews of others on social media influence consumers' decision to buy online products.

TABLE 10: CONSUMERS FIND SOCIAL MEDIA ADVERTISEMENTS TO BE PERSUASIVE IN ENCOURAGING THEM TO MAKE ONLINE PURCHASES.

	Option
	Frequency
	Percentage

	Strongly Disagree
	1
	1

	Disagree
	15
	15

	Neutral
	9
	9

	Strongly Agree
	50
	50

	Agree
	25
	25

	Total
	100 
	100


Source: Field Researcher's Survey 2025

The above table shows that respondents representing 1% strongly disagree that consumers find social media advertisements to be persuasive in encouraging them to make online purchases, 15 respondents representing 15% disagree that consumers find social media advertisements to be perusal is encouraging them to make Online Purchases. 92 respondents representing 92% feel neutral. 50 respondents representing 50% strongly agree that consumers find social media advertisements to be persuasive in encouraging them to make Online Purchases. While the remaining 25 respondents representing 25% agree that consumes find social media advertisements to be persuasive in encouraging them to make online purchases. This shows that advertisement persuade majority consumes to make purchases online.

TABLE 11: SOCIAL MEDIA PLATFORMS PROVIDE WITH ENOUGH INFORMATION TO MAKE INFORMED DECISIONS ABOUT ONLINE PURCHASES.

	Option
	Frequency
	Percentage ( % ) 

	Strongly Disagree
	27
	27

	Disagree
	18
	18

	Neutral
	11
	11

	Agree
	32
	32

	Total
	100
	100


Source: Field Researchers Survey, 2025

The above table shows that 27 respondents representing 27% strongly disagree that social media platforms provide with enough information to make informed decisions about Online Purchases, 18 respondents representing 18% disagree that social media platforms provides with enough information to make informed decisions about Online Purchases, 11 respondents representing 11% feel neutral, 12 respondents representing 12% strongly agree that social media platforms provides with enough information to make informed decisions about online purchases while the remaining 32 respondents representing 32% agree that social media platforms provides with enough information to make informed decisions about online purchases.

TABLE 12: MOST STUDENTS BELIEVES THAT SOCIAL MEDIA HAVE POSITIVELY INFLUENCE THEIR ONLINE SHOPPING EXPERIENCE.

	Option
	Frequency
	Percentage

	Strongly Disagree
	1
	1%

	Disagree
	15
	15%

	Neutral
	9
	9%

	Strongly Agree
	50
	50%

	Agree
	25
	25%

	Total
	100
	100%


Source: Field Researchers Survey, 2025

The above table shows that 1 respondent representing 1% strongly disagree that social media have positively influences their online shopping experiences, 15 respondents representing 15% disagree that social media have positively influences their online shopping experiences, 9 respondents representing 9% were neutral whether it has positive impact & negative impact, 50 respondents representing 50% strongly agree that social media have positively influences their online shopping experience while the remaining 25 respondents representing 25% agree that social media have positively influences their online shopping experiences. This shows that social media have positively influences consumers/students' online shopping experience.

TABLE 13: HOW OFTEN DO YOU COME ACROSS ADVERTISEMENTS FOR ONLINE PRODUCTS OR SERVICES WHILE USING SOCIAL MEDIA?

	Option
	Frequency
	Percentage

	Rarely
	29
	28.4%

	Occasionally
	21
	21.1%

	Frequently
	7
	7.4%

	Always
	43
	43.2%

	Total
	100
	100%


Source: Field Researchers Survey, 2025.

The above table shows that 29 respondents representing 28.4% rarely comes across advertisement for online products or services while using social media, 21 respondents representing 21.1% occasionally comes across advertisement for online products or services while using social media, 7 respondents representing 7.4% frequently comes across advertisements for online products or services while using social media, while the remaining 43 respondents representing 43.2% show advertisement for online product and services while using social media.

4.2 ANALYSIS OF RESEARCH QUESTIONS

QUESTION 1: DOES THE SOCIETAL INFLUENCE OF THE CONSUMER HAVE ANY RELATIONSHIP TOWARDS THE INTENTION OF ONLINE PRODUCTS?

It was discovered that 82 respondents representing 82% have made purchases based on an advertisement they saw on social media and 18 respondents representing 18% have not made purchases based on the advertisement they saw on social media. It was noticed in the research that 29 respondents representing 28.4% shows that the price that influence their decision in purchasing a product or service online.

QUESTION 2: DOES THE VARIETY OF PRODUCTS AVAILABLE IN THE ONLINE PURCHASING PORTALS HAVE ANY RELATIONSHIP TOWARDS THE INTENTION OF ONLINE PURCHASING?

Table 9 shows that 10 respondents representing 10% strongly disagree that social media platforms play a significant role in sharing online services. The findings gathered shows that 1 respondents representing 1% strongly disagree that consumers find social media advertisement to be persuasive in encouraging them to make online purchases, 15 respondents representing 15% disagree that consumers find social media advertisement to be persuasive in encouraging them to make online purchases, 9 respondents representing 9% were neutral, 50 respondents representing 50% strongly agree that consumers find social media advertisements to be persuasive in encouraging them to make online purchases. This shows that advertisements

4.3 DISCUSSION OF FINDINGS

The Purpose of this study is to assess the impact of social media influence on Consumer of online Student of State Polytechnic, Ilorin.

The results obtained from the Statistical Analysis in this study was used to provide an answer to this research study as data were presented into tables using Simple Percentage tabular presentation in the Chapter four of this study, to provide an answer to the question raised in this study.

Definite question were asked in the questionnaire to generate answers to each of the questions posed in this study. 100 questionnaires were administered to the respondents and all the copies of the questionnaire were returned.

Our findings confirmed that 1 respondents representing 1% strongly disagree that Social media have positive influence their Online experiences. 15 respondents representing 15% disagree that social media have positively influence their Online Shopping experiences. 9% have neutral. Whether it has positive impact or negative impact, 50 respondents representing 50% strongly agree that Social media have positively influences their Online Shopping experience while the remaining 25 respondents representing 25% agree that Social media have positively influence their Online Shopping experience. This shows that social media have positively influenced Consumers/Students Online Shopping experience.

It was also discovered that 27 respondents representing 27% strongly disagree that Social Media Platforms provides birth enough information to make informed decisions about Online Purchases. 18 respondents representing 18% disagree that Social Media Platforms provides with enough information to make informed decisions about Online Purchases. 11 respondents representing 11% were neutral, 12 respondent representing 12% strongly agree that Social media Platforms provides with enough information to make informed decisions about online purchases. While the remaining 32 respondents representing 32% agree that social media platforms provides with enough information to make informed decisions about online purchases. 

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 
SUMMARY

The main Repose of this research was to assess the Impact of Social media influences on consumer of online Product among Student of Kwara State Polytechnic Ilorin.

The Study consists of five Chapters. Chapter one has adequately take care of the introductory Part of the research work Where the topic was warmed up to give the readers a flash of that the Subject is all about, the Statement and Objectives of the study are clearly and concisely stated, research hypothesis, Significance and Scope of the study are Clearly and Concisely stated and given adequate attention.

Chapter two explained the body of knowledge of Published works, articles, textbooks etc relating to the research topic were reviewed. Concepts blare defined in the Conceptual framework, empirical Studies were reviewed. Concept and the theories related to the study when discussed.

Chapter three: the methodology used for the research was Stated together with the Population and Sample Size and Sampling techniques. The Population Carters 100 as the Sample representing the whole population and the research offered to use random Sampling techniques.

Chapter four is Presentation analyses and interpretation of the research conducted. The data were source using primary source of data and the techniques employ in analyzing the data include descriptive state statistics and chi-square analysis. Lastly, Chapter five is the final Chapter which covers essential areas such as the introductions, summary of the whole research work, conclusion and recommendation.

5.2 
CONCLUSION

In conclusion the impact of social media on consumer behavior among Kwara State Polytechnic Students regarding Online Products is understandable and far-reaching. Social media serves as a powerful catalyst for raising awareness, influencing purchase decisions, and fostering brand engagement and loyalty among students.

The conveniences, accessibility, and abundance of product information available on social media platforms have transformed the way students discover, evaluate, and purchase online products. However, along with the opportunities come challenges, such as information overload and skepticism towards sponsored content. To effectively navigate these challenges and capitalize on the opportunities presented by social media, brands must adopt tailored marketing strategies, build trust and authenticity, invest in social listening, and enhance the customer experience. Collaborate with student influencers, offer educational initiatives, and remain agile and adaptive in their approach.

By understanding and addressing the unique needs and preferences of Kwara State Polytechnic Students in the context of social media, brands can establish meaningful connections, drive engagement, and ultimately, drive sales of online products. As social media continues to evolve, brands must continue to innovate and evolve their strategies to stay relevant and effectively leverage the influence of social media on consumer behavior among Kwara State Polytechnic students.

5.3 
RECOMMENDATIONS

Based on the conclusion of the impact of social media on consumer behavior among Kwara State Polytechnic students regarding online products, here are some recommendations:

i. Social media influence should provide valuable insight and information that would be meaningful of their potential biases and motivation.

ii. Mass-Media being an effective instrument for Mass mobilization should encourage the government to establish Counseling Center in Church, Mosque hospital.

iii. Mass-media should intensify their public awareness campaign by organizing drama, symposium, and lecture not only in the urban areas but also in our rural areas.
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QUESTIONNAIRE

Kwara State Polytechnic, Ilorin

Institute of Information Communication

Technology (ICT)

Department of Mass Communication

Dear Respondents,

I am a student of the Department of Mass Communication of Kwara State Polytechnic conducting a research work on topic "Impact Of Social media influences on Consume Of Online Products". Your response is needed.

All information supplied shall be used mainly for academic and education purpose only.

Thanks

Instructions: Please tick (✓) the answer you consider appropriate. The questionnaire will be in three parts: Section A, B and Section C.

Section A: Demographic Respondents.

1. Sex of respondent: (a) Male (✓) (b) Female (✓)

2. Age of respondent: (a) 18-25 (✓) (b) 26-40 (✓) (c) 40 and above (✓)

3. Education Qualification (a) WAEC/NECO (✓) (b) OND/NCE (✓) (c) HND/BSc (✓)

4. Marital Status:(a) Single (✓) (b) Married (✓) (c) Divorce (✓)

5. Occupation: (a) Civil servant (✓) (b) Business Man (✓) (c) Students (✓)

6. Religion: (a) Christianity (✓) (b) Islam (✓) (c) Others (✓)

Section B:

SA - Strongly Agree A- Agree D- Disagree N- Neutral

SD - Strongly Disagree

S/N ITEMS SA A N SD

Engagement with Brands on social media (e.g. liking posts, commenting, sharing) influence loyalty towards their brands

SN ITEM statement

Does the influence of Social media on Consumer behavior and online shopping has positive impact?

Social media advertisements influence your purchasing decisions of consumers.

Social media influence the social behavior of Students of Kwara State Polytechnic.

Consumer behavior of Kwara State Polytechnic Students has impact on the usage of social media.

Social media changes consumer behavior while purchasing online products.

Advertisers consider consumers as part of your main income despite their behavior.

Does the product preference of the consumer have any relationship to the intention of online products?

Section C

How many hours per day, on average, do you spend on social media? A) Less than 1 hour B) 1-2 hours C) 3-4 hours D) More than 4 hours <>

How often do you purchase products online? A) Daily <> B) Once a week <> C) Monthly <> D) Weekly <>

How often do you engage with brands on social media? A) Daily <> B) Weekly <> C) Monthly <> D) Occasionally <>

Have you ever purchased a product or service based on it advertised or recommended on social media? A) Yes <> B) No <>. OK 20/1 25

Do you follow any online influencer or celebrities who dose products/services on social media? A) Yes <> B) No <>

TYPES OF Social media





Micro Bologgings





Blogs 





Medial Sharing Sites





Social News Sites





Social Networking Site
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