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Abstract
This study investigates the influence of social media advertising on audience preference for foreign products, using students from the University of Ilorin as a case study. With the rise of platforms like Instagram, WhatsApp, and TikTok, digital advertising has become a major factor shaping consumer behavior, especially among youth. The study aimed to assess the extent to which social media influences awareness, perception, trust, and actual purchasing decisions regarding foreign brands. Data were gathered through structured questionnaires administered to 146 students, and analyzed using descriptive statistics. Findings reveal that 93.8% of respondents encounter foreign product advertisements frequently, and a majority perceives such ads as attractive and trustworthy particularly when endorsed by influencers. Furthermore, 83.3% admitted to purchasing a foreign product due to social media exposure, while 61.8% prefer foreign products primarily because of such advertising. The study concludes that social media serves as a powerful tool in influencing audience preferences and recommends that both foreign and local brands optimize their digital marketing strategies accordingly.
ii

CHAPTER ONE
INTRODUCTION
1.1	Background to the Study
Nowadays the influence of social media as describes an individual's ability to affect other people's thinking in a social online community. The more influence, a person has the more appeal that individual has to companies or other individuals who initially want to promote an idea of foreign product. Although, the influence of Social media such as Facebook, Twitter, Instagram or Linkedin has a numeral number of the user and keeps growing every day. It is estimated that over 500 million people are interacting with social media (Ostrow, 2010). The number of social media users growing have attracted marketers. Marketers have recognized that social media marketing as an important part of their marketing communication strategies. Also its influence on foreign products helps the organizations to communicate with their customers in various countries of the world.
These interactions help the individual to determine either customer needs and understand what there might look like. However, the key business factors of the influence of social media advertising on audience preference for foreign products allow consumers to estimate products, make recommendations to contacts or friends, and share any of the purchases through their social media. The influence of social media on buying behavior can be in any services or products. Quality, brand, advertising or price could effects consumer decision-making. The relationship between social media and consumer decision-making present that its influence especially on social media affects advertising attitudes, brand attitudes, and purchasing intentions of consumer. It will not necessarily affect consumer's decision-making, but might possess a mediating effect (Taining, 2012).
1.2	Statement of the Problem
Marketers across the globe are increasingly preoccupied with using social media advertising to create brand awareness, brand image and equity (Alhaddad, 2015), in ways that identify audience preferences and to optimize value for their brands and businesses.
Influence of social media platforms, such as Twitter, YouTube and Facebook; have changed the way people interact with one another during past decades. The human social media platforms to strengthen their search for information assist with decision making and to facilitate prudent purchase transactions in ways that potentially leverage their purchasing power.
Hence, the need for this research "Influence of Social Media Advertising on Audience Preference for Foreign Products"
1.3	Objective of the Study
i. To find out the type of advertising consumers are mostly exposed to. 
ii. To find out if consumers prefer foreign products to local products. 
iii. To examine if social media advertising has influence on consumers preference for product.
iv. To recommend ways of its influence on social media advertising.
1.4	Research Questions
i. What is type of advertising are mostly exposed to? 
ii. Do consumers prefer foreign products over local ones?
iii. Does social mediums’ advertising have its influence on consumer’s preference on products?
iv. Do students, foreigners or customers have knowledge on transformative use of the influence on social media advertising?
1.5	Significance of the Study
	The significance of this study lies in its potential to contribute valuable insights to multiple fields, including marketing strategy, consumer behavior, social media studies, and international business. By investigating the influence of social media advertising on the preference for foreign products, this research offers practical benefits for businesses, scholars, and policymakers. This knowledge is especially crucial for businesses seeking to expand their reach and compete in global markets.
Furthermore, the study is essential for consumers as it sheds light on how social media influences their purchasing decisions, often subtly. By understanding the persuasive techniques employed in social media advertising, consumers can make more informed choices and critically evaluate the content they encounter online. This awareness helps promote a more balanced view of foreign and local products, encouraging sustainable consumer habits.
Online interactions show people's engagement in social activities and the formation of different groups according to their preferences hobbies and educational levels rather than advertiser’s expectations on foreigner or on consumer profiles. For instance, students who come from one institution may be connected to one another through belonging to the same school, while people who meet online may share similar interests.
Although, as a result, advertisers attempt to deliver advertisements to those people who are interested in their products. This demanding and evolving nature of audience brand preferences has created significant changes in consumers' decision-making and purchasing behaviours. Brand content can no longer be shoved down reluctant in foreign product or consumers' throats. For instance, its influence on social media platforms constitute consumer-generated media that foreign products are actively initiating, creating, using and circulating to educate each other on products, brands, services and personalities and issues (Blackshaw & Nazzaro, 2006).
However, the fast changing audience preferences, as determined by an analysis of surveys, mean that modern technology such as social media should be exploited to match market goods and align those brand preferences such as those individuals or group of students. Audience preferences for brands seem to be growing with increasing complexity (Schultz, Don & Martin, 2011b). Foreign product exposure to vast amounts of information means that marketers can get through consumers' filters by identifying a claim or creating promises about their services or products, which are strongly penetrative (Silverman, 2001:95). One of the ways that marketers used to filter through to either consumer are by accessing their preferences for brands through its influence of social media advertising. However, limited knowledge exists on the way in which the influences of social media advertising brand preferences (Jiang, Ni & Srinivasan, 2014), especially those of higher institutions' students. The problem, therefore, lies in the audience preferences of the particular product.
On the one hand, marketers across the globe are increasingly preoccupied with using social media advertising to create brand awareness, brand image and brand equity (Alhaddad, 2015) in ways that seize hold of consumers' preferences and optimize value for their brands and businesses. On the other hand, audience have exploited the interactive affordances of social media to become more demanding to marketers and service providers, highly individualize their preferences, and caution and educate each other on products. 
Finally, the study provides a framework for academic exploration into the cultural and psychological implications of social media advertising. It opens avenues for further research into how cultural values, societal norms, and digital engagement intersect to influence consumer preferences. This broader understanding enriches academic discourse and provides future researchers with a solid foundation for examining the dynamic relationship between digital media and consumer behavior.
1.6	Scope of the Study
This study will examine the influence of social media advertising on audience preference for foreign products. It will also examine, if individuals or customers have knowledge on transformative use of the influence of social media advertising and if social media advertising is conceived to provide reliable and cost effective methods to reach out to stakeholders, durable business for foreigner or individual customer relations. Hence will be narrowed down to polytechnic student who in one way or the other that consume Bigi drinks.


1.7	Definition of the Terms Used
Influence: The power or capacity of causing an effect indirect or intangible ways. It can also be seen as the means of act or power of producing an effect without apparent exertion of force or direct exercise of command.
Social: This is the concept of interaction of people and other organisms with each other and to their collective co-existence.
Media: This is the process whereby the means of communication such as, radio, television, newspapers, magazines, and the internet that reaches or influence people widely.
Advertising: the activity or profession of producing advertisements for commercial products or services.
Audience: This can be known as group of spectators at a public event; listeners or viewers collectively as in attendance at a theater or concert.
Preference: The act, fact, or principle of giving advantages to some over, is also the act of preferring, the state of being preferred, is also means the priority in the right to demand and receive satisfaction of an obligation.
Foreign: This can be refer to as something or someone that's foreign that comes from or relates to a particular country that's not yours.
Product: Is any item or service you sell to serve a customer's need or want. Can also be known as an article or substance that is manufactured or refined for sale.


CHAPTER TWO
Literature Review
2.0	Introduction
	Basically our focus in this chapter is to critically examine relevant literatures that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.
Precisely, the chapter will be considered in three sub-headings:
· Conceptual Framework
· Theoretical Framework
2.1	Conceptual Framework
Social Media
	Social media is considered as one of the most recent and significant E-marketing tools in the current time. Social media provides accessibility to customers with the purpose of knowing their interests and needs as well as affecting their purchasing decisions. Social media is defined as the websites that connect millions of users from different parts over the world who share same interest’s point of view and hobbies. YouTube. Twitter and Facebook are the best examples on social media that is popular for a large proportion of consumers. So they are used for the exchange of ideas and reviews of a particular product, service or a certain brand to gather information and ideas formation as well as making the right purchasing decision. Therefore, social media are considered as one of the modern electronic marketing tools which are different from other means of traditional marketing. 
Therefore marketing via social media nowadays is the broadest, fastest, cheapest and most effective marketing channel where the consumer can obtain information and features of interesting goods easily with the possibility of completing the purchasing & sale process without the buyer's need to go to goods and items place. Social media marketing has been defined as a form of internet marketing that utilizes social networking websites as a marketing tool. (www.whatis.techtarget.com). It is clearly Obvious that in the recent years the number of internet users is increasing where studies indicate that 49% of Jordanian households own a personal computer. 57% of households have internet subscriptions, 78% have internet access via mobile broadband (Jordan Department of Statistics) who started to use social media sites to communicate with friends, exchange views and information. There is no doubt that social media sites are growing and developing increasingly in a rapidly changing world. Also, statistics indicate that number of Facebook users in the Arab countries during the year 2013 became (54.5) million users and increased to (81.3) million users by 2014 as well as the number of users in Jordan during 2014 were (3.2) million users (study by the Governance and Innovation Program in Mohammad Bin Rashid College for Government Management). 
Despite the tremendous development in social media websites and the increase of users number as well as using them as a marketing tool, still the economic feasibility of these social websites needs to be more studied and explored. The best way to define social media is to break it down. Media is an instrument on communication, like a newspaper or a radio, so social media would be a social instrument of communication In Web 2.0 terms; this would be a website that doesn't just give you information but interacts with you while giving you that information. 
This interaction can be as simple as asking for your comments or letting you vote on an article. Social Media sites are characterized by the inherent functionality that facilitates the sharing of information between users within a defined network. The nature of Social Media allows for the initiation of conversation by either party. The size of the network is primarily a reflection of the active participation of the audience as consumer-generated media represents that vast majority of all content. For consumers the true value of a network is measured by the frequency of engagement of the participants. For marketers, endorsement by consumers in the form of friending /following /subscribing validates their efforts and activates a viral distribution of their brand across channels. (Walker, 2009) 
Social media as a term is often interchangeable with Web 2.0 and social software. (Dabbagh & kitsantas. 2011). In general terms, social media enable users to share information and collaborate with each other to create web content and utilize it. It refers to user’s activities practices and behaviors occurring through media via sharing information knowledge and opinions. These technologies are internet-based and they facilitate creativity, information sharing and collaboration among users indeed. Social media puts great emphasis on sharing, participating and collaborating processes and activities, social media, social networks and social communities provide a new form of collaboration and communication for users. Examples of social media websites are (Social Bookmarking. (Del.icio,us. Blinklist. Simpy). Social News. (Digg. Propeller. Reddit). Social Networking. (Facebook, His. Last.FM). Social Photo and Video Sharing. (YouTube. Flickr). Wikis. (Wikipedia. Wikia), and these websites are not the only social media websites. Any website that invites you to interact with the site and with other visitors falls into the definition of social media. (http://webtrends.about.com/).
Advertising on Social Media
Social media advertising (SMA) a form of internet marketing that utilizes various social networking sites in order to achieve marketing communication and branding goals (Wordstream 2015), has risen to prominence. Through their e-commerce-based marketing and advertising efforts, brand companies can draw from the power of social media in order to increase their revenue, reach new customers or communicate with existing ones, improve engagement with customers, establish a base for any future use of products or services and reposition their brands. There are likely to be other ways not yet used or discovered, which focus on how social media advertising can create better and smoother business and personal operations (Fidelman, 2013). Therefore, marketers must always avail themselves of social media platforms and preferably interact in one-on-one conversations with consumers to form durable relationships.
Dimensions of Advertising on Social Media
	There are five dimensions of social media advertising (Asa'ad & Anas. 2014). These dimensions facilitate the creation of advertisers' connections with consumers and contribute to the building of traffic on company brands on websites.
Online Communities
	The main motivation for social media advertising is to enable advertisers to develop online communities that converge around and consume their brands. A company or business employs social media platforms to build a community around its products/business. Vibrant communities create loyalty for brands and encourage consumer discussions which can contribute towards brand exposure and improvements.
Social interaction
The debate on social media advertising is incomplete without recourse to social interaction. Consumers of particular brands can use their Facebook pages and Twitter accounts to notify quickly and simultaneously all their followers about specific subjects (Berselli. Burger & Close. 2012) relating to these brands. In addition, social networking sites also enable greater interaction with the online community through broadcasting up-to-date information about the brands, as well as communicating students' tastes and preferences for particular brands such as soft drinks.
Sharing of Content
Content sharing is another important dimension of social media advertising. Content sharing is the extent to which an individual exchange distributes and receives content in a social media setting. University students share with peers the brands they prefer on their social media platforms especially when these brands resonate with a majority of their peers (Babac. 2011).




Accessibility
Increasing accessibility is another important consideration as far as social media advertising is concerned. Through social media advertising consumers easily access brands at no or minimal costs via social media platforms. Social media platforms are easy to use and do not require any special skills or knowledge to use (Taprial & Kanwar, 2012). Therefore, social media platforms provide user-friendly content that can be used by both older and younger students.
Credibility
Companies also gain increased credibility when they market their products and services via social media platforms. Credibility relates to clearly delivering messages h as energy drinks online to consumers and establishing sincerity through what is said or done, connecting emotionally with the target audience motivating the buyer and generating loyal customers. The social media provide a good platform for all businesses to network and to reach out to their target audience connect with them directly and generate trust by listening to what they say (Taprial & Kanwar, 2012). Advertisers, therefore, may generate loyal customers by providing a brand image that truly addresses the contents of the brand.
Platforms for Promoting Advertising in Social Media
Over 2.7 billion people globally and approximately 40% of the world's population is online (ICT. 2014). Over half of online adults in the USA use two or more social networking sites (Pew Internet. 2014) with sites such as Facebook, Twitter and YouTube commonly used to navigate content on the Web in addition to traditional search engines (Bughin et al.. 2011). Social media advertising platforms, with a near 100% penetration on mobile phones worldwide (ICT. 2014), are increasingly accessed and used at all times and places and provide the platform for brand recognition. As a result, companies are proactively engaging in new social media advertising strategies and tactics (Neff, 2014).
For example, a study conducted by Social Bakers (2014) demonstrates that the number of social media interactions often contributes to increased visits to the brand's website.
Other research findings suggest that social media engagements are ineffective in stimulating brand loyalty and sales (Traphagen, 2015). Nevertheless, there are several popular social media advertising platforms (Facebook, Twitter and YouTube) that most advertisers use to promote brands and these sites are described below.
Facebook
Many industry surveys (Ascend2. 2013; Gerber. 2014) report that promoting engagement on large audience platforms such as Facebook is one of the most important social media advertising goals of marketers targeting consumers of soft drink brands: Social media advertising is increasingly attracting client’s attention by engaging and paying attention to their needs. In the early days of social media advertising the volume of users who were socially connected to brands were the primaries driving force for engagement.
Accordingly, organizations aggressively acquired fans and followers on platforms like Facebook by investing heavily in advertisements on the network. Facebook was considered the most used platform for advertising as it provided easy-to-navigate communication interfaces for advertising soft drinks. Facebook has become one essential and influential site for marketers and companies to launch social media campaigns.
Facebook evolved from a private network into a social network with users from all over the world standing at more than 1.71 billion (Statista, 2016) with regard to its use for business. Facebook is the place where companies build relationships with its current and new customers in the long-term (Facebook, 2016). Mollen and Wilson describe engagement as involvement through "likes" or "sharing activities on brands (Dahl. 2015: 155). Moreover, social media encourage interactive participation between two parties through its shareable content.
According to Ellering (2016), there are effective tactics used to create an active engagement on social media platforms, and these are:
1. Sharing videos or brands most watched or purchased by consumers.
2. Tagging a consumer in relation to content on the brand in question.
3. Sharing a consumer's post this is valuable to the company or brand.
4. Scheduling posts in recommended effective time to increase engagement.
5. Scheduling and increasing content-related posts on Facebook to generate reach, organic growth and brand awareness.
6. Optimizing hash tag usage to double engagement rates.
7. Re-posting content that audiences desire.
The use of Facebook advertising can benefit companies by:
i. Raising brand awareness
ii. Generating leads
iii. Increasing sales locally;
iv. Increasing sales via the website, and
v. Promoting current and new applications (Facebook. 2016).
	Facebook advertising normally is aimed at a target audience. Literature defines a target audience as a specific group of people within the target market at whom a product or the advertising message of a product is aimed (Kotler & Armstrong, 2014). Boundless, 2016), meanwhile Rohiainen (2016) recommends the targeting of customers with specific segmentation and interest when advertising content. which leads to deeper engagement and more followers for the company. As result, the identification of a target audience enhances the results of Facebook advertising through the alignment of the company's objectives and products to the demographics a company desires for its products.
Twitter
Another popular platform for social media advertising is Twitter. Previous studies claimed that customized advertising on Twitter can be informative, pleasurable and increases a firm's credibility (Coyle, Smith & Platt, 2012: Sreenivasan, Lee & Goh,
2012). However, customized advertising also may decrease irritation of customers because messages would be well personalized to deal with customer’s interests and preferences (Lee Kim & Sundar, 2015). Almost one in five posts on Twitter includes a specific brand name and one-fifth of these posts express positive or negative feelings about that brand (Jansen et al.. 2009) when the number of tweets sent per day which is 500 million (Twitter, 2015), is taken into account the importance of Electronic-word-of-mouth (EWOM) conversations on Twitter can be seen more explicitly as an average of 100 million tweets per day mention specific brands. For this reason, companies desire to interact with customers on Twitter by having exchanging brand messages via consumers' official accounts. Statistics indicate that 77% of Fortune 500 companies use Twitter actively and underscore Twitter as the most used social media platform for advertising products among these companies (Barnes et al... 2013).
YouTube
Another interesting social media advertising platform is YouTube. This website allows video makers to monetize content in many ways including through advertisements (YouTube Partner, 2015). Successful YouTubers have huge followings with some having millions of fans which is essential for business, especially for advertising and promoting brands. YouTube has billions of total views (YouTube, 2016) and houses millions of videos ranging from product reviews of the brands such as soft drinks. Contrary to many
companies that have tried and failed to promote their brands on YouTube. YouTubers succeed in producing successful videos that provide content that captures customer’s attention (Rich, 2013). YouTube users make money by employing product placement on their videos (Rich, 2013) which means that the audience is being influenced through deliberate and subtle insertion of a product into media entertainment (Perloff, 2010: 291).
	You Tube has billions of total views (YouTube, 2016) and houses millions of videos ranging from product reviews of the brand under study, energy drinks. It also has become the number one platform to search for information on virtually anything ranging from content of brands, science and technology to other social activities such as learning music and sports. Furthermore, the young generation ranging from the age of 18 to 34 years, compose two-thirds of the YouTube population and watch YouTube videos more than any cable TV channel (Perrin. 2015). Basically, there are two types of advertisement on YouTube videos and these are in-stream video advertising and in-video advertising. In-stream advertisements let viewers choose to watch brand advertisements or skip it after playing for at least five seconds. Standard in-stream advertising can be a maximum of fifteen seconds. In-video advertisements are the advertisements that usually appear on the lower portion of a company's video. These advertisements typically appear for the fifteen seconds to the viewer and if she/he desires he/she can close or minimize them (Pikas & Sorrentino, 2014). YouTube features a number of video types, which, in principle could feature the brand more centrally. Nevertheless, a few studies demonstrate that consumers find it hard to recall seeing product-related information on this site, thus showing that brands may often play a more lateral role (Choubtarash & Nourani, 2013. Pikas & Sorrentino. 2014). Therefore, when the consumer views the advertisement it is easy for them to stop it or continue watching it on YouTube. This suggests that whether it is viewed for the first time or is familiar, advertisers must always raise the bar in their advertising and promotion strategies to get the attention of new customers.
The Evolution of Advertising in Social Media
Although social media advertising seems to be a new trend, it has been in practice for a while having started a few decades ago. History suggests that technology began to change rapidly during the 20th century with the first social media site having been created in 1997 by Andrew Weinreich (Hendricks 2013). This newly created social media site enabled the registered user to share and upload views on brands and interact with peers on brands of their preference. This led to the popularity of blogging. The explosion of blogging and social media resulted in the establishment of sites such as My Space and LinkedIn during 2000 (Barker, Bormann, Roberts & Zahay, 2016). Further technological developments led to the creation of Facebook in 2004, YouTube in 2005 and Twitter in 2006, social media platforms that became available to users around the world. These sites are recognized as the most popular social networks on the internet. It is also worth noting that various social networking sites can be linked to allow cross posting and brand visiting. It is also very difficult to project what the future of social networking might look like in the coming years or even decades from now but it seems as if it will have its existence until human beings cease to exist on earth (Hendricks 2013). Despite the popularity of social media advertising an integrated perspective on social media advertising, especially one that considers marketers' and consumers' perspectives on social media-mediated brand awareness and consumption is under-explored in mainstream literature on online advertising  a gap the current research attempts to close. Social media have become an effective and convenient tool for advertising and communicating with customers and stakeholders inside their organizations. Social media advertising is well established but the most popular social media vary with user demographics and content shared via such platforms. Therefore, it is important to analyze the popular social media by tracking social activities amongst target audiences in an effort to uplift the business and the brand itself (Chaffey. 2017). Királová and Pavliceka (2015) also consider globalization as changing the nature of consumer needs attitudes and contributing to an increase in the volume of information about their brands of preference. The rise of Web 2.0 a term attributed to Tim O'Reilly (Lange-Faria & Elliot, 2012), has acted as a launch-pad in facilitating conversations amongst individuals and groups from around the world in real-time using communication technologies that are evolving at a rapid rate (Lorenzon, 2013). Howison et al., (2014) also note that consumers now have the power to 'pull' whichever information they want to consume and in that way they decrease the power of the traditional broadcast or push' messages.
Advertisers' Experiences of Social Media Platforms
Marketers seeking to market products or services to increase their turnover use the social media such as Facebook. Twitter and YouTube to reach a wide range of users specifically targeting students to promote soft drink brands (Rawee, 2016). Marketers must always consider that there are different factors that influence the consumers' attitude towards a company brand or product (Huang et al., 2013). For example students like "warm" brands from non-profit organizations.
Marketers should also note that redesigned products generate more online discussion than new products and that high ratings often lead to lower ratings in future, while more reviews are made when the quality of a product is very high or very low. Marketer's experience of social media platforms should contribute to the promotion of content that does not deceive consumers. Therefore, the content must be what consumers should expect to experience and get from consuming the brand. The consumers who are already familiar with Facebook may want to follow it for the latest information about their products. 
Surprisingly, videos get less likes, probably because one takes a longer time to watch them and use more money. Finally, interactivity exerts a strong effect on online engagement. 
2.2	Theoretical Framework
The social media advertising for audience preference is still considered as a new phenomenon and waits for news insights propagations and findings (Okazaki & Taylor, 2013). As Knoll (2015) states in his insightful Meta analyses that around 45% of the studies conducted on social media advertising in 2013 lacked an explicit theoretical framework. This figure was dropped down to 22% in the year 2014 which reflects that the later research studies started building a strong theoretical groundwork. As the futuristic studies demand a well-defined theoretical model the proposed study incorporates the Uses and Gratifications (U&G) Theory and the Theory of Reasoned Action (TRA). The combination of two theories into a well-integrated model provides new theoretical insights and adds to the depth of knowledge with respect to social media advertising. The U&G theory identifies the consumer's gratification seeking beliefs & motives behind social media advertising. On the other hand the TRA element builds strong foundations for evaluating a consumer's behavioral intentions after being exposed to advertising mediums over the social media. The proposed model in a holistic manner incorporates additional/unexplored consumer beliefs and motivations that provide valuable and practical consumer insights to the practitioners and advertisers when developing their social media campaigns. The U&G theory identifies the complete process of media consumption and provides recognition to media users by selecting the right media to gratify their emerging needs (Katz, Blumler, & Gurevitch, 1974). This theory applies a user-centric functionalist perspective on social media and observes its effects from an individual’s viewpoint. The proposed model has specifically employed this theory in not only knowing "how people use media" but also "why people use media". Motivations here need to be understood as gratifications sought i.e. if a specific media behavior becomes a means to attain a specific goal then that motivation is a means to achieve that goal directed behavior (Pervin, 1989). 
The mediation of reality Theory
Advertisements are successful when they are integrated with other media and environments in which they are completely submerged. It is advocated that it is not the content of the ad that makes them persuasive, but the incorporation of media to amalgamate actions and fictions. The media defines the excitement and addiction by expanding and strengthening neutral responses. Example: In a guess advertisement. Paris Hilton steps down the helicopter escorted by a helper or a boyfriend rolled into one. Paris Hilton manifests the expression of wealth and glamour playing her private life out in public as a governess. Model and reality TV star. The ad blurs the boundaries between reality and a dream.
Theory of the magic of the meaning
Advertisements carry a strong message with a meaning instilled in them. Ads touch our values emotions and the underlying beliefs. In 1962, a cultural theorist Raymond Williams explained how advertising had swept the goal of selling goods and is more associated with teaching social and personal values which is promptly entering politics too. Advertisements are organized magic's that hide the real intention of the selling house which is to sell a product to make profits. Example: Insurance companies sell their retirement plans showing the benefits they provide in your retirement. Women's Horlicks formula known to help calcium reach the bone. 
Theory of the hidden message
Certain ads misrepresent and misguide the consumers. Packard declared that advertising is threatening since it uses psychology to form emotionally loaded messages and as the messages are hidden the viewer's critical resilience is dodged and minimized. This approach clearly states how critical thinking of the potential consumers can be manipulated with ads. Example: A dentist may be employed in an ad that advocates and encourages the public to use a particular toothbrush or a toothpaste advertisement because he uses the same. The belief system imbibed here is that the public will buy and use the product of a particular brand just because the dentist himself is using and advising. Though the U&G theory lacks in explaining a theoretical linkage/relationship between attitudes and behavioral intentions (Muk, Chung, & Kim, 2014), the role of TRA becomes eminent. Earlier LaRose & Eastin (2004) also propagated that the gratification needs are poor predictors and interpreters of consumer intentions and behaviors. 
The Influence of Social Media
The influence of social media is considered as one of the most recent and significant E-marketing tools in the current time. Moreover, social media itself provides accessibility to customers with the purpose of knowing their interests and needs as well as affecting their purchasing decisions. This concept as defined as the websites that connect millions of users from different parts over the world who share same interests, point of view and hobbies. Via: YouTube. Twitter and Facebook etc are the best examples on this concept that is popular for a large proportion of consumers. So they are used for the exchange of ideas and reviews of a particular product, service or a certain brand to gather information and ideas formation as well as making the right purchasing decision. Therefore, the influence of social media is considered as one of the modern electronic marketing tools which are different from other means of traditional marketing.
Therefore marketing via social media nowadays is the broadest fastest. cheapest and most effective marketing channel where the consumer can obtain information and features of interesting goods easily with the possibility of completing the purchasing & sale process without the buyer's need to go to goods and items place. Moreover, this concept of marketing has been defined as a form of internet marketing that utilizes social networking websites as a marketing tool. (ww.whatis.techtarget.com). It is clearly obvious that in the recent years the numbers of internet users are increasing where studies indicate that 49% of Jordanian households own a personal computer. 57% of households have internet-subscriptions, 78% have internet access via mobile broadband (Jordan Department of Statistics) who started to use social media sites to communicate with friends exchange views and information. There is no doubt that the influence of social media especially in times of advertising sites are growing and developing increasingly in a rapidly changing world. Also, statistics indicate that number of Facebook users in the Arab countries during the year 2013 became (54.5) million users and increased to (81.3) million users by 2014 as well as the number of users in Jordan during 2014 were (3.2) million users (study by the Governance and Innovation Program in Mohammad Bin Rashid College for Government Management). Despite the tremendous development on its influence in social media websites and the increase of user’s number as well as using them as a marketing tool, still the economic feasibility of these social websites needs to be more studied and explored. The best way to define the concept of the influence of social media is to break it down. Media itself is an instrument on communication like a newspaper or a radio so social media would be a social instrument of communication. In Web 2.0 terms; this would be a website that doesn't just give you information, but interacts with you while giving you that information. This interaction can be as simple as asking for your comments or letting you vote on an article. Social Media sites are characterized by the inherent functionality that facilitates the sharing of information between users within a defined network. Although, the nature of this concept allows the initiation of conversation by either party. The size of the network is primarily a reflection of the active participation of the audience as consumer-generated media represents that vast majority of all content. For consumers or individuals, the true value of a network is measured by the frequency of engagement of the participants. For marketers, endorsement by individual in the form of friending /following /subscribing validates their efforts of foreign product and activates a viral distribution of their brand across channels. (Walker, 2009). 
The influence of social media as a term is often interchangeable with Web 2.0 and social software. (Dabbagh & kitsantas, 2011). In general terms influence of social media enable users to share information and collaborate with each other from various countries and also to create web content and utilize it. It refers to user’s activities, practices and behaviors occurring through media via sharing information knowledge and opinions. These technologies are internet-based and they facilitate creativity information sharing and collaboration among users indeed, this concept puts great emphasis on sharing. participating and collaborating processes and activities. The influence of social media social networks and social communities as in one way or the other provide a new form of collaboration and communication for users especially those from different perspective. Examples are (Social Bookmarking. (Del.icio.us. Blinklist. Simpy). Social News, (Digg. Propeller, Reddit). Social Networking. (Facebook. Hi5. Last.FM). Social Photo and Video Sharing. (YouTube. Flickr). Wikis. (Wikipedia. Wikia) and these websites are not the only social media websites. Any website that invites you to interact with the site and with other visitors falls into the definition of social media. (http://webtrends.about.com).
Although, the social media has become more and more thing to turn to when researching for anything. The consumers shifted from traditional media towards social media have been an on-going process which already started in the early 2000s (Daugherty et al., 2008. p. 3; Mangold & Faulds, 2009, p. 360). Furthermore, social media is considered more trustworthy than traditional media channels (Mangold & Faulds, 2009. p. 360). This is due to the consumers feeling of having more control over what they see (Mangold, & Faulds, 2009, p. 360). When consumers feel more in control, they are more likely to accept requests or offers (Yarrow et al.,. 2014, p. 95). This is important for companies to know (Yarrow et al., 2014. p. 95). Hence, every company should include social media into their marketing mix (Mangold & Faulds. 2009, p. 364).
Nonetheless, traditional media is still important and must also be considered (Kimmel & Kitchen. 2014, p. 15). This is the reason to include a good mix of both traditional- and social media in your portfolio (Kaplan & Haenlein, 2010. p. 65). As already mentioned, social media can be used for a variety of things. Everything like publishing opinions, building communities or producing and sharing content are available options and everyone can make use of them let it be companies, influencers, or "ordinary" people. (Huang & Chang. p. 1. 2020: Smith. 2009, P559).
2.3	Review of Related Studies
The related studies initially evaluate the three constructs of consumer beliefs that formulate consumer perceptions towards the value of social media advertising. This would be referred to as perceived social media advertising value (PSMAV). Beliefs are a measure of a consumer's cognitions and attributes about a specific entity or a brand (Solomon. 2013). There has been a series of divergent viewpoints with reference to the beliefs and attitudes towards advertising. Currently there exist two popular views about the formations of consumer beliefs and their general attitudes towards advertising. The first one regards both beliefs and attitudes as equal and highly interchangeable both operationally and conceptually (Mehta. 2000; Schlosser. Shavitt & Kanfer, 1999). On the other hand the second view postulates that beliefs and attitudes are inherently different. Beliefs describe the specific attributes of various objects and attitudes on the other hand are summative evaluations of objects. The attitudes emerge from beliefs and they exist at different cognitive levels. In this manner a consumer’s belief about advertising is an antecedent of his attitude towards advertising (Brackett & Carr. 2001: Ducoffe. 1996; Ducoffe & Curlo. 2000; Pollay & Mittal. 1993). Although the Product Information (PI) has describes the role of advertising as an information reflector and a significant indicator in portraying market efficiencies (Wang & Sun. 2010b). Earlier Norris (1984) highlighted the significance of advertising as an information source and to the potential of consumers being able to relate their needs and wants against various product offerings. It plays a pivotal role in effecting the attitudes of the consumers towards advertising further strengthening their evaluative criteria. In simple terms product information is a personal belief factor which shapes consumer opinions about the instructive educational and informative character of advertising (Pollay & Mittal. 1993: Wang & Sun. 2010a). The higher degree of product information depicted through advertising in general also results in enriched and effective decision making (Alwitt & Prabhaker. 1992: Pyun & James. 2011). Additionally most of the other researchers also validated advertising as a valuable source of product information and found it as a major predictor of forming attitudes towards advertising (Korgaonkar, Karson. & Akaah. 1997; Pollay & Mittal, 1993; Schlosser et al., 1999). It was also considered as a significant consumer value, motive and a belief construct when evaluating consumer attitudes towards online and social media advertising (Dao et al., 2014; Jung, Shim. & Jin, 2015: Taylor, Lewin. & Strutton, 2011; Wolin, Korgaonkar, Lund. 2002). In a nutshell. U&G theory considers the role of Information as a need-satisfying function and it strongly adds to the perceived value of advertising (Ducoffe & Curlo, 2000; Ducoffe. 1996: Liu et al... 2012). 
The second portion of Infotainment referred to as Entertainment states advertising becoming a source of pleasure or joy upon exposure. Also referred to as hedonism there is no doubt that advertisements can touch our emotions, look quite appealing portray funny events fosters likeability and be amusing and nostalgic by nature (Greyser & Bauer. 1966: Pollay & Mittal. 1993; Pyun & James, 2011). Entertainment has been studied as a belief construct in evaluating consumer attitudes towards advertising in general (Greyser & Bauer. 1966: Shavitt, Lowrey, & Haefner. 1998), television advertising (Alwitt & Prabhaker. 1992: Mittal, 1994) sports advertising (Pyun & James. 2011) and online advertising (Wang & Sun. 2010c: Wolin et al., 2002). Moreover, it has also been tested as a significant belief, motive and a value construct when examining consumer attitudes towards social networking advertising (Dao et al., 2014: Jung et al., 2015: Taylor et al. 2011).
 In a nutshell, the entertainment value disseminated through advertising information is significantly related to a consumer's perceived value of traditional advertising mediums (Chowdhury, Parvin, Weitenberner, & Becker. 2006; Ducoffe. 1995a), this can not only add to brand loyalty but also has an impact on the general perceptions that enhance advertising value in general. Both Information and Entertainment have been used as a single construct: "Infotainment" by Liu et al (2012) in their study on evaluating consumer's positive perceptions towards mobile advertising. Advertising in general can also be perceived to be intentionally misleading, confusing trivial or lacking adequate information. This belief dimension has been derived as Falsity/No Sense (Pollay & Mittal, 1993: Pyun & James. 2011) and Credibility (Wang & Sun, 2010) in the renowned research literature. It has personal consequences as an information source but it also replicates societal costs through deception and cynicism of the mass consumers (Pollay & Mittal. 1993; Pyun & James. 2011). 
The reliance of the consumers on traditional sources, including political trust and convenience were found to be the finest predictors of credibility portrayed online (Johnson & Kaye, 1998). Their findings acknowledged that despite the internet being regarded as credible, there is an unregulated flow of information, which often lacks adequate quality. On the other hand, the internet was also regarded as portraying falsity, lacking credibility accompanied by the highest share of skepticism. Later Moore & Rodgers (2005) attested that most of the college students despite shopping online did not find social media advertising as trustworthy. Moreover, researchers and scholars have asked a lot of questions about what social media really neither meant nor came from the place. 
According to the answers given, social media itself consists of two words "social" and "media". The first word "social" simply states what it says, because you are literally being social on social media sites. While the second word "media" comes from the fact that everything is posted on the web which is a type of media. Therefore, social media is a fitting name for a platform of social interactions amongst people. (Coles. 2015. p. 4) Robbins & Singer (2014. p. 387) state that "social media refers to any technology facilitates the dissemination and sharing of information over the internet”. This definition fits exactly the explanations given by Huang & Chang (2020. p. 1) and Smith (2009. p. 559). 
A further definition from Kaplan & Haenlein, (2010. p. 61) states that social media is a group of Internet-based applications that build the ideological and technological foundations of Web 2.0. and that allow the creation and exchange of User Generated Content. User generated content is describing any content created on any media which is generated by the general public or "ordinary" people (Daugherty et al., 2008. p. 2). These applications are sites like Facebook, Instagram, Twitter, YouTube, and so on. 















The following table below is an example of social media sites and users
	SOCIAL MEDIA SITE
	USERS WORLDWIDE

	Total
(Business Wire. 2022: Datareportal. 2022).
	4.62 billion


	Facebook
(Datareportal. 2022: Statista. 2022e)
	2.91 billion

	Instagram
(Datareportal. 2022: Statista. 2022e)
	1.478 billion


	Twitter
(Datareportal. 2022: Statista. 2022e)
	0.436 billion


	YouTube
(Datareportal. 2022: Statista. 2022e)
	2.562 billion


	TikTok
(Datareportal, 2022: Statista. 2022e)
	1 billion


	Snapchat
(Datareportal. 2022; Statista. 2022e)
	0.557 billion

	WhatsApP
Datareportal. 2022: Statista. 2022e)
	2 billion


	Weixin / WeChat
(Datareportal. 2022: Statista. 2022e)
	1.263 billion


	Telegram
Datareportal. 2022; Statista. 2022e)
	0.55 billion


	Reddit
(Datareportal. 2022; Statista. 2022e) 
	0.43 billion


	Pinterest
(Datareportal. 2022: Statista. 2022e)
	0.444 billion


	Linkedin
(LinkedIn. 2022)
	0.774 billion



Source: Adapted from (InternetWorldStats, 2022; Kemp & WeAreSocial, 2022: SocialBakers. 2022)


CHAPTER THREE
3.0	Research methodology
In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically present the results of a study to the research audience.
3.1	Research design
Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g. using questionnaires with numerically rated items), qualitative research strategies (e.g. using open-ended questions), or both strategies (i.e. mixed methods). As it is often used to describe and explore human behavior, surveys are therefore frequently used in social and psychological research.
3.2	Population of the study
According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender age, sex or specific interest. The emphasis on study population is chat it constitutes of individuals or elements that are homogeneous in description.
This study was carried out to examine the influence of social media advertising on audience preference for foreign product in Nigeria. Though on this our research work we would like to use University Of Ilorin as the case study. Selected student of University Of Ilorin who in one way or the other consumes Bigi soft drinks form the population of the study.


3.3	Size and sampling techniques
	A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size.
Moreover, according to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.
In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of student of Kwara State Polytechnic, the researcher conveniently selected 147 out of the overall population as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.4	Research Instrument
The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives aired at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.5	Validity and Reliability of Instrument
Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his/her intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable.
According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.6	Method of Data Gathering
Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources were the uses of questionnaires while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.7	Method of Data Analysis
The responses were analyzed using the frequency tables, which provided answers to the research questions.


CHAPTER FOUR
DATA ANALYSIS, RESULTS, AND INTERPRETATION
4.1	Introduction
This chapter presents the analysis of the data collected through the administered questionnaire. It includes the interpretation of responses using frequency and percentage tables. The data is categorized into four sections: Demographics, Social Media Usage, Perception of Social Media Advertising, and Preference & Buying Behavior.
Table 4.1: Gender Distribution of the Respondents
	Response
	Frequency
	Percentage

	Male
	79
	54.9%

	Female
	67
	45.1%

	Total
	146
	100%


Source: Administered Questionnaire, 2025
The table above shows that male has 79(54.9%) while female has 67(45.1%). The sample is slightly male dominated with 54.9% s and 45.1% females, suggesting a balanced representation across gender.
Table 4.2: Age Distribution of the Respondents
	Response
	Frequency
	Percentage

	Under 18
	6
	3.4%

	18–25
	46
	31.7%

	26–35
	71
	49.0%

	36–45
	13
	9.0%

	46 and above
	10
	6.9%

	Total
	146
	100%


Source: Administered Questionnaire, 2025
The table above shows that under 18 has 6(3.4%), 18-25 years of age has 46(31.7%), 26-35 years of age has 71(49.9%), 36-45 years of age has 13(9.0%) while 46 and above years of age has 10(6.9%). The majority of respondents (49%) are within the 26–35 age group, indicating a youth-dominated demographic, which aligns with typical social media usage trends.
Table 4.3: Educational Qualification Distribution of the Respondents
	Response
	Frequency
	Percentage

	SSCE/WAEC
	33
	22.6%

	ND/NCE
	47
	32.2%

	HND/B.Sc
	60
	41.1%

	Master’s Degree or Higher
	6
	4.1%

	Total
	146
	100%


Source: Administered Questionnaire, 2025
The table above shows that SSCE/WAEC represents (22.6%), ND/NCE has the total of (32.2%), HND/BSc has (41.1%), while Master’s Degree has (4.1%) Most respondents have tertiary education qualifications, with 41.1% holding HND/B.Sc degrees, suggesting a relatively well-educated sample group.
Table 4.4: Occupation Distribution of the Respondents
	Response
	Frequency
	Percentage

	Student
	38
	26.2%

	Employed
	38
	26.2%

	Self-employed
	61
	42.1%

	Unemployed
	9
	5.5%

	Total
	146
	100%


Source: Administered Questionnaire, 2025
The table shows that Student’s represent 38(26.2%), Employed has 38(26.2%), self-employed represents 61(42.1%) while unemployed has 8(5.5%). The highest portion of respondents (42.1%) is self-employed, which may reflect entrepreneurial tendencies and purchasing power in relation to foreign products.
SECTION B
4.3	Social Media Usage
Table 4.5: Which social media platform(s) do you use regularly?
	Response
	Frequency
	Percentage

	Facebook
	26
	17.8%

	Instagram
	31
	21.2%

	Twitter
	13
	8.9%

	YouTube
	3
	2.1%

	TikTok
	29
	19.9%

	WhatsApp
	44
	30.1%

	Others
	-
	-

	Total
	146
	100%


Source: Administered Questionnaire, 2025
The table shows that Facebook with 25(17.8%) were regularly used Social Media Platform, instagram has 31(21.2%), Twitter has 13(8.9%), Youtube represents 3(2.1%), Tiktok got 29(19.9%) while Whatsapp represents 44(30.1%) regularly Used Social Media Platforms. WhatsApp (30.1%) and Instagram (21.2%) are the most used platforms, followed by TikTok, suggesting these are the best platforms for advertising foreign products. 








Table 4.6: How often do you use social media?
	Response
	Frequency
	Percentage

	Daily
	115
	79.9%

	Weekly
	22
	13.9%

	Occasionally
	8
	5.6%

	Rarely
	1
	0.7%

	Total
	146
	100%







Source: Administered Questionnaire, 2025
Table above indicates Frequency of Social Media Use which Daily use constitutes 115(79.9%), weekly usage has 22(13.9%), occasionally usage is 8(5.6%), rarely use is 1(0.7%). The overwhelming majority of respondents use social media daily (79.9%), indicating high potential exposure to ads.
Table 4.7: Have you ever seen advertisements for foreign products on social media?
	Response
	Frequency
	Percentage

	Yes
	136
	93.8%

	No
	9
	6.2%


Source: Administered Questionnaire, 2025
Respondents that have seen Advertisements for Foreign Products are 136(93.8%) while those that haven’t seen Advertisements for Foreign Products are 9(6.2%). Most respondents (93.8%) have seen foreign product ads on social media, showing a strong presence of such ads in the digital space.


	Response
	Frequency
	Percentage

	Frequently
	78
	53.8%

	Sometimes
	59
	40.7%

	Rarely
	9
	5.5%

	Total
	146
	100


Table 4.8: How frequently do you come across such advertisements?
Source: Administered Questionnaire, 2025
The table above table shows 78(53.8%) frequently see foreign Ads, 59(40.7%) respondents sometimes see foreign Ads, 9(5.5%) rarely see foreign Ads. A combined 94.5% see foreign Ads either frequently or sometimes, demonstrating consistent exposure among users.
SECTION C
4.4	Perception of Social Media Advertising
Table 4.9: Do you pay attention to foreign product ads on social media?
	Response
	Frequency
	Percentage

	Always
	78
	53.8%

	Sometimes
	57
	39.3%

	Rarely
	10
	6.2%

	Never
	1
	0.7%

	Total
	146
	100%


Source: Administered Questionnaire, 2025
The table above shows that 78(53.8%) always pay attention to Foreign Products, 57(39.3%) are sometimes, 10(6.2%) rarely pay attention, while 1(0.7%) never pay attention to Foreign Products. A majority (93.8%) pay attention to foreign product ads at least sometimes, showing their relevance to the audience. 


Table 4.10: Do you find social media ads for foreign products attractive?
	Response
	Frequency
	Percentage

	Strongly Agree
	65
	44.8%

	Agree
	71
	49.0%

	Disagree
	6
	3.4%

	Strongly Disagree
	4
	2.8%

	Total
	146
	100%


Source: Administered Questionnaire, 2025
Respondents with 65(44.8%) strongly agreed finding foreign products attractive, 71(49.0%) agreed, 6(3.4%) disagreed of not finding foreign product attractive, while 4(2.8%) strongly disagreed.  93.8% find foreign product ads attractive, supporting the idea that creative visual advertising drives interest.
Table 4.11: Social media advertising influences my interest in foreign products.
	Response
	Frequency
	Percentage

	Strongly Agree
	62
	42.5%

	Agree
	74
	50.7%

	Disagree
	9
	6.2%

	Strongly Disagree
	1
	0.7%


Source: Administered Questionnaire, 2025
Respondents with 62(42.5%) strongly agreed on influence on interest in Foreign Products, 74(50.7%) agreed, 9(6.2%) disagreed, while 1(0.7%) strongly disagreed. 93.2% agree that social media ads influence their interest in foreign products, demonstrating advertising effectiveness. 




Table 4.12: I believe foreign products are of higher quality due to how they are advertised on social media.
	Response
	Frequency
	Percentage

	Strongly Agree
	61
	42.1%

	Agree
	65
	44.8%

	Disagree
	15
	10.3%

	Strongly Disagree
	5
	2.8%

	Total
	146
	100%


Source: Administered Questionnaire, 2025
Respondents with 61(42.1%) strongly agreed belief in quality due to advertising, 65(44.8%) agreed, 15(10.3%) disagreed, while 5(2.8%) strongly disagreed. A strong majority (86.9%) believe foreign products are high-quality based on how they’re advertised, highlighting the role of branding. 
Table 4.13: I trust foreign brands more when I see positive feedback or influencers promoting them online.
	Response
	Frequency
	Percentage

	Strongly Agree
	55
	37.9%

	Agree
	72
	59.7%

	Disagree
	15
	9.7%

	Strongly Disagree
	4
	2.8%

	Total
	146
	100%


Source: Administered Questionnaire, 2025
Respondents with 55(37.9%) strongly agreed on trust due to influencers and feedback, 72(59.7%) agreed, 15(9.7%) disagreed, while 4(2.8%) strongly disagreed on trust due to influencers and feedback. About 97.6% of respondents express trust in foreign brands due to influencers and online feedback, underscoring social proof's importance.
SECTION D
4.5 Preference and Buying Behavior
Table 4.14: Have you ever purchased a foreign product after seeing it advertised on social media?
	Response
	Frequency
	Percentage

	Yes
	120
	83.3%

	No
	26
	16.7%

	Total
	146
	100%


Source: Administered Questionnaire, 2025
The table above shows that respondents with Yes has 120(83.3%) purchase after seeing Ads while 26(16.7%) choose No. A large number (83.3%) have purchased foreign products after seeing them advertised, proving ad-to-action conversion.
Table 4.15: What type of foreign products do you mostly buy online?
	Product Type
	Frequency
	Percentage

	Fashion/Clothing
	61
	42.1%

	Electronics
	23
	15.9%

	Cosmetics/Skincare
	45
	30.3%

	Food/Drinks
	14
	9.7%

	Others
	3
	2.1%

	Total
	146
	100%


Source: Administered Questionnaire, 2025
61(42.1%) choose fashion/clothing as the most product bought, 23(15.9%) are Electronics, 45(30.3%) are cosmetics/skincare, 14(9.7%) choose foo/drinks, while others has the total of 3(2.1%). Fashion and cosmetics are the top categories influenced by social media ads, aligning with Instagram and TikTok trends.


Table 4.16: Do you prefer foreign products over local ones mainly because of social media?
	Response
	Frequency
	Percentage

	Yes
	89
	61.8%

	No
	44
	30.6%

	Not Sure
	13
	7.6%

	Total
	146
	100%


Source: Administered Questionnaire, 2025
89(61.8%) choose Yes that preference influenced by social media exposure, 44(30.6%) choose No while 13(7.6%) are not sure if preference influenced by social media exposure. 61.8% confirmed that social media exposure influences their preference for foreign products, revealing its persuasive power.
Table 4.17: How would you rate the impact of social media advertising on your buying decisions?
	Response
	Frequency
	Percentage

	Very High
	64
	44.4%

	High
	49
	34.0%

	Moderate
	25
	17.4%

	Low
	7
	3.5%

	None
	1
	0.7%

	Total
	146
	100%


Source: Administered Questionnaire, 2025
Respondents with very high response represents 64(44.4%) impacted on social media on by buying decision, 49(34.0%) represents high response, 25(17.4%) are moderate, 7(3.5%) are low while 1(0.7%) choose none. Most respondents (78.4%) rate the impact as high or very high, confirming social media’s strong influence on purchasing behavior.

Table 4.18: Would you recommend a foreign product to someone based on what you saw on social media?
	Response
	Frequency
	Percentage

	Yes
	112
	77.8%

	No
	34
	22.2%

	Total
	146
	100%


Source: Administered Questionnaire, 2025
112(77.8%) choose Yes that recommendation based on social media Ads while 34(22.2%) choose No that recommendation based on social media Ads.77.8% would recommend foreign products based on what they saw online, demonstrating the power of word-of-mouth marketing via social media.
4.6	Analysis of Research Question
Research Question 1: How frequently do students use social media platforms where foreign products are advertised?
Relevant Questionnaire Items:
· Q6: Which social media platforms do you use regularly?
· Q7: How often do you use social media?
Data Reference:
· WhatsApp (30.1%), Instagram (21.2%), and TikTok (19.9%) are the most used platforms.
· 79.9% of respondents use social media daily, with an additional 13.9% weekly.
Interpretation
The vast majority of students use social media frequently, especially platforms like WhatsApp, Instagram, and TikTok platforms heavily used for marketing foreign products. This means students are consistently and regularly exposed to digital content, including ads.


Research Question 2: How exposed are students to foreign product advertisements on social media?
Relevant Questionnaire Items:
· Q8: Have you ever seen advertisements for foreign products on social media?
· Q9: How frequently do you come across such advertisements?
Data Reference:
· 93.8% have seen ads for foreign products.
· 53.8% frequently and 40.7% sometimes encounter these ads.
Interpretation:
Exposure to foreign product advertisements is very high. Nearly all students see these ads, with over 94.5% encountering them regularly. This shows that foreign brands are effectively reaching their target audience through social media.
Research Question 3: What is the perception of social media advertising of foreign products among students?
Relevant Questionnaire Items:
· Q10: Do you pay attention to foreign product ads?
· Q11: Do you find foreign product ads attractive?
· Q12: Does advertising influence your interest?
· Q13: Do you believe in the quality of foreign products due to ads?
· Q14: Do you trust products promoted by influencers?
Data Reference:
· 93.8% pay attention to foreign product ads at least sometimes.
· 93.8% find the ads attractive.
· 93.2% agree that the ads influence their interest.
· 86.9% believe foreign products are higher quality due to advertising.
· 97.6% trust foreign brands endorsed by influencers.


Interpretation:
Students perceive foreign product ads very positively. Visual appeal, trust created by influencers, and belief in product quality driven by advertisement style all contribute to a favorable view, increasing the likelihood of engagement and brand loyalty.
Research Question 4: How does social media advertising influence preference for foreign over local products?
Relevant Questionnaire Items:
· Q15: Have you purchased foreign products after seeing an ad?
· Q16: What types of foreign products do you buy?
· Q17: Do you prefer foreign products due to social media exposure?
Data Reference:
· 83.3% have bought foreign products after seeing social media ads.
· Most purchased items: Fashion/Clothing (42.1%), Cosmetics/Skincare (30.3%).
· 61.8% say they prefer foreign products because of social media exposure.
Interpretation:
There’s a clear link between social media advertising and students' preference for foreign products. Aesthetically marketed categories like fashion and beauty see the most influence. Social media acts as a major driver of consumer preference and purchasing behavior.
Research Question 5: To what extent does social media advertising affect buying decisions and recommendations?
Relevant Questionnaire Items:
· Q18: How would you rate the impact on buying decisions?
· Q19: Would you recommend products seen in ads?
Data Reference:
· 78.4% say the impact of ads on their buying decisions is high or very high.
· 77.8% would recommend a foreign product they saw in a social media ad.
Interpretation:
Social media doesn’t just affect individual purchase behavior but also influences peer recommendations and word-of-mouth marketing. Students are not only buyers but also informal promoters of foreign products.
4.7	Discussion of Findings
The purpose of this study was to assess the extent to which social media advertising influences audience preferences for foreign products, using the University of Ilorin as a case study. The findings revealed compelling insights that affirm the significant role social media plays in shaping consumer attitudes, preferences, and behaviors toward foreign products.
4.7.1	High Level of Social Media Usage among Respondents
The findings show that a large proportion of respondents (79.9%) use social media daily, with WhatsApp (30.1%), Instagram (21.2%), and TikTok (19.9%) being the most commonly used platforms. This supports existing literature that identifies social media as a dominant communication tool among young adults and working professionals (Smith, 2021). Given the high frequency of use, exposure to advertisements on these platforms is almost unavoidable, increasing the potential for influence.
4.7.2	Widespread Exposure to Foreign Product Advertisements
An overwhelming 93.8% of respondents confirmed that they have seen foreign product advertisements on social media, and 94.5% see such advertisements frequently or sometimes. This finding suggests that foreign brands have successfully penetrated digital advertising spaces targeting Nigerian audiences. It also implies that social media platforms are a preferred medium for global companies seeking to access emerging markets like Nigeria.
4.7.3	Positive Perception of Social Media Advertising
More than 90% of respondents indicated that they pay attention to foreign product ads on social media. Additionally, 93.8% found the ads attractive, and 93.2% agreed that such ads influence their interest in foreign products. These responses affirm that well-designed and engaging advertisements on platforms like Instagram and TikTok play a critical role in stimulating curiosity and interest among potential buyers.
This aligns with Kotler & Keller’s (2016) assertion that advertising content must be emotionally engaging and visually stimulating to drive consumer interest. The high aesthetic and creative appeal of foreign product ads likely explains the respondents' positive perception and attention toward them.
4.7.4	Influence on Perception of Quality and Brand Trust
The study also found that 86.9% of respondents believe foreign products are of higher quality due to how they are presented in social media ads. Furthermore, 97.6% expressed trust in foreign brands when these products are endorsed by influencers or receive positive feedback online. This reinforces the idea that social proof, influencer marketing, and user-generated content significantly boost trust and credibility for foreign brands (Kaplan & Haenlein, 2010).
4.7.5	Conversion of Interest to Purchase Behavior
A striking 83.3% of respondents acknowledged purchasing a foreign product after seeing it advertised on social media. This finding underscores the persuasive power of digital advertising and its ability to convert awareness into action. The most frequently purchased categories include fashion/clothing (42.1%) and cosmetics/skincare (30.3%), which are products often marketed through influencer-driven visual content.
4.7.6	Preference Driven by Social Media Exposure
61.8% of respondents stated that they prefer foreign products over local ones primarily due to social media exposure. This suggests that the constant visibility, aesthetic appeal, and perceived quality of foreign goods in digital ads have contributed to a shift in consumer loyalty. Local brands may need to enhance their digital presence and competitiveness to retain domestic market share.
4.7.7	High Impact on Decision-Making and Recommendations
Most respondents (78.4%) rated the influence of social media advertising on their buying decisions as high or very high. Moreover, 77.8% indicated they would recommend a foreign product based on what they saw on social media. This reflects the viral and peer-to-peer nature of social media platforms, where users not only consume content but also redistribute it, creating a ripple effect that extends beyond the initial ad campaign.
CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary 
This study investigated the assessing the influence of social media advertising on audience preference for foreign products, using the University of Ilorin as a case study. The research was guided by the need to understand how digital advertising—particularly through platforms like WhatsApp, Instagram, and TikTok influences the awareness, perception, trust, and purchasing behavior of Nigerian students toward foreign brands.
In Chapter One, the background introduced the growing role of social media in shaping consumer behavior, emphasizing its influence on foreign product preference among digital audiences. The study aimed to determine the extent of this influence, identify the most visible ad formats, and explore whether consumers prefer foreign products over local alternatives due to social media exposure. It posed four key research questions and outlined objectives such as assessing ad exposure, determining preference trends, and evaluating the impact of influencer marketing.
Chapter Two reviewed related literature on digital advertising, consumer psychology, and the role of influencer marketing. It also examined the theoretical frameworks supporting the study, including the mediation of reality theory, theory of magic of the meaning, theory of the hidden message, both of which explain how users interpret and act on media content.
Chapter Three detailed the methodology adopted for the study. A quantitative research design was used, and data was collected through structured questionnaires administered to 146 respondents. The sampling technique ensured that participants were representative of the university's student population, particularly active social media users.
In Chapter Four, the data was analyzed using frequency and percentage tables. Major findings include:
· Social Media Usage: 79.9% of respondents use social media daily, with WhatsApp, Instagram, and TikTok being the most popular platforms.
· Ad Exposure: 93.8% have seen foreign product ads, and 94.5% encounter them frequently or sometimes.
· Perception and Engagement: A large majority (93.8%) find these ads attractive, while 93.2% agree they influence their interest.
· Perceived Quality and Trust: 86.9% of students believe foreign products are of higher quality due to their portrayal in ads, and 97.6% trust such products more when promoted by influencers.
· Consumer Behavior: 83.3% have purchased a foreign product after seeing it advertised, with fashion and cosmetics being the top categories.
· Preference and Influence: 61.8% say their preference for foreign products is shaped by social media ads.
· Peer Influence: 77.8% would recommend a product based on what they saw online, indicating the power of word-of-mouth marketing via social platforms.
5.2	Conclusion
This research set out to examine the influence of social media advertising on audience preference for foreign products, focusing on students of the University of Ilorin as a case study. The findings from this study have demonstrated that social media is not just a platform for communication and entertainment, but also a powerful marketing and consumer behavior-shaping tool.
The study found that the majority of students are active social media users, with daily engagement levels exceeding 79%. This high level of usage provides a fertile ground for advertisers to reach consumers particularly younger audiences who are more digitally inclined. Among the platforms, WhatsApp, Instagram, and TikTok emerged as the most influential, making them prime spaces for advertising foreign products.
A significant 93.8% of respondents had seen foreign product advertisements online, with most encountering them frequently. This widespread exposure indicates a strong digital presence of foreign brands, often outpacing local competitors. More importantly, the study found that this exposure translates into interest and trust. Students reported being drawn to ads that were visually appealing, endorsed by influencers, or accompanied by customer reviews—demonstrating the importance of aesthetics, credibility, and social proof in building brand preference.
Furthermore, the research revealed that social media advertising affects consumer perception, with over 86% believing that foreign products are of higher quality due to their portrayal in digital ads. Trust in products increases substantially when they are promoted by influencers or receive positive online feedback. This reflects the transformative role of influencer marketing in consumer decision-making, especially among youth.
Most notably, these perceptions are not just passive they translate into action. A large proportion of respondents (83.3%) had purchased foreign products after seeing them advertised on social media, particularly in the fashion and cosmetics categories. Additionally, 61.8% admitted that their preference for foreign goods is largely shaped by what they see on social media, while 78.4% stated that such advertisements significantly influenced their buying decisions. This reinforces the idea that social media marketing not only creates awareness but also drives conversion and consumer loyalty.
In essence, this study confirms that social media advertising is a powerful influencer of consumer preference and behavior, especially when targeting younger, tech-savvy demographics like students. The combination of frequent usage, emotional engagement, aesthetic attraction, and social influence has made platforms like Instagram and TikTok strategic tools for brand penetration and customer retention. Foreign brands have leveraged this effectively. However, local brands must also recognize this trend and adapt by improving their digital content strategies.



5.3	Recommendations
Based on the findings of this study, the following recommendations are offered:
1. Foreign Brands Should Leverage Influencer Marketing: Brands targeting Nigerian youth should collaborate with trusted local influencers to build credibility and generate interest.
2. Local Brands Must Improve Digital Advertising: To compete with foreign products, local brands must invest in high-quality, creative, and relatable social media content.
3. Targeted Advertising Is Essential: Advertisers should tailor their messages to specific audience segments based on age, interest, and platform preferences.
4. Encourage User-Generated Content and Reviews: Brands can build consumer trust by showcasing authentic customer reviews and encouraging satisfied buyers to share their experiences online.
5. Educational Campaigns on Consumer Awareness: Regulatory agencies and local manufacturers should promote awareness about supporting local products and highlight their benefits in digital campaigns.
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APPENDIX
Department of Mass Communication,
Institute of Information, Communication and Technology
Kwara State Polytechnic, Ilorin.


Dear Respondents,
I am a final year student of the Department of Mass Communication, Institute of Information, Communication and Technology, Kwara State Polytechnic, Ilorin, conducting a research on “INFLUENCE OF SOCIAL MEDIA ADVERTISING ON AUDIENCE PREFERENCE FOR FOREIGN PRODUCTS: A CASE STUDY OF UNIVERSITY OF ILORIN”. Please kindly help me to complete the attached question as objectively as possible and assumed that information provided will be treated with utmost confidentiality.


Yours faithfully,


_______________
Omotosho Tope Ruth
HND/23/MAC/FT/0127
QUESTIONNAIRES
INSTRUCTION: Please tick (√) the answer you choose appropriate. 
Project Topic: Influence of Social Media Advertising on Audience Preference for Foreign Products
(A Case Study of University of Ilorin)
SECTION A: DEMOGRAPHIC INFORMATION
1. Gender
   - [ ] Male
   - [ ] Female
2. Age
   - [ ] Under 18
   - [ ] 18–25
   - [ ] 26–35
   - [ ] 36–45
   - [ ] 46 and above
3. Educational Qualification
   - [ ] SSCE/WAEC
   - [ ] ND/NCE
   - [ ] HND/B.Sc
   - [ ] Master’s Degree or higher
4. Occupation
   - [ ] Student
   - [ ] Employed
   - [ ] Self-employed
   - [ ] Unemployed
5. Monthly Income (if applicable)
   - [ ] Below ₦20,000
   - [ ] ₦20,000–₦50,000
   - [ ] ₦51,000–₦100,000
   - [ ] ₦101,000 and above
SECTION B: SOCIAL MEDIA USAGE
6. Which social media platform(s) do you use regularly? (You may tick more than one)
   - [ ] Facebook
   - [ ] Instagram
   - [ ] Twitter/X
   - [ ] YouTube
   - [ ] TikTok
   - [ ] WhatsApp
   - [ ] Others (Please specify): ____________
7. How often do you use social media?
   - [ ] Daily
   - [ ] Weekly
   - [ ] Occasionally
   - [ ] Rarely
8. Have you ever seen advertisements for foreign products on social media?
   - [ ] Yes
   - [ ] No
9. How frequently do you come across such advertisements?
   - [ ] Very Frequently
   - [ ] Frequently
   - [ ] Sometimes
   - [ ] Rarely
SECTION C: PERCEPTION OF SOCIAL MEDIA ADVERTISING
10. Do you pay attention to foreign product ads on social media?
   - [ ] Always
   - [ ] Sometimes
   - [ ] Rarely
   - [ ] Never
11. Do you find social media ads for foreign products attractive?
   - [ ] Strongly Agree
   - [ ] Agree
   - [ ] Disagree
   - [ ] Strongly Disagree
12. Social media advertising influences my interest in foreign products.
   - [ ] Strongly Agree
   - [ ] Agree
   - [ ] Disagree
   - [ ] Strongly Disagree
13. I believe foreign products are of higher quality due to how they are advertised on social media.
   - [ ] Strongly Agree
   - [ ] Agree
   - [ ] Disagree
   - [ ] Strongly Disagree
14. I trust foreign brands more when I see positive feedback or influencers promoting them online.
   - [ ] Strongly Agree
   - [ ] Agree
   - [ ] Disagree
   - [ ] Strongly Disagree
SECTION D: PREFERENCE AND BUYING BEHAVIOR
15. Have you ever purchased a foreign product after seeing it advertised on social media?
   - [ ] Yes
   - [ ] No
16. What type of foreign products do you mostly buy online?
   - [ ] Fashion/Clothing
   - [ ] Electronics
   - [ ] Cosmetics/Skincare
   - [ ] Food/Drinks
   - [ ] Others (Please specify): ___________
17. Do you prefer foreign products over local ones mainly because of social media exposure?
   - [ ] Yes
   - [ ] No
   - [ ] Not sure
18. How would you rate the impact of social media advertising on your buying decisions?
   - [ ] Very High
   - [ ] High
   - [ ] Moderate
   - [ ] Low
   - [ ] None
19. Would you recommend a foreign product to someone based on what you saw on social media?
   - [ ] Yes
   - [ ] No
20. Any comments or suggestions about how social media ads affect your product preferences?
   ________________________________________________________________________
   ________________________________________________________________________

