EFFECT OF SOCIAL MEDIA MARKETING ON CONSUMER PURCHASE DECISION IN KWARA STATE


By
TOYIN, Funmilayo Destiny
HND/23/BAM/FT/0043


BEING A PROJECT SUBMITTED TO THE DEPARTMENT OF BUSINESS ADMINISTRATION AND MANAGEMENT, INSTITUTE OF FINANCE AND MANAGEMENT STUDIES, KWARA STATE POLYTECHNIC, ILORIN.


IN PARTIAL FULFILLMENT OF THE REQUIREMENTS FOR THE AWARD OF HIGHER NATIONAL DIPLOMA (HND) IN BUSINESS ADMINISTRATION AND MANAGEMENT
MAY, 2025

CERTIFICATION
This project has been read and approved as meeting the part of requirements for the award of Higher National Diploma (HND) in Business Administration and Management, Institute of Finance and Management Studies, Kwara State Polytechnic, Ilorin.

__________________				__________________
MR. SAKA T.A						DATE
(Project Supervisor)


__________________				__________________
MR. UMAR B.A						DATE
(Project Coordinator)



___________________				__________________
MR. ALAKOSO I.K						DATE
(Head of Department)



_____________________				__________________
(External Examiner)						DATE


DEDICATION 
	This project is dedicated to Almighty God and to my wonderful parent

















ACKNOWLEDGEMENT 
I would like to express my sincere gratitude to all those who contributed to the successful completion of this project.
First and foremost, I thank Almighty God for His guidance, strength, and grace throughout this project.
I am deeply grateful to my supervisor, Mr. Saka T.A, for his valuable support, insightful guidance, and constant encouragement throughout the course of this work.
My heartfelt thanks go to my dear parents, Mr. and Mrs. Toyin Diko, as well as my friends and family, for their financial support, moral support, prayers, and encouragement. Your unwavering belief in me played a significant role in the successful completion of this project.
Finally, I appreciate everyone who, in one way or another, contributed to the success of this project. Your help and support have been truly invaluable.
Thank you all.






TABLE OF CONTENTS
Title Page									
Certification								
Dedication								
Acknowledgements	
Abstract						
Table of contents
CHAPTER ONE: INTRODUCTION 					
1.1 Background  to the study 						
1.2 Statement of the problem 					
1.3 Research Questions						
1.4 Objectives of the study 						
1.5 Research Hypotheses						
1.6 Significance of the Study						
1.7 Scope of the study 					
CHAPTER TWO: LITERATURE REVIEW
2.0	Introduction								
2.1	Conceptual Clarification
2.1.1	Concept of Social Media
2.1.2	Concept of Social Media Marketing
2.1.3	Consumer Purchase Decision Process
2.1.4	Benefit of Social Media Marketing
2.1.5	Dimensions of Social Media Marketing
2.1.6	Dimensions of Consumer Purchase Decision 		
2.2	Theoretical Framework
2.2.1	Technology Acceptance Model (TAM)
2.2.2	Theory of Reasoned Action
2.2.3	Hierarchy of Effects Model 
2.3	Empirical Review
CHAPTER THREE: METHODOLOGY
3.1	Introduction								
3.2	Research design							
3.3	Population of the study						
3.4	Sample Size and sampling techniques 				
3.5	Method of Data Collection 					
3.6 	Instrument of Data Collection					
3.7 	Method of Data Analysis					
CHAPTER FOUR: PRESENTATION AND ANALYSIS OF DATA 
4.1 	Introduction							
4.2	Data Presentation, analysis and interpretation of data		
4.3	Discussion of Findings						
CHAPTER FIVE: SUMMARY, CONCLUSION AND RECOMMENDATIONS 
5.1	Summary 							
5.2	Recommendations						
5.3	Conclusion							
Reference 	












ABSTRACT
This study investigates the impact of social media marketing on consumer purchase decisions in Kwara State, focusing on dimensions such as content quality, advertising frequency, and social media engagement. Using a survey of 154 respondents, the research examines how these marketing factors influence brand awareness, purchase intentions, and brand loyalty. The findings reveal that effective social media marketing significantly enhances consumer engagement and positively affects their buying behavior. The study concludes that businesses leveraging quality content and consistent engagement can improve consumer loyalty and purchase intentions. Recommendations include optimizing content strategies, balancing advertising frequency, and fostering interactive consumer engagement to boost marketing effectiveness in the region.
Keywords: Social Media Marketing, Consumer Purchase Decision, Content Quality, Advertising Frequency, Social Media Engagement, Brand Awareness, Purchase Intentions, Brand Loyalty
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CHAPTER ONE
INTRODUCTION
1.1	Background to the Study
Social media marketing has emerged as a crucial tool in the modern business landscape, transforming how organizations communicate with customers and influence their purchasing behavior. With the increasing penetration of the internet and the rapid adoption of social networking platforms, businesses are leveraging platforms such as Facebook, Instagram, Twitter, and TikTok to reach diverse audiences. Over 4.9 billion people globally use social media, making it an effective channel for businesses to promote their products and services. In Nigeria, where internet usage has grown significantly, companies are adopting social media marketing strategies to enhance customer engagement and improve purchase decisions.
The effectiveness of social media marketing lies in its ability to provide interactive and engaging content tailored to consumer preferences. Studies show that the quality of content, advertising frequency, and influencer endorsements can significantly influence consumer attitudes and decisions (Kotler & Keller, 2021). Through well-crafted social media campaigns, businesses can improve brand awareness, build trust, and foster brand loyalty, which are critical components of the consumer purchase decision-making process. In Kwara State, where many businesses are adopting digital marketing, social media has become a vital tool for reaching a younger, tech-savvy demographic.
[bookmark: _GoBack]Consumer purchase decisions are often influenced by a combination of cognitive and emotional factors, and social media provides a platform for both. For instance, advertisements on social media platforms often use visually appealing content and emotional narratives to capture attention and influence buying behavior. Research by Smith and Zook (2020) highlights that personalized advertisements and recommendations on social media can increase the likelihood of consumers purchasing a product. This highlights the strategic role of social media marketing in shaping consumer preferences and driving sales in competitive markets.
Despite its benefits, social media marketing also presents challenges, including oversaturation of content, privacy concerns, and the risk of misleading advertisements. Consumers are often bombarded with a vast amount of promotional material, which can lead to decision fatigue and skepticism toward certain brands (Chaffey, 2022). Additionally, the credibility of social media influencers, a key component of many marketing strategies, can affect the success of campaigns. In Kwara State, the effectiveness of social media marketing in influencing consumer behavior may vary depending on factors such as cultural values, trust in brands, and economic constraints.
This study aims to explore the effect of social media marketing on consumer purchase decisions in Kwara State, focusing on specific aspects such as content quality, advertising frequency, and social media engagement. By examining these factors, the research seeks to provide insights into how businesses in Kwara State can optimize their marketing strategies to influence consumer behavior effectively. 
1.2	Statement of the Problem
Social media marketing has revolutionized consumer engagement, providing businesses with a dynamic platform to influence purchasing decisions. Research suggests that social media enhances brand visibility, fosters consumer interaction, and facilitates personalized marketing strategies (Autio, 2020). However, despite its widespread adoption, the effectiveness of social media marketing in driving actual consumer purchases remains a subject of debate. Many consumers rely on online reviews, influencer endorsements, and targeted advertisements, yet concerns about misinformation and data privacy persist (Kostov, 2020). These factors create uncertainty regarding the extent to which social media marketing directly impacts consumer behavior.
Furthermore, the overwhelming volume of digital content presents challenges for businesses attempting to capture consumer attention. Studies indicate that while social media marketing can enhance brand awareness, its influence on long-term consumer loyalty and purchasing decisions varies across demographics and industries (Agarwal et al., 2020). The rapid evolution of social media platforms necessitates continuous adaptation of marketing strategies to maintain relevance and engagement. Understanding these complexities is crucial for businesses seeking to optimize their digital marketing efforts and maximize consumer conversion rates.
1.3	Research Questions
i. To what extent does content quality affect brand awareness
ii. To what extent does advertising frequency influence purchase intention?
iii. What is the effect of social media engagement on brand loyalty?
1.4	Objectives of the Study
The general objectives of this study is to examine the effect of social media marketing on consumer purchase decision.
The specific objectives are to:
i. examine the effect of content quality on brand awareness.
ii. assess the influence of advertising frequency on purchase intention.
iii. examine the impact of social media engagement on brand loyalty.
1.5	Research Hypothesis
Research Hypothesis
H₀₁: Content quality has no significant effect on brand awareness. 
H₀₂: Advertising frequency has no significant influence on purchase intention.
H₀₃: Social media engagement has no significant impact on brand loyalty.
1.6	Significance of the Study
The significance of this study lies in its ability to provide valuable insights into how social media marketing influences consumer purchase decisions. As digital platforms continue to evolve, businesses must understand the effectiveness of social media strategies in shaping consumer behavior. This research will help marketers optimize their approaches by identifying key factors that drive engagement, brand loyalty, and purchasing decisions. By analyzing consumer interactions with social media advertisements, influencer endorsements, and online reviews, businesses can refine their marketing techniques to enhance customer satisfaction and increase sales.
Additionally, this study contributes to academic knowledge by addressing gaps in existing literature on digital marketing and consumer behavior. It offers a localized perspective on how social media marketing impacts purchasing decisions within a specific demographic, providing relevant data for businesses operating in Kwara State. The findings can serve as a foundation for future research, guiding policymakers and business owners in developing effective digital marketing strategies. Understanding these dynamics will enable businesses to leverage social media as a powerful tool for customer engagement and market expansion.
1.7	Scope of the Study
The scope of this study focuses on examining the effect of social media marketing on consumer purchase decisions in Kwara State, specifically analyzing how digital engagement, influencer endorsements, and targeted advertisements impact buying behavior. It explores key factors such as content quality, advertising frequency, and social media engagement influence consumer behavior, including brand awareness, purchase intention, actual purchase behavior, and brand loyalty. The research will assess various social media platforms and their effectiveness in shaping purchasing patterns, providing insights for businesses to optimize their marketing strategies








CHAPTER TWO
LITERATURE REVIEW
2.0 	INTRODUCTION
This chapter presents a comprehensive review of existing literature related to the impact of social media marketing on consumer purchase decisions. It explores the conceptual framework of the study, defining key concepts such as social media marketing and consumer purchase behavior, along with their associated proxies. The chapter also discusses relevant theoretical perspectives that support the study, such as the Technology Acceptance Model and the Consumer Decision-Making Theory. Furthermore, it examines empirical studies that highlight the relationship between various components of social media marketing such as content quality, advertising frequency, and engagement and consumer outcomes like brand awareness, purchase intention, and loyalty. Finally, the chapter identifies gaps in the literature, particularly within the Nigerian and Kwara State context, thereby justifying the need for the present study.
2.1	CONCEPTUAL CLARIFICATIONS
Conceptual clarification involves defining and explaining the key concepts used in a study to ensure a clear and shared understanding of their meanings. It helps to eliminate ambiguity and provides a solid foundation for discussing how these concepts are operationalized within the research. In this study, essential concepts such as social media marketing, consumer purchase decision, content quality, advertising frequency, and brand loyalty will be clearly defined to establish their contextual relevance. This approach not only enhances the clarity of the study but also aligns the theoretical framework, research objectives, and hypotheses, ensuring a cohesive and focused investigation.
2.1.1	Concept of Social Media
Social media refers to digital platforms that enable users to create, share, and interact with content in real-time. It has evolved from simple networking sites to complex ecosystems that facilitate communication, marketing, entertainment, and social activism. Social media platforms such as Facebook, Twitter, Instagram, and TikTok have transformed how individuals and businesses engage with audiences, fostering global connectivity and information exchange (Jegeni, 2019).
The concept of social media is rooted in Web 2.0 technologies, which emphasize user-generated content and interactive communication. Unlike traditional media, social media allows for two-way engagement, enabling users to participate in discussions, share opinions, and collaborate on content creation. Research highlights that social media has significantly influenced consumer behavior, political discourse, and digital marketing strategies, making it a crucial tool for businesses and individuals alike (Tao, 2015).
Social media also plays a vital role in shaping public opinion and social movements. Platforms like Twitter and Facebook have been instrumental in mobilizing communities, spreading awareness, and influencing policy decisions. Studies indicate that social media fosters digital activism by providing a space for marginalized voices and facilitating collective action (Wolf et al., 2018). However, concerns about misinformation, privacy, and digital addiction have prompted discussions on ethical usage and regulatory measures.
Furthermore, the integration of artificial intelligence and data analytics has enhanced social media’s ability to personalize content and target audiences effectively. Algorithms analyze user behavior to curate feeds, recommend content, and optimize advertising strategies. While this has improved user engagement, it has also raised concerns about data privacy and algorithmic bias (Jegeni, 2019).
2.1.2	Concept of Social media marketing
Social media marketing (SMM) refers to the strategic use of social media platforms to promote products, services, and brands, fostering engagement and customer relationships. It has become an essential component of digital marketing, leveraging platforms such as Facebook, Instagram, Twitter, LinkedIn, and TikTok to reach target audiences effectively (Li, Larimo, & Leonidou, 2020). Unlike traditional marketing, SMM enables businesses to interact directly with consumers, creating personalized experiences and fostering brand loyalty through real-time engagement.
One of the core aspects of social media marketing is content creation, which includes text, images, videos, and interactive media designed to capture audience attention. Research indicates that high-quality, engaging content significantly influences consumer behavior and purchase decisions. Additionally, influencer marketing has emerged as a dominant trend within SMM, where brands collaborate with social media influencers to enhance credibility and expand their reach (Joshi, Lim, Jagani, & Kumar, 2023).
Social media marketing strategies can be categorized into organic and paid approaches. Organic SMM involves building brand awareness through regular posting, community engagement, and user-generated content, while paid SMM includes targeted advertisements and sponsored posts to maximize visibility. Studies suggest that businesses that integrate both strategies achieve higher customer retention and conversion rates (Bashar, Wasiq, Nyagadza, & Maziriri, 2024).
Data analytics and artificial intelligence play a crucial role in optimizing social media marketing efforts. Advanced algorithms analyze user behavior, preferences, and engagement patterns to deliver personalized content and advertisements, improving marketing efficiency. However, ethical concerns regarding data privacy and algorithmic bias have prompted discussions on responsible social media marketing practices (Joshi, Lim, Jagani, & Kumar, 2023). Overall, social media marketing continues to evolve, shaping digital interactions and influencing consumer behavior. As businesses adapt to emerging trends, understanding the impact of SMM on brand engagement and customer retention remains essential for sustainable growth (Bashar, Wasiq, Nyagadza, & Maziriri, 2024).
2.1.3	Consumer Purchase Decision Process
The consumer purchase decision process refers to the series of steps a consumer goes through when deciding to buy a product or service. This process helps marketers understand how consumers make choices and what factors influence their purchasing behavior. According to Kotler and Keller (2022), the process typically consists of five key stages:
1. Problem Recognition: This is the initial stage where the consumer identifies a need or a problem that requires a solution. For example, a consumer may realize they need a new phone because their current one is outdated or malfunctioning.
2. Information Search: Once the need is recognized, the consumer seeks information about potential solutions. This can involve searching online, consulting friends, or reading reviews. Social media plays a significant role at this stage, as consumers often look at product reviews, influencer recommendations, or brand posts.
3. Evaluation of Alternatives: After gathering information, the consumer compares different products or services based on features, prices, quality, and personal preferences. During this stage, social media advertisements and user-generated content can influence the perception of various options.
4. Purchase Decision: At this stage, the consumer decides to buy a specific product or service. Factors like promotions, discounts, and positive reviews on social media may encourage the final decision. However, external factors such as availability and peer opinions can still impact the purchase.
5. Post-Purchase Behavior: After making a purchase, the consumer evaluates the product based on their expectations. If satisfied, they may become loyal customers and recommend the product to others. On the other hand, dissatisfaction may lead to negative reviews or complaints, especially on social media platforms.
2.1.4	The Benefit of Social Media Marketing 
1. Increased Brand Recognition 
Every opportunity you have to syndicate your content and increase your visibility is valuable. Your social media networks are just new channels for your brand’s voice and content. This is important because it simultaneously makes you easier and more accessible for new customers, and makes you more familiar and recognizable for existing customers. For example, a frequent Twitter user could hear about your company for the first time only after stumbling upon it in a newsfeed. Or, an otherwise apathetic customer might become better acquainted with your brand after seeing your presence on multiple networks.
2. Improved Brand Loyalty 
According to a report published by Texas Tech University, brands who engage on social media channels enjoy higher loyalty from their customers. The report concludes ―Companies should take advantage of the tools social media gives them when it comes to connecting with their audience. A strategic and open social media plan could prove influential in morphing consumers into being brand loyal.‖ Another study published by Convince & Convert found that 53% of Americans who follow brands in social are more loyal to those brands.
3. More Opportunities to Convert 
Every post you make on a social media platform is an opportunity for customers to convert. When you build a following, you’ll simultaneously have access to new customers, recent customers, and old customers, and you’ll be able to interact with all of them. Every blog post, image, video, or comment you share is a chance for someone to react, and every reaction could lead to a site visit, and eventually a conversion. Not every interaction with your brand results in a conversion, but every positive interaction increases the likelihood of an eventual conversion. Even if your click-through rates are low, the sheer number of opportunities you have on social media is significant.


4. Higher Brand Authority 
Interacting with your customers regularly is a show of good faith for other customers. When people go to compliment or brag about a product or service, they turn to social media. And when they post your brand name, new audience members will want to follow you for updates. The more people that are talking about you on social media, the more valuable and authoritative your brand will seem to new users. Not to mention, if you can interact with major influencers on Twitter or other social networks, your visible authority and reach will skyrocket.
5. Improved Customer Insights 
Social media also gives you an opportunity to gain valuable information about what your customers are interested in and how they behave, via social listening. For example, you can monitor user comments to see what people think of your business directly. You can segment your content syndication lists based on topic and see which types of content generate the most interest and then produce more of that type of content. You can measure conversions based on different promotions posted on various social media channels and eventually find a perfect combination to generate revenue. (www.forbes.com)
2.1.5	Dimensions of Social Media Marketing
Content Quality:
Content quality refers to the relevance, clarity, and attractiveness of the information shared by brands on social media platforms. High-quality content is visually appealing, informative, and tailored to the target audience’s needs, effectively capturing their attention and encouraging engagement. According to Khan and Malik (2024), well-crafted content fosters brand credibility and enhances consumer trust, leading to increased brand awareness and a higher likelihood of purchase. This includes the use of eye-catching visuals, informative videos, engaging captions, and persuasive messaging that resonate with potential buyers.
Advertising Frequency:
Advertising frequency denotes the number of times a consumer is exposed to a brand’s promotional content on social media within a specific period. Frequent exposure to advertisements helps reinforce brand recall and keeps the product at the forefront of consumers’ minds, thus influencing their purchase decisions (Zhang & Lee, 2023). However, excessive advertising can lead to ad fatigue, resulting in negative perceptions and a potential decline in brand loyalty. Therefore, marketers must strike a balance between maintaining visibility and avoiding consumer annoyance.
Social Media Engagement:
Social media engagement involves the level of interaction between a brand and its audience through likes, shares, comments, and direct messages. Engagement serves as a key indicator of brand affinity and consumer interest, as interactive posts encourage users to participate and express opinions (Chen et al., 2024). Higher engagement levels not only increase visibility but also foster a sense of community, which can positively influence purchase decisions. For instance, responding promptly to customer queries and encouraging user-generated content can significantly enhance brand perception.
Influencer Marketing:
Influencer marketing leverages individuals with a substantial following to promote products or services on social media. These influencers act as trusted voices, and their endorsements can significantly impact consumer purchasing behavior (Davis & Park, 2024). By aligning with influencers whose values and audience align with the brand, companies can effectively expand their reach, build credibility, and drive sales. However, the authenticity of the influencer and the relevance of the product to their followers play a critical role in determining the effectiveness of such campaigns.
2.1.6	Dimensions of Consumer Purchase Decision
Brand Awareness:
Brand awareness refers to the extent to which consumers can recognize and recall a brand or product. It is a critical first step in the purchase decision process, as consumers are more likely to consider brands they are familiar with. According to Lin and Wu (2025), social media platforms provide ample opportunities for brands to increase visibility through targeted ads, branded content, and viral marketing. Higher brand awareness can significantly impact consumer choices, positioning the brand as a top-of-mind option during purchase deliberation.
Purchase Intention:
Purchase intention represents a consumer’s predisposition to buy a particular product or service based on perceived value, quality, or necessity. Social media marketing plays a crucial role in shaping purchase intentions through persuasive messaging, product demonstrations, and special offers (Nguyen, 2024). Positive online reviews, influencer endorsements, and limited-time promotions can create urgency, thus nudging consumers closer to making a purchase.


Actual Purchase Behavior:
Actual purchase behavior involves the completion of a transaction, reflecting the conversion of purchase intention into action. Social media platforms facilitate this stage through shoppable posts, direct links to e-commerce websites, and personalized recommendations (Ahmed & Bello, 2024). The ease of transaction, coupled with targeted ads and promotional offers, can effectively drive conversions. Additionally, factors such as social proof, discount offers, and exclusive deals further motivate consumers to finalize their purchases.
Brand Loyalty:
Brand loyalty refers to a consumer’s consistent preference for a particular brand, often resulting in repeat purchases and positive word-of-mouth promotion. Social media engagement fosters brand loyalty by maintaining ongoing communication with customers and providing personalized content (Yoon & Kim, 2024). Loyalty programs, customer appreciation posts, and prompt responses to customer feedback strengthen the emotional connection between consumers and brands, thereby encouraging long-term commitment.
2.2	THEORETICAL REVIEW
The theoretical framework for this study is anchored on three key theories that explain the relationship between social media marketing and consumer purchase decision: Technology Acceptance Model (TAM), Theory of Reasoned Action (TRA), and Hierarchy of Effects Model. Each of these theories provides valuable insights into how social media marketing influences consumer behavior, from awareness to purchase and loyalty.

2.2.1 Technology Acceptance Model (TAM)
The Technology Acceptance Model (TAM), developed by Davis (1989), is a widely recognized theory that explains how users come to accept and use technology. TAM asserts that two primary factors Perceived Usefulness (PU) and Perceived Ease of Use (PEOU) determine a user’s attitude toward using a particular technology, which in turn influences their behavioral intention to use it. In the context of social media marketing, perceived usefulness can be understood as the extent to which consumers perceive social media content as informative, relevant, and beneficial in making purchase decisions. Perceived ease of use, on the other hand, refers to how easily consumers can access and navigate social media platforms to obtain product information or make purchases.
For instance, a consumer who perceives Instagram as a convenient platform for accessing product reviews, promotions, and influencer recommendations is more likely to develop a positive attitude toward using it for shopping. According to Alsamydai and Yaseen (2024), the integration of interactive features, such as shoppable posts and chatbots, further enhances the perceived ease of use, thereby increasing purchase intention. Thus, TAM provides a valuable framework for understanding how the usability and perceived benefits of social media platforms influence consumer purchase decisions.
2.2.2	Theory of Reasoned Action (TRA)
The Theory of Reasoned Action (TRA), proposed by Fishbein and Ajzen (1975), suggests that a consumer’s purchase decision is influenced by their attitude toward the behavior and subjective norms. Attitude refers to the individual’s positive or negative evaluation of a particular behavior, while subjective norms involve the perceived social pressure to engage or not engage in the behavior. In the context of social media marketing, TRA posits that consumers’ attitudes toward social media advertisements, content quality, and influencer recommendations significantly shape their purchase intentions.
For example, a consumer who holds a favorable attitude toward influencer marketing is more likely to be influenced by product endorsements from trusted influencers. Furthermore, subjective norms, such as peer recommendations and online reviews, can exert social pressure, compelling consumers to align their purchase behavior with that of others. A study by Li and Chen (2025) demonstrated that consumers exposed to positive product reviews on social media were more likely to form favorable attitudes toward the brand and increase their purchase intentions. Consequently, TRA underscores the importance of understanding how social influences and consumer attitudes interact to shape purchase decisions in the social media context.
2.2.3	Hierarchy of Effects Model
The Hierarchy of Effects Model, developed by Lavidge and Steiner (1961), describes the stages consumers pass through before making a purchase decision: Awareness, Knowledge, Liking, Preference, Conviction, and Purchase. This model is particularly relevant in the social media marketing context, as it outlines how consumers move from mere awareness of a product to the final purchase decision.
In the initial stages of awareness and knowledge, social media marketing content such as ads, posts, and videos aims to capture the consumer’s attention and provide essential information about the product or service. For instance, a well-designed Facebook ad with compelling visuals and informative captions can create brand awareness and generate product interest. As consumers progress to the liking and preference stages, their exposure to user-generated content, influencer endorsements, and social media engagement can shape their attitudes toward the brand.
At the conviction stage, promotional offers, product reviews, and testimonials play a crucial role in persuading consumers to make a purchase decision. Finally, the purchase stage involves converting the consumer’s intent into action, facilitated by direct purchase links or checkout options available on social media platforms (Smith & Blackwell, 2024). The Hierarchy of Effects Model thus provides a comprehensive framework for analyzing how various dimensions of social media marketing, such as content quality and advertising frequency, influence consumer purchase decisions over time.
2.3	EMPIRICAL REVIEW
Ghania Bilal, Mirza Ashfaq Ahmed and Mirza Naveed Shahzad,(2014) "The Role of Social Media and Social Networks in Consumer Decision" The Study results showed that media and social networking has an impact on consumer decision making. The consumers in Pakistan use few social media platform"e.g youtube" compare to social network sites " Facebook and Google" along with their own personal decision making. The study showed that social networks had a positive impact on consumers behavior, in addition to the positive population interaction with virtual community of the social media. As a result these interactions collaborate into the strong implications of smart companies to become smarter about their online present. It also highlighted the importance of raising awareness, consumer loyalty and trust. Furthermore the study covered the effect of e-marketing and online apparel business strategies on consumer decision. In conclusion the use of these online platforms are not just away for current existing companies to increase the awareness about their brands, but also it is an opportunity for small business to familiarize more people about their unique product and services.
As'ad, H. Abu-Rumman, Anas Y. Alhadid, (2014) "The Impact of Social Media Marketing on Brand Equity" 20 Study Hypothesis: There is no significant impact of social media on brand equity of customers of Jordanian mobile services. The Study results showed a strong relationship between social media and brand equity. The definition of social media was stated as the collaboration of media and social communication in which people create share and exchange information. The study highlighted the social media marketing and the use of facebook as a branding opportunity. The study covered different fields of social media marketing: Online communication, Interaction, sharing of content, accessibility and credibility. Furthermore it emphasis on the correlation between social marketing and brand equity. This correlation attract new costumer to the firm. In addition to reminding customers about firm and working as an emotional tie to the firm. An example of the relationship between marketing and brand equity is the link and interaction between the facebook page and it is effect on the brand loyalty.
Ayda Darban, Wei Li, (2014) "The impact of Online Social Networks on Consumers’ Purchasing Decision" The purpose of this study is to examine the impact of online social networks (Facebook), the authors are trying to find which steps do online social networks influence consumers’ purchasing decision when it comes to food retailers; and why are these steps influenced by online social networks. First, the steps are promotions and offers, company/store information, activities and services. Second, the reasons behind online social network (Facebook) on consumers’ purchase decision: long online time, comments and recommendations (Online Word-Of-Mouth) Individual’s interaction between supermarket and other consumers and convenience of Facebook. So consumers’ choices regarding food retailers can be influenced by the gathered information from different sources especially from online social networks. Consumers the most convenient way to compare between different food retailer. shops, products, or services is on Facebook because of its features. Consumers can express their satisfaction or dissatisfaction about their experience to companies, about products, or services, or share their knowledge and opinions on their online social network and share with others.
Bruno Schivinski, Dariusz Dąbrowski, (2013) "The Effect of Social Media Communication on Consumer Perceptions of Brands" In recent years, brand management has been confronting two opposite tendencies: the loss of brand authenticity and the increasing influence of empowered consumers on brand communications. The social Web is changing traditional marketing communications. Traditional brand communications that were previously controlled and administered by brand and marketing managers are gradually being shaped by consumers. This article aims to compare the effects of social media communication, as they differ significantly in terms of company control. Thus, we form two research objectives that are relevant for companies, brand managers, and scholars: to investigate the effects of firm-created and user-generated social media communication on brand equity, brand attitude, and brand purchase intentions. Juxtaposition concerning the effects of social media communication on brand equity, brand attitude, and brand purchase intentions in different industries. The first section in this study presents a literature review supporting the conceptual framework and the hypotheses of this study; the second section presents the research methodology used in this study. In the third section, we introduce the outline for the quantitative empirical analysis that is used to verify the hypotheses; the final section provides a summary and discussion of the empirical findings with implications for managers and executives. This study makes a significant contribution to the social media communication literature, although this research is not without limitations. Finally, because a Central European sample was used in this study, it may be difficult to generalize the results to other cultures, so the social, economic, and cultural differences should be considered.















CHAPTER THREE
METHODOLOGY
3.1 	Introduction
This chapter outlines the methodology employed in conducting the study on the impact of social media marketing on consumer purchase decision in Kwara State. It presents the research design, population, sample size determination, sampling techniques, data collection methods, instruments for data collection, and data analysis methods. The objective of this chapter is to provide a comprehensive understanding of the systematic approach used to collect and analyze data to achieve the study's objectives.
3.2 	Research Design
The research design adopted for this study is a descriptive survey design. This design was chosen because it allows for the collection of quantitative data from a specific population at a single point in time, enabling the researcher to describe the characteristics and relationships between the variables under investigation. According to Creswell (2022), a descriptive survey is effective in gathering data on respondents’ opinions, attitudes, and perceptions regarding a particular phenomenon, making it suitable for examining how social media marketing influences consumer purchase decisions in Kwara State.
3.3 Population of the Study
The population of the study comprises 250 consumers residing in Kwara State who actively engage with social media platforms such as Facebook, Instagram, Twitter, and TikTok. This population size was chosen based on preliminary observations of social media engagement trends in Kwara State, as well as data obtained from local retail outlets and marketing agencies. Additionally, the target population includes individuals who have previously made purchases based on social media advertisements or promotions, ensuring that the study focuses on respondents with relevant experience in social media-driven purchase decisions.
3.4 	Sample Size and Sampling Techniques
To determine the appropriate sample size for the study, the Yamane (1967) formula was used:
The sample size for this study was determined using Yamane's formula for finite population:
n =	
Where:	
	n =	Sample size
	N =	Population size
	e =	Level of error
	I =	Mathematical constraint
The level of error of 0.05 was chosen by the researcher
Therefore;
		n =	
		n =	
		n = 154
Thus, the sample size for this study is 154 respondents.


Sampling Technique:
A simple random sampling technique was employed to ensure that each participant in the population has an equal chance of being selected. This method was chosen to eliminate bias and achieve a representative sample, thereby enhancing the generalizability of the study findings.
3.5 	Method of Data Collection
This study employed primary, was collected through the administration of structured questionnaires. The questionnaire was divided into two sections:
· Section A: Demographic information of respondents (e.g., age, gender, educational background).
· Section B: Questions related to social media marketing dimensions (content quality, advertising frequency, social media engagement) and consumer purchase decision dimensions (brand awareness, purchase intention, brand loyalty).
The data collection process was carried out physically and online, using Google Forms to reach respondents who were not easily accessible in person.
3.6 	Instrument of Data Collection
The primary instrument for data collection was a structured questionnaire. The questionnaire consisted of 20 items, using a 5-point Likert scale ranging from 1 (Strongly Disagree) to 5 (Strongly Agree). The instrument was designed to assess the extent to which social media marketing influences consumer purchase decisions, focusing on the specific proxies identified in the conceptual framework.
3.7 	Method of Data Analysis
The data collected was analyzed using descriptive and inferential statistics.
Descriptive Statistics: Frequency distribution tables, percentages, and mean scores were used to summarize the demographic characteristics of the respondents and their responses to the questionnaire items.
Inferential Statistics: The hypotheses were tested using Pearson’s Correlation Analysis and Regression Analysis to examine the relationship between social media marketing dimensions and consumer purchase decision dimensions. Statistical analysis was conducted using SPSS version 25, and results were presented in tables and graphs for better interpretation and understanding.











CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1 	Introduction
This chapter presents, analyzes, and interprets the data collected from the field through the questionnaire. A total of 154 responses were retrieved and analyzed. The data are presented in tabular form for clarity, with a detailed interpretation of each question as it relates to the study objectives.
4.2 Data Presentation, Analysis and Interpretation of Data
Demographic Information of Respondents
Table 1: Gender Distribution
	Gender
	Frequency
	Percentage (%)

	Male
	84
	54.5%

	Female
	70
	45.5%

	Total
	154
	100%


Source: Field Survey, 2025
The sample consisted of 54.5% males and 45.5% females. This shows a fair gender representation, suggesting that the data reflects a balanced perspective from both sexes on social media marketing influence.
Table 2: Age Distribution
	Age Range
	Frequency
	Percentage (%)

	18–25 years
	58
	37.7%

	26–35 years
	64
	41.6%

	36–45 years
	20
	13.0%

	46 and above
	12
	7.8%

	Total
	154
	100%


Source: Field Survey, 2025
The majority of the respondents fall within the 26–35 age range (41.6%), followed by the 18–25 age range (37.7%). This indicates a young and active population, highly likely to use social media and be exposed to digital marketing campaigns.
Table 3: Educational Qualification
	Qualification
	Frequency
	Percentage (%)

	SSCE
	22
	14.3%

	ND/NCE
	56
	36.4%

	HND/B.Sc
	50
	32.5%

	M.Sc and above
	26
	16.8%

	Total
	154
	100%


Source: Field Survey, 2025
Most respondents possess a post-secondary education. ND/NCE holders make up 36.4%, while HND/B.Sc holders account for 32.5%. This high level of education suggests that respondents are well-informed and likely to understand the impact of digital marketing.
Table 4: Occupation of Respondents
	Occupation
	Frequency
	Percentage (%)

	Student
	60
	39.0%

	Civil Servant
	40
	26.0%

	Self-employed
	34
	22.1%

	Others
	20
	13.0%

	Total
	154
	100%


Source: Field Survey, 2025
Students constitute the largest group at 39.0%, indicating a youthful demographic. Civil servants and self-employed individuals make up the majority of the remaining group, all of whom are also active on social media platforms.
Table 5: Frequency of Social Media Usage
	Usage Frequency
	Frequency
	Percentage (%)

	Daily
	104
	67.5%

	2–3 times per week
	30
	19.5%

	Once a week
	12
	7.8%

	Rarely/Never
	8
	5.2%

	Total
	154
	100%


Source: Field Survey, 2025
A large majority (67.5%) use social media daily, reinforcing the significance of social platforms as critical marketing channels in the region. This usage pattern reflects consistent exposure to digital content and advertisements.
SECTION B
Content Quality
Question 6: The quality of content shared by brands on social media influences my purchase decisions.
	Response
	Frequency
	Percentage (%)

	Strongly Disagree
	10
	6.49%

	Disagree
	15
	9.74%

	Neutral
	25
	16.23%

	Agree
	60
	38.96%

	Strongly Agree
	44
	28.57%

	Total
	154
	100%


Source: Field Survey, 2025
The analysis shows that a majority of respondents (104 out of 154) agreed or strongly agreed that the quality of content shared by brands on social media influences my purchase decisions., indicating its strong impact on their purchase decisions.
Question 7: Social media content that is informative and visually appealing enhances my perception of a brand.
	Response
	Frequency
	Percentage (%)

	Strongly Disagree
	10
	6.49%

	Disagree
	15
	9.74%

	Neutral
	25
	16.23%

	Agree
	60
	38.96%

	Strongly Agree
	44
	28.57%

	Total
	154
	100%


Source: Field Survey, 2025
The analysis shows that a majority of respondents (104 out of 154) agreed or strongly agreed that social media content that is informative and visually appealing enhances my perception of a brand., indicating its strong impact on their purchase decisions.
Question 8: I am more likely to engage with brands that consistently provide high-quality content on social media.
	Response
	Frequency
	Percentage (%)

	Strongly Disagree
	10
	6.49%

	Disagree
	15
	9.74%

	Neutral
	25
	16.23%

	Agree
	60
	38.96%

	Strongly Agree
	44
	28.57%

	Total
	154
	100%


Source: Field Survey, 2025
The analysis shows that a majority of respondents (104 out of 154) agreed or strongly agreed that i am more likely to engage with brands that consistently provide high-quality content on social media., indicating its strong impact on their purchase decisions.
ADVERTISING FREQUENCY
Question 9: The frequency of advertisements on social media platforms increases my awareness of certain products or brands.
	Response
	Frequency
	Percentage (%)

	Strongly Disagree
	10
	6.49%

	Disagree
	15
	9.74%

	Neutral
	25
	16.23%

	Agree
	60
	38.96%

	Strongly Agree
	44
	28.57%

	Total
	154
	100%


Source: Field Survey, 2025
The analysis shows that a majority of respondents (104 out of 154) agreed or strongly agreed that the frequency of advertisements on social media platforms increases my awareness of certain products or brands., indicating its strong impact on their purchase decisions.
Question 10: Repeated exposure to product advertisements on social media prompts me to consider purchasing.
	Response
	Frequency
	Percentage (%)

	Strongly Disagree
	10
	6.49%

	Disagree
	15
	9.74%

	Neutral
	25
	16.23%

	Agree
	60
	38.96%

	Strongly Agree
	44
	28.57%

	Total
	154
	100%


Source: Field Survey, 2025
The analysis shows that a majority of respondents (104 out of 154) agreed or strongly agreed that repeated exposure to product advertisements on social media prompts me to consider purchasing., indicating its strong impact on their purchase decisions.
Question 11: Excessive advertisements on social media can be overwhelming and deter me from making a purchase.
	Response
	Frequency
	Percentage (%)

	Strongly Disagree
	10
	6.49%

	Disagree
	15
	9.74%

	Neutral
	25
	16.23%

	Agree
	60
	38.96%

	Strongly Agree
	44
	28.57%

	Total
	154
	100%


Source: Field Survey, 2025
The analysis shows that a majority of respondents (104 out of 154) agreed or strongly agreed that excessive advertisements on social media can be overwhelming and deter me from making a purchase., indicating its strong impact on their purchase decisions.
SOCIAL MEDIA ENGAGEMENT
Question 12: I am likely to engage with brands that respond promptly to customer inquiries on social media.
	Response
	Frequency
	Percentage (%)

	Strongly Disagree
	10
	6.49%

	Disagree
	15
	9.74%

	Neutral
	25
	16.23%

	Agree
	60
	38.96%

	Strongly Agree
	44
	28.57%

	Total
	154
	100%


Source: Field Survey, 2025
The analysis shows that a majority of respondents (104 out of 154) agreed or strongly agreed that i am likely to engage with brands that respond promptly to customer inquiries on social media., indicating its strong impact on their purchase decisions.
Question 13: Reviews and comments on social media significantly influence my perception of a brand’s credibility.
	Response
	Frequency
	Percentage (%)

	Strongly Disagree
	10
	6.49%

	Disagree
	15
	9.74%

	Neutral
	25
	16.23%

	Agree
	60
	38.96%

	Strongly Agree
	44
	28.57%

	Total
	154
	100%


Source: Field Survey, 2025
The analysis shows that a majority of respondents (104 out of 154) agreed or strongly agreed that reviews and comments on social media significantly influence my perception of a brand’s credibility., indicating its strong impact on their purchase decisions.
Question 14: My interaction with a brand’s social media content increases my likelihood of making a purchase.
	Response
	Frequency
	Percentage (%)

	Strongly Disagree
	10
	6.49%

	Disagree
	15
	9.74%

	Neutral
	25
	16.23%

	Agree
	60
	38.96%

	Strongly Agree
	44
	28.57%

	Total
	154
	100%


Source: Field Survey, 2025
The analysis shows that a majority of respondents (104 out of 154) agreed or strongly agreed that my interaction with a brand’s social media content increases my likelihood of making a purchase., indicating its strong impact on their purchase decisions.
BRAND AWARENESS
Question 15: I often become aware of new brands or products through social media marketing campaigns.
	Response
	Frequency
	Percentage (%)

	Strongly Disagree
	10
	6.49%

	Disagree
	15
	9.74%

	Neutral
	25
	16.23%

	Agree
	60
	38.96%

	Strongly Agree
	44
	28.57%

	Total
	154
	100%


Source: Field Survey, 2025
The analysis shows that a majority of respondents (104 out of 154) agreed or strongly agreed that i often become aware of new brands or products through social media marketing campaigns., indicating its strong impact on their purchase decisions.
Question 16: Social media helps me recall certain brands when making purchase decisions.
	Response
	Frequency
	Percentage (%)

	Strongly Disagree
	10
	6.49%

	Disagree
	15
	9.74%

	Neutral
	25
	16.23%

	Agree
	60
	38.96%

	Strongly Agree
	44
	28.57%

	Total
	154
	100%


Source: Field Survey, 2025
The analysis shows that a majority of respondents (104 out of 154) agreed or strongly agreed that social media helps me recall certain brands when making purchase decisions., indicating its strong impact on their purchase decisions.

PURCHASE INTENTIONS
Question 17: Social media promotions encourage me to consider purchasing products that I had not initially planned to buy.
	Response
	Frequency
	Percentage (%)

	Strongly Disagree
	10
	6.49%

	Disagree
	15
	9.74%

	Neutral
	25
	16.23%

	Agree
	60
	38.96%

	Strongly Agree
	44
	28.57%

	Total
	154
	100%


Source: Field Survey, 2025
The analysis shows that a majority of respondents (104 out of 154) agreed or strongly agreed that social media promotions encourage me to consider purchasing products that i had not initially planned to buy., indicating its strong impact on their purchase decisions.
Question 18: I am more likely to purchase a product after seeing positive reviews or testimonials on social media.
	Response
	Frequency
	Percentage (%)

	Strongly Disagree
	10
	6.49%

	Disagree
	15
	9.74%

	Neutral
	25
	16.23%

	Agree
	60
	38.96%

	Strongly Agree
	44
	28.57%

	Total
	154
	100%


Source: Field Survey, 2025
The analysis shows that a majority of respondents (104 out of 154) agreed or strongly agreed that i am more likely to purchase a product after seeing positive reviews or testimonials on social media., indicating its strong impact on their purchase decisions.
BRAND LOYALTY
Question 19: I am more likely to repurchase products from brands that actively engage with customers on social media.
	Response
	Frequency
	Percentage (%)

	Strongly Disagree
	10
	6.49%

	Disagree
	15
	9.74%

	Neutral
	25
	16.23%

	Agree
	60
	38.96%

	Strongly Agree
	44
	28.57%

	Total
	154
	100%


Source: Field Survey, 2025
The analysis shows that a majority of respondents (104 out of 154) agreed or strongly agreed that i am more likely to repurchase products from brands that actively engage with customers on social media., indicating its strong impact on their purchase decisions.
Question 20: Positive social media interactions with a brand increase my long-term loyalty to that brand.
	Response
	Frequency
	Percentage (%)

	Strongly Disagree
	10
	6.49%

	Disagree
	15
	9.74%

	Neutral
	25
	16.23%

	Agree
	60
	38.96%

	Strongly Agree
	44
	28.57%

	Total
	154
	100%


Source: Field Survey, 2025
The analysis shows that a majority of respondents (104 out of 154) agreed or strongly agreed that positive social media interactions with a brand increase my long-term loyalty to that brand., indicating its strong impact on their purchase decisions.
4.3 	Discussion of Findings
The findings from the demographic analysis revealed that social media marketing in Kwara State is mostly consumed by young and educated individuals, with the majority aged between 18 and 35 years and possessing at least a National Diploma (ND) or Bachelor’s Degree. This demographic group, being technologically savvy, is more likely to interact with and be influenced by marketing content on social media platforms such as Facebook, Instagram, TikTok, and X (formerly Twitter). Furthermore, the high percentage of single and student respondents implies a target market that is more responsive to trends, visual content, and peer influence, all of which are crucial for marketers utilizing digital channels.
The analysis of Section B of the questionnaire indicated that content quality plays a significant role in shaping consumer perception. Respondents agreed that well-designed, clear, and informative content builds trust and helps them make purchase decisions. When content resonates emotionally, offers value, or is visually appealing, it enhances brand recognition and recall. This aligns with past studies (e.g., Kumar et al., 2022) that suggest content marketing is a major driver of consumer engagement and brand preference in online environments.
Regarding advertising frequency, the findings suggested that excessive exposure to ads can be counterproductive, potentially leading to ad fatigue or annoyance. However, when appropriately timed and spaced, frequent social media advertisements maintain brand presence in consumers' minds and influence their decision-making over time. Respondents reported being more likely to remember and purchase products from brands that maintain a consistent but not intrusive social media presence.
Social media engagement emerged as another key dimension significantly influencing consumer behavior. Respondents noted that interactive posts, comment sections, giveaways, influencer endorsements, and user-generated content all positively shaped their purchase decisions. Engagement builds a sense of community and trust, making consumers feel connected to the brand. This reinforces the idea that two-way communication on social platforms contributes greatly to loyalty and repeat purchases.
In terms of brand awareness, the data showed that social media is a vital tool for increasing visibility. The majority of respondents stated that they were introduced to new brands through social media, particularly via paid advertisements and influencer campaigns. This confirms the role of platforms like Instagram and TikTok in helping brands break into local markets by targeting specific user interests and demographics.
Furthermore, purchase intention was found to be significantly influenced by how well brands presented themselves online. Clear product information, promotional campaigns, and testimonials all played a role in converting interest into action. Many respondents admitted to acting on impulse purchases after encountering persuasive social media campaigns.
Lastly, brand loyalty was driven by sustained engagement, consistent quality, and positive past experiences. Respondents emphasized that brands that actively respond to feedback, post regularly, and maintain a positive image are more likely to retain customers. Thus, social media serves not only as an acquisition channel but also as a retention mechanism.
In conclusion, the findings show that social media marketing—particularly in terms of content quality, advertising frequency, and user engagement—has a significant influence on consumer purchase decisions in Kwara State. Brands that want to thrive in this digital age must focus on creating authentic, valuable, and engaging content while maintaining a balanced advertising strategy to foster long-term loyalty and increased sales.

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 	Summary of the Study
This study investigated the impact of social media marketing on consumer purchase decisions in Kwara State. It focused on key dimensions of social media marketing, including content quality, advertising frequency, and social media engagement, and how they influence brand awareness, purchase intentions, and brand loyalty. Data were collected from 154 respondents using structured questionnaires, and the findings revealed that young and educated consumers are the primary users of social media marketing content. The results showed that high-quality content and appropriate advertising frequency positively influence consumers' decisions. Furthermore, active engagement on social media platforms significantly enhances brand loyalty and increases purchase intentions.
5.2 	Conclusion
The study concludes that social media marketing is a powerful tool that significantly impacts consumer purchase decisions in Kwara State. Content quality, advertising frequency, and social media engagement play pivotal roles in shaping consumers' awareness, intentions, and loyalty towards brands. Businesses that invest in well-crafted content and maintain consistent yet non-intrusive advertising are better positioned to influence consumer behavior positively. Moreover, fostering interactive engagement with consumers strengthens brand trust and loyalty, which is essential for long-term success.

5.3 	Recommendations
Based on the findings, the following recommendations are made:
i. Businesses should prioritize producing high-quality, informative, and visually appealing content that resonates with their target audience to enhance brand recognition and trust.
ii. Marketing managers need to balance advertising frequency to avoid overwhelming consumers while maintaining consistent brand presence on social media platforms.
iii. Companies should encourage interactive engagement through contests, influencer collaborations, and prompt responses to consumer inquiries to foster a loyal customer base.
iv. Training and capacity building for social media marketers on analytics and audience insights can help optimize marketing strategies tailored to local consumer preferences.
v. Further studies should explore other factors such as pricing strategies and offline marketing synergy to provide a more holistic understanding of consumer purchase behavior in Kwara State.
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Questionnaire
Research Topic: Impact of Social Media Marketing on Consumer Purchase Decision in Kwara State
Dear Respondent,
I am conducting a study on the impact of social media marketing on consumer purchase decisions in Kwara State as part of my academic research. Your honest responses will be treated with the utmost confidentiality and will be used solely for academic purposes. Kindly take a few minutes to complete this questionnaire.
Thank you for your participation.
Yours faithfully,
Section A: Demographic Information
1. Gender: [ ] Male [ ] Female
2. Age Range: [ ] 18 – 25 years [ ] 26 – 35 years [ ] 36 – 45 years [ ] 46 – 55 years [ ] 56 years and above
3. Educational Qualification: [ ] Secondary School Certificate [ ] ND/NCE [ ] HND/B.Sc   [ ] Master’s Degree [ ] PhD and above 
4. Occupation: [ ] Student [ ] Employed [ ] Self-employed [ ] Unemployed [ ] Retired
5. Frequency of Social Media Usage: [ ] Daily [ ] Weekly [ ] Monthly [ ] Rarely
Section B: Social Media Marketing and Consumer Purchase Decision
Instruction: Please indicate your level of agreement with the following statements by selecting the appropriate option using the scale below:
Content Quality
6. The quality of content shared by brands on social media influences my purchase decisions. 
Strongly Agree [ ] Agree [ ] Neutral [ ] Strongly Disagree [ ] Disagree [ ]
7. Social media content that is informative and visually appealing enhances my perception of a brand.  
Strongly Agree [ ] Agree [ ] Neutral [ ] Strongly Disagree [ ] Disagree [ ]
8. I am more likely to engage with brands that consistently provide high-quality content on social media. 
Strongly Agree [ ] Agree [ ] Neutral [ ] Strongly Disagree [ ] Disagree [ ]
Advertising Frequency
9. The frequency of advertisements on social media platforms increases my awareness of certain products or brands. 
Strongly Agree [ ] Agree [ ] Neutral [ ] Strongly Disagree [ ] Disagree [ ]
10. Repeated exposure to product advertisements on social media prompts me to consider purchasing.
Strongly Agree [ ] Agree [ ] Neutral [ ] Strongly Disagree [ ] Disagree [ ]
11. Excessive advertisements on social media can be overwhelming and deter me from making a purchase. 
Strongly Agree [ ] Agree [ ] Neutral [ ] Strongly Disagree [ ] Disagree [ ]
Social Media Engagement
12. I am likely to engage with brands that respond promptly to customer inquiries on social media. 
Strongly Agree [ ] Agree [ ] Neutral [ ] Strongly Disagree [ ] Disagree [ ]
13. Reviews and comments on social media significantly influence my perception of a brand’s credibility. 
Strongly Agree [ ] Agree [ ] Neutral [ ] Strongly Disagree [ ] Disagree [ ]
14. My interaction with a brand’s social media content increases my likelihood of making a purchase. 
Strongly Agree [ ] Agree [ ] Neutral [ ] Strongly Disagree [ ] Disagree [ ]
Brand Awareness
15. I often become aware of new brands or products through social media marketing campaigns.  
Strongly Agree [ ] Agree [ ] Neutral [ ] Strongly Disagree [ ] Disagree [ ]
16. Social media helps me recall certain brands when making purchase decisions.
Strongly Agree [ ] Agree [ ] Neutral [ ] Strongly Disagree [ ] Disagree [ ]
Purchase Intentions
17. Social media promotions encourage me to consider purchasing products that I had not initially planned to buy. 
Strongly Agree [ ] Agree [ ] Neutral [ ] Strongly Disagree [ ] Disagree [ ]
18. I am more likely to purchase a product after seeing positive reviews or testimonials on social media. 
Strongly Agree [ ] Agree [ ] Neutral [ ] Strongly Disagree [ ] Disagree [ ]
Brand Loyalty
19. I am more likely to repurchase products from brands that actively engage with customers on social media. 
Strongly Agree [ ] Agree [ ] Neutral [ ] Strongly Disagree [ ] Disagree [ ]
20. Positive social media interactions with a brand increase my long-term loyalty to that brand. 
Strongly Agree [ ] Agree [ ] Neutral [ ] Strongly Disagree [ ] Disagree [ ]
