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CHAPTER ONE
INTRODUCTION
1.1	Background to the study
Over the past decade, media has witnessed a huge transformation, consumers are progressively using social networking sites to look for information regarding various products and services, instead of relying on traditional methods such as television, radio, and magazines etc. Every seventh person in the world now owns a Facebook profile and nearly four in five Internet  users are associated with at least one social media site. With the ever-increasing number of internet and social media users, it has become inevitable for major brands to understand online customer behaviour. The emergence of social media has led to a subsequent change in media consumption which is pushing companies and organizations to adopt social media as one of their marketing strategies and public relation tools (Kaur, 2016). 
E-commerce is a succeeding sector that is advancing with time. Social media is additionally extraordinarily helping businesses achieve outstanding results. Social media platforms aim at enhancing the interaction between the consumers and ecommerce businesses instead of just educating them about moneymaking deals and new product launches. A part of the social media platforms allows direct selling by utilizing a couple of social groups and communities, instead of relying on traditional methods such as television, radio, and magazines etc. Every 7th person in the world now owns a Facebook account and nearly four in five Internet users are associated with at least one social media site. Instagram has approximate 1.074 billion users worldwide in 2021. That’s a big turning point for the photo-sharing network. With the ever-increasing number of internet and social media users, it has become inevitable for major brands to understand online customer behaviour. The emergence of social media has led to a subsequent change in media consumption which is pushing companies and organizations to adopt social media as one of their marketing strategies and public relation tools. Therefore, social media has become an progressively familiar platform working in E-Commerce to market services and resources to current and prospective customers.
The term social network was first coined to differentiate between networks that were used for business purposes from those utilized for socializing amid people. The definition of social networking has been expanded to include grouping of individuals into specific groups mostly in workplace, universities and high socials, however the prominently accepted definition of social networks relates to the interactive websites which provides clients with message boards, chat rooms, and the faculty to leave comments and have a discussion with other people. On the other hand social networks is also referred to as a virtual community website that brings people together to chat, deliberate ideas and interests, or make friends. This type of alliance and sharing on social networking websites is known as social media. Unlike conventional media that is typically generated and administered by only a community of people, the social media authorize users to share their belief, views and uplift interactions and consensus building shaped by consumers (Anil, 2018). 
The term “Social Media” has been obtained from the words, “Social” and “Media” which are described as follows: Social: the term ‘Social’ refers to interacting with other people for exchange of information characterized by the friendly fellowship or relations. Media: the term ‘Media’ refers to the instrument of the communication such as radios, cell phones, television, newspapers, magazines, internet etc. that reach people broadly. So we can assume that social media is a web based social instrument for conveying that allows people to interact with each other by both sharing and consuming information. Safko and Brake observed that social media is an umbrella term referring to activities, practices, behaviours among groups of the peoples who gather online to share and exchange information, thoughts, knowledge and opinions using communicational media. According to many renowned socials social media relates to the sharing of information, knowledge, experiences and perspectives through community aligned sites. Social media uses web based technology to change and broadcast media soliloquy into social media dialogues. Since last decade, social media has advanced from being a simple communication centre to an agent of change, which has effected every day to day activity of humans and thereby changing people’s lives.

1.2	Statement of the Problem 
The problem lies in understanding the extent to which social media platforms act as facilitators of e-commerce among students, and whether these platforms are transforming the students’ approach to online shopping. With the growing importance of social media in the e-commerce ecosystem, this research seeks to shed light on the factors that drive student engagement in e-commerce activities and how social media can be leveraged by businesses targeting this demographic.
Understanding these dynamics is crucial for e-commerce businesses, marketers, and policymakers seeking to engage the student market effectively and sustainably (Sunil and Shilpa, 2013). The findings will contribute to improving strategies for social media marketing, enhancing the student shopping experience, and addressing the challenges of e-commerce in an increasingly digital world.
1.3	Objectives of the Study
The primary objectives of this study include:
i To assess student awareness and knowledge about e-commerce as influenced by social media.
ii To evaluate the perceived credibility and relevance of information provided through social media channels.
iii To identify potential improvements in how social media can better serve educational purposes related to e-commerce.
1.4	Research Questions
i How do students perceive the effectiveness of social media in educating them about e-commerce?
ii What specific aspects of e-commerce do students feel are adequately covered by social media?
iii Are there any gaps in information or understanding that students identify regarding e-commerce through social media?

1.5	Significance of the Study
The study on audience perception regarding the impact of social media on e-commerce among students in Kwara State Polytechnic, Ilorin is significant as it provides insights into how educational institutions influence students’ understanding and engagement with e-commerce. By examining perceptions, researchers can identify whether social media effectively educates students about e-commerce opportunities, risks, and practices. This understanding is crucial for developing targeted educational programme that enhance digital literacy and prepare students for a rapidly evolving marketplace.
This research has important implications for educators and policymakers. If the findings indicate that social media positively influences students’ perceptions of e-commerce, it can justify the integration of more comprehensive digital commerce curricula in polytechnic education. Conversely, if the study reveals gaps in knowledge or negative perceptions, it may prompt a reevaluation of current teaching methods and materials related to e-commerce.
This study contributes to the broader academic discourse on media influence and consumer behaviour in emerging markets like Nigeria. It adds empirical data to existing literature on how educational media shapes perceptions and behaviours towards new technologies and business practices among young adults.
1.6	Scope of the Study 
The study focuses on understanding how social media influences students’ perceptions and engagement with e-commerce. It aims to explore the various dimensions through which social media such as newsletters, social media platforms, and educational websites affects students at Kwara State Polytechnic in Ilorin. The study will investigate both qualitative and quantitative aspects of audience perception regarding e-commerce facilitated by social media.
1.7       Definition of Terms  
Social media: encompasses all literary, digital, and technological resources available to educators that complement a traditional curriculum. This includes physical books, e-documents, DVDs, and various information technology support systems. These resources are typically housed in social libraries or media centre’s and are utilized to engage students effectively.
Media: This means the way through large number of people receive information and entertainment that is television, radio, newspaper, magazine and internet.
E-commerce or electronic commerce: refers to the buying and selling of goods and services over the internet. It encompasses a wide range of online transactions that can occur on various devices, including computers, tablets, and smart phones. The scope of e-commerce has expanded significantly over the years, allowing consumers to purchase nearly any product or service online.  
Social Media: Means media for social interaction using highly accessible and able publishing technique. It’s also a form of electronic  communication to share information, ideas, personal messages and other   content.  
Networking: This is the exchange of information or services among individuals, groups or institutions. 
















CHAPTER TWO
[bookmark: _TOC_250049]LITERATURE REVIEW
[bookmark: _TOC_250048]2.1 Introduction
This chapter deal with review of literature which insinuate on the work of past and present authors based on subject matters “the audience perception on impact of social medial on e-commerce among students of kwara state polytechnic, Ilorin”. Thus, the section was arranged with the following headings: Conceptual review that explain the concept of social media and other relevant concepts; Theoretical framework that states many theories out of which adopted one that is suitable for the study; and empirical review that study related headings based on the subject matters.
2.2 Conceptual Review
2.2.1 Concept of Social Media
Over the years, many scholars have been able to distinctively define and clarity the concept of social media. In their definition and clarification, the concept of social media has been used interchangeably with social networking site. Likewise, in this section, the word will be used interchangeably. In defining social media. Kaplan and Haenlein ( 2020) gave a general definition of social media in consideration of web 2.0 and User-Generated Content. According to them social media is a group of internet-based applications that build on the ideological and technological foundations of Web 2.0 and that allows the creation and exchange of User Generated Content. They also went further to describe social media as a group of internet-based applications that build on the ideological and technological foundations of Web 2.0 and that allow the creation and exchange of user-generated content. Nwanton, Odoemalamn, Orji-Egwu, Nwankwo and Nweze (2013)defines social media as those internet-based tools and services that allow users to engage with each other, generate contents, distribute and search information online.
Parr (2020) defines social media as the use of electric and internet tools for the purpose of sharing and discussing information and experiences with other human beings in more efficient ways. On the other hands, Jantsch (2018) considers social media as the use of technology combined with social interaction to create or co-create value. According to Merriam-Webster dictionary (2017), social media is a form of electronic communication (as websites for social networking and microblogging) through which users create online communities to share information, ideas, personal messages, and other content (as videos) while Dykeman (2018) acknowledged social media as "the means for any person to: publish digital, creative content; provide and obtain reassume feedback via online discussions, commentary and evaluations; and incorporate changes or corrections to the original content" (Dykeman, 2018).
Bryer and Zavatarro (2019) described social media as technologies that smooth the progress of social interaction, make possible collaboration, and enable deliberation across stakeholders. These technologies now include blogs, wikis, media (audio, photo, video, text) sharing tools, networking platforms, and virtual worlds. Social Media Online (2019) defines social media as primarily internet-and mobile-based tools for sharing and discussing information by users. The term, according to Andreas and Michael (2020), refers to "a group of Internet- based applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content."
Drury (2018) describes social media as online resources that people use to share content: video, photos, images, text, ideas, insight, humor, opinion, gossip, news. Safko and Brake (2020) further defined social media as "activities, practices, and behaviors among communities of people who gather online to share information, knowledge, and opinions using conversational media. Kietzmann, Silverstre Mc Carthy and Leylan (2012), describes social media as the platform that employs mobile and web based technology to create highly interactive platforms via which individuals and community share, co-create, discuss and modifies user generated content. Social media, as defined by Bryer and Zavatarro (2019) are technologies that facilitate social interaction, make possible collaboration, and enable deliberation across stakeholders. These technologies now include blogs, wikis, media (audio, photo, video, text) sharing tools, networking platforms, and virtual worlds. Social Media Online (2019) defines social media as primarily internet-and mobile-based tools for sharing and discussing information. The term social media, according to Kaplan and Haenlein (2020) refers to "a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content" (p. 61). Web 2.0 was coined by Darcy Dinucci in 1999 to describe interactive social websites which allow users to interact and collaborate with each other in a social media dialogue. Davis, Canche, Deil-Amen and Rios-Aguilar (2012) refer to social media technology (SMT) as web-based and mobile applications that allow individuals and organizations to create, engage, and share new user- generated or existing in digital environments create profiles, share and exchange information on various activities and interests. An interesting aspect of social media is that, it is not limited to desktop or laptop computers but could be accessed through mobile applications and smart phones making it very accessible and easy to use. Examples of these social media platforms both on the web and mobile application include Facebook, Twitter, YouTube, Whatsapp, Instagram, blogs etc.
According to Boyd and Ellison (2007), "social networking sites are web-based service platform that enable individuals to create a public or semi-public profile within a bounded system, articulate a list of other users with whom they share a connection. and view and navigate their list of contacts and those made by others within the system" (p. 21). These sites are used to interact with friends, peers and others that are found in groups on these sites. The sharing of information ranges from news, debates, gossips, feelings or statement of mind, opinions, research etc. Curtis (2019) affirms that social media appear in many forms including blogs and microblogs, forums and message boards, social networks, wikis, virtual worlds, social bookmarking and video sharing.
According to Junco (2012), social media are collections of internet websites. services, and practices that support collaboration, community building, participation, and sharing. Nwangwa and Omotere (2014) simply regards social media as comprising online applications for social networking sites, social bookmarking and sharing tools, social citation tools, blogging and microblogging tools, virtual worlds, e-conference presentation sharing tools, audio and video tools, e-project management tools, and research and writing collaboration tools; primarily developed to foster user-center social interaction.

2.2.2	Categories of Social Media
There are already thousands of social media applications and new ones are emerging. Social media is constantly evolving and its uses are changing and expanding (Cohen, 2019). In addition, "social media is different things to different people" (Ham, 2019). All these factors make it difficult to categorize social media applications. Considering that social media come in diverse forms, Kaplan and Henlein ( 2020) tried to classify social media into six distinct categories: 
i. Collaborative projects (for example Wikipedia)
ii. Blogs and Microblogs (for example Twitter)
iii. Content communities (for example YouTube)
iv. Social networking sites (for example Facebook)
v. Virtual game worlds (for example World of War craft)
vi. Virtual social worlds (for example Second Life)
Out of these six categories of social media tools, three categories (blogs and micro blogs, content communities, collaborative projects and social networking sites) are the most relevant application of social media used among higher institutions. On other hand Mangold and Faulds (2020) described social media more broadly. According to them, social media can encompass every software program or website with which a person shares ideas, thoughts, pictures, audio, music, video and other content. They have subcategorized social media into fifteen different categories, which includes the following (Mangold & Faulds, 2020):
1. Social Networking Sites (e.g. MySpace, Facebook, Faceparty)
2. Creative works sharing sites:
i. Video sharing sites (YouTube)
ii. Photo sharing sites (Flickr)
iii. Music sharing sites (Jamendo)
iv. Content sharing combined with assistance (Piczo)
v. General intellectual property sharing sites (Creative Commons)
3. User-sponsored blogs (Cnet.com)
4. Company sponsored websites/blogs (Apple Weblog)
5. Company-sponsored cause/help sites (click2quit.com)
6. Invitation-only social networks (ASmallWorld.net)
7. Business networking sites (LinkedIn)
8. Collaborative websites (Wikipedia)
9. Virtual Worlds (Second Life)
10. Commerce Communities (eBay, Amazon, Craigslist, iStock photo)
11. Podcasts
12. News delivery sites (Current TV)
13. Educational material sharing (MIT Open Course Ware, TED)
14. Open Source Software communities (Linux, Mozilla)
15. Social bookmarking sites allowing users to recommend online news stories, music. videos etc.
2.2.3	Classification of Social Media
Just as much as multiplicity in social media definitions, there are also diverse classes of applications and platforms that symbolize social media. Therefore, it is necessary to summarize some general types of social media in order to set boundaries between what belongs to social media and what is not. According to Mayfic (2018), there are basically seven kinds of social media, including social networks, blogs, wikis, podcasts, forums, content communities and microblogging. Kaplan and Haenlein (2020) propose a similar classification of social media which includes collaborative projects, blogs and microblogs, content communities, social networking sites, virtual game worlds, virtual social worlds. In this study, the classification by Mayfield will be considered as the criterion in evaluating whether a platform belongs to social media or not.
2.2.4	Types of Social Media Platform
Facebook 
Quite popular among millennial Facebook is one of the largest social networking site, according to Facebook statisticsit has around 2 billion active users daily as of 2023. Facebook has helped connect people from all over the world. It has feature of creating Facebook page for brands, it has proved to be really helpful in promoting and advertising products and also gaining the trust of the customers. 
Twitter (X)
Elon Musk’s twitter is a popular medium for sharing opinions, as of 2023 with 396.5 million active users.one can express their views and opinions in form of short text message, it also supports images and videos. It is a great platform for rand to address customer grievance, establish communication channel between brand and customers and maintain transparency. The customers can directly address the brand by just mentioning username of the brand in the tweet. 
Youtube 
The most famous video-sharing platform that has over 2 billion users. Users can watch videos, even share comment, like subscribe and even upload their own videos. There is a concept of paid partnerships where brands can collaborate with the trending youtubers to promote and advertise their brands which increases brand outreach. 
Instagram 
Instagram is a visual social media platform that is totally based on photos and videos posts only. It is also owned by Facebook with over 500 million daily active users, instagram is quite popular among youngsters. Brands can use this photo sharing platform to their advantage, with the feature of paid partnerships with influencers it can help promote brand and also establish a relation to their customers with the features of direct message, live broadcast and photo and video sharing. They can check their post reach and pay instagram to advertise their posts. By posting stories brands can involve their customers in making. The in-app shopping has also done multitudes to boost the e-commerce customers. Instagram has proved to be aid for new startups to run business without having physical stores. 
Linkedin 
LinkedIn is a social networking site that is dedicated for business and employment-oriented services. employers can create a profile for their company and search or browse for employees online. They can check the resume of the employees and their past working experiences. LinkedIn allows members that may be workers as well as employers to create profiles in an online social network which may portray real-world professional relationships.
2.2.5	Social networks and social media 
The term social network was first coined to differentiate between networks that were used for business purposes from those used for socializing amongst people. The definition of social networking has been extended to include grouping of individuals into specific groups especially in workplace, universities and high schools, however the most popular accepted definition of social networks relates to the interactive websites which provides users with message boards, chat rooms, and the ability to leave comments and have a discussion with other people (Home, 2019). Alternatively social networks is also referred to as a virtual community website that brings people together to talk, share ideas and interests, or make friends. This type of collaboration and sharing on social networking sites is known as social media. Unlike traditional media that is typically created and controlled by only a bunch of people, the social media allows users to share their opinions, views and encourages interactions and community building shaped by consumers (Safko, et al., 2019). The term “Social Media” has been derived from the words, “Social” and “Media” which are discussed as follows: Social: the term ‘Social’ refers to interacting with other people for exchange of information characterized by the friendly companionship or relations.
2.2.6 Effect of social media on various areas 
The various areas which have had a lasting and permanent effect of social media are as follows (Safko, et al., 2019): 
i. Politics and public service 
The way personal computers that changed forever the way businesses were conducted. Social networks are altering the demography of our society ranging from politics4 and public service to business and customer satisfaction. Facebook has become the de-facto platform for how non-profit organizations, environmental activists, and political factions reaching out to thousands of potential volunteers. Twitter is generally used by almost all progressive politicians to promote their causes. Thanks to the social networks, fields like politics is no longer limited to the political leaders but people can also express their concerns and opinions, share their ideas, and even communicate with political leaders on a one-on-one basis.
2.2.7 Marketing and advertising 
With the advent of social media, marketing and advertising strategies have transformed themselves from industries reliant on mass market channels such as television, radios to the social platform. All the major brands and organizations today boasts of having large fan base and followers on all major social media platforms like Facebook, Twitter, YouTube, Instagram etc. Social media platforms are not only cost effective but also increase the proximity between the producer and consumer. 
Journalism 
Social media has provided people with quick and easy way for sharing links and information with a large number of people via Facebook or Twitter. Some news websites present their visitors with a list of news items recommended by their friends because they realize an endorsement from acquaintances carries extra weight. On the other hand, social networks have also given unprecedented rise to citizen journalism. From traffic updates, to natural calamities, everyone who has access to social networking sites is virtually just few clicks away from being a citizen journalist. 
Business 
Almost every major business organization has a social presence today. Both existing and emerging businesses are now aggressively using social networking sites to promote their products, services, and gain invaluable feedback from their customers. In fact, for businesses, interaction via social network has almost become a de-facto standard for assessing their customer service. It has now become a common to see small or home based businesses that operate solely through their Facebook accounts. 
Recruitment 
LinkedIn has considerably transformed how human resources professionals look for and thus recruit potential employees. However, there are arguments about privacy violation; LinkedIn has undoubtedly facilitated career advancements, recruitment and professional networking to great extent.
2.2.8	The Difference between E-commerce and E-business 
Many use the terms electronic commerce (e-commerce) and electronic business (e-business) interchangeably. For the purpose of our study, I seek to differentiate the two. Allen and Fjermestad (2000) suggest that e-business tends to be used as a more general term to describe the use of the internet or any type of electronic mechanism to conduct an organization’s business processes. This definition implies that e-business is a term used to describe utilizing internet technologies to improve the productivity or profitability of a business. Andam (2003) describes e-commerce as on-line trading. In other words, e-commerce consists of the buying and selling of products or services over electronic systems such as the internet and other computer networks. 
Kalakota and Robinson (1999) argue that e-business is the function of deploying technology to maximize customer value while e-commerce is the function of buying and selling over digital marketing. 
Kenneth and Traver (2003) expand his definition arguing that e-commerce encompasses digitally enabled commercial transactions between and amongst organizations and individuals while ebusiness refers primarily to the digital enablement of transactions and processes within a firm, involving only the information systems under the control of the firm.
Business-to-Business (B2B) and Business-to-Consumer (B2C) E-commerce
Fruhling and Digman (2000) argue that B2B e-commerce is a way for business to create value by alignment with factors which include customers, suppliers, and employees among other factors. Andam (2000) defines B2B e-commerce simply as e-commerce between companies. He further argues that this type of e-commerce deals with relationship between and among businesses.
Types of business-to-business electronic commerce applications include: electronic data interchange, electronic funds transfer, electronic forms, integrated messaging, and shared databases. Business-to- business processes provide sharing of data and increased information access through corporate extranets.
B2C e-commerce involves customers gathering information; purchasing physical goods or information goods which are goods of electronic material or digitized content, such as software, or e-books (Andam, 2000).
2.2.9	The Benefits of E-commerce 
E-commerce presents a number of opportunities for business organizations and individuals alike. Metzger (2004) suggests that e-commerce companies have a widened market base. The wide market base gives the companies an opportunity to grow at very low costs. Hoffman et al (2004) contend that there are distribution, marketing and operational benefits that can be realized from ecommerce. 
In other words e-commerce can bring about a reduction in distribution costs through the elimination of intermediaries. Since online transactions involve very little costs e-commerce can also bring about a reduction in transaction costs (Kiggundu, 2002).
Internal and external processes can also be integrated to lower transactions costs. As worldwide companies are adopting more collaborative relationship with key suppliers in product development, key business process now require cross-functional information sharing on a wide range of issues (MClvor, Humpreys & McAleer, 2000). This means that firms can utilize ecommerce to expand distribution channels at lower costs. According to MClvor et al (2000), these low costs can be achieved through the reduction of clerical procedures and paper handling.
E-commerce can also accelerate ordering, delivery and payment for goods and services while reducing operating and inventory costs.
Schaeffer (2003) argues further that e-commerce dramatically reduces the time for information search and transaction for buyers and sellers. The important point here that e-commerce transcends geographic and time boundaries. Since time is saved, this has cost saving implications. However, geographic and legislative constraints continue to present significant barriers to the distribution of goods and services in practice. Even though such constraints exist, personalized product offerings combined with free market access provide the customer with a wider availability of hard-to-find products. Added to this wider selection of items, customers can test products online before a decision is made to purchase (Karavdic, 2002).
Lumpkin, Drogee and Dess (2002) argue that even though the internet makes possible new opportunities for strategic success, ignoring business fundamentals and basic financial requirements results in business losses. According to this line of argument many e-commerce companies have been unsuccessful at making a profit due to heavy spending on mass marketing, intensive price competition, and lowered customer’s search and switching costs. De Figueiredo (2000) stresses this argument, contending that increased customer power and lowered entry barriers due to the internet can heavily lower a company’s profitability. 
2.2.10	How the Internet affects E-commerce
Zwass (1998) argue that popularity of the internet for e-commerce is unquestionable. Schaeffer (1999) contends that this popularity emanated from the fact that the internet offers a channel where buyers and sellers are able to complete transactions cheaply, instantaneously and anonymously whilst overcoming geographic and time barriers. 
He contends that it provides a channel to remove multiple layers of middlemen by bringing companies and their customers and suppliers together directly and cheaply (Schaeffer, 1999). As such, e-commerce is thereby expected to widen markets and lower transaction costs.
1. Positive Effects on a Business 
Shingh (2003) contends that the internet enables a company to expand its market reach. Jensen (1999) agrees and contends that a little company is able to utilize the internet to reach markets far beyond its traditional vicinity while also gaining access to markets beyond its current customer base. Given this advantage to small companies, Jensen (1999) further argues that small companies can also have greater visibility against large companies and hence a chance to level the playing field to some extent.
2. Negative Effects to a Business 
Given the above potentials of e-commerce, there are a number of challenges as e-commerce takes root as a business tool. Schaeffer (2003) argues that e-commerce is limited to the transmission of information that can be interpreted by two of the five senses alone namely sight and sound. As such the internet is unable to communicate taste, smell and feel.

2.2.11	How is Instagram Changing the Face of E- Commerce
Recently, Instagram has gained quite a popularity among people, with introduction of new features and constant updates it has made way to everyone’s devices. Instagram has recently introduced reels (short videos) which is main attraction for most people these days, if used properly the reel feature can help increase the brand outreach. Instagram is very business friendly with its options of creating a business profile and viewing insights and profile visits, with its feature of promotion site helps the brand to reach its targeted audience, allowing brands to collaborate with the influencers and thereby marketing the product.
In the e-Commerce industry, Instagram is a game- changer. Virtually every notable e-Commerce building platform enables you to incorporate an Instagram feed into your online store. There are over 1 million monthly advertisers and 8 million company profiles on the marketplace. Instagram is quickly becoming the social media universe's hub in 2021.1 Thanks to the 'Checkout on Instagram' feature, it has also become the focal point of all mobile eCommerce transactions. The Checkout on Instagram has proven successful with eCommerce companies, creating a one-of-a-kind start-to-finish shopping experience. Instagram added the shoppable post option back in March 2018, allowing users to purchase products directly from the app. The Instagram user was redirected to the brand's website, where they were occasionally required to register or create a new account. After browsing a product from a brand's shopping post, the user sees a "Checkout on Instagram" option. They merely need to select the size or colour before closing the cart, and then they'll be taken straight to payment without ever leaving the Instagram app. The buyer's journey from product discovery to purchase has been substantially simplified, because of Instagram. As a result, the entire process of becoming inspired to receive the item will be considerably more straightforward and quicker. This could be a critical step in closing the e-Commerce mobile divide.
2.3 Theoretical Review
[bookmark: _Toc170008183]2.3.1	Social Learning Theory
Social learning theory, introduced by psychologist Albert Bandura, proposed that learning occurs through observation, imitation, and modeling and is influenced by factors such as attention, motivation, attitudes, and emotions. The theory accounts for the interaction of environmental and cognitive elements that affect how people learn.
The theory suggests that learning occurs because people observe the consequences of other people's behaviors. Bandura's theory moves beyond behavioral theories, which suggest that all behaviors are learned through conditioning, and cognitive theories, which consider psychological influences such as attention and memory.
According to Bandura, people observe behavior either directly through social interactions with others or indirectly by observing behaviors through media. Actions that are rewarded are more likely to be imitated, while those that are punished are avoided. Bandura goes on to explain that "Fortunately, most human behavior is learned observationally through modeling: from observing others one forms an idea of how new behaviors are performed, and on later occasions, this coded information serves as a guide for action."
[bookmark: _Toc170008184]2.3.2	Cognitive Dissonance Theory
Cognitive dissonance theory was first presented by Leon Festinger in 1957 in order to explain the relationships between the motivation, perceptions and cognitions of an individual (Festinger, 1962). It clarified the conditions that motivate individuals to change their opinions, attitudes, beliefs or behaviours. Festinger (Festinger, 1962) defined the ‘cognition’ as any piece of knowledge that an individual has about them self or their environment. The theory was based on the belief that people strive toward consistency within them and are driven to make changes to reduce or eliminate an inconsistency (Cooper, 2007).
Cognitive dissonance theory began by postulating that pairs of cognitions can be either relevant or irrelevant to one another. If two cognitions are relevant and concurring, there is consonance. However, if two cognitions are relevant, but conflicting, the existence of dissonance would cause psychological discomfort and motivate the individual to act upon this. The greater the magnitude of dissonance, the greater the pressure for the individual to reduce the dissonance (Harmon-Jones & Mills, 2019). The existence of dissonance and the mechanisms that humans used to cope with it captured Festinger’s interest in developing cognitive dissonance theory.
The concept of cognition was relatively new at the time of the introduction of cognitive dissonance theory. Before that, the relationship between human attitudes and behaviours was understood as a complex process that involved motivational, emotional, affective and perceptual factors (Krech, 2019; Rosenberg, 1966). Therefore, the theory was one of the breakthroughs for research in the psychology field as it revolutionised thinking about human psychological processes. More specifically, the theory explains how rewards affect attitudes and behaviours and how behaviours and motivations affect cognitions and perceptions (Harmon-Jones & Harmon-Jones, 2007). Although the concepts of harmony and conflict were not new and had been proposed earlier by Heider (Heider, 1946), Cognitive Dissonance theory made a major contribution to the concept of consistency (Cooper, 2007). 
The theory is different compared to other consistency theories as it defines dissonance and consonance in relation to a specific cognition, which usually is related to a behaviour (Harmon-Jones & Harmon-Jones, 2007). Cognitive Dissonance theory made it possible to identify the determinants of attitudes and beliefs, the internalisation of values, the consequences of decisions, the effects of disagreement among individuals and other important psychological processes (Mills & Harmon-Jones, 1999). Hence, the theory received good attention from scholars in its early days, due to its few fundamental and uncomplicated principles, which could make novel and non-obvious predictions.
2.3.3 Development Media Theory
According to Okunna (2020), the development theory emerged in the 1980s to fill the void, which became increasingly noticeable as the gap between developed and developing countries widened. For Nwodu &Ukozor (2022), the development media theory is therefore premised on the belief that the mass media and the government should work closely to ensure that the media assist in the overall development of the country. 
2.4 Empirical Review
Several empirical studies have been conducted to investigate the growing influence of social media on e-commerce across different populations and geographical regions. These studies highlight patterns, preferences, and consumer behaviors shaped by social media platforms, especially among younger demographics like students.
Okeke, & Adeyemi, (2021) examine The Role of Social Media in Shaping E-Commerce Trends in Nigerian Universities. This research focused on undergraduates in Nigeria and found that 68% of respondents regularly used WhatsApp and Instagram to interact with small-scale online vendors. Most students preferred social media platforms over traditional e-commerce websites because of accessibility, peer interaction, and perceived lower cost. The study recommended integrating secure payment systems into social platforms to boost trust.
Ahmed, et al. (2022) Social Media Influence on Students’ Online Buying Behaviour. This study, conducted among university students in Malaysia, revealed that over 70% of participants reported making online purchases influenced by social media content. Instagram and Facebook were the most impactful platforms, especially when it came to fashion and tech products. The study also showed that peer reviews and influencer endorsements significantly affected students’ trust in online products.
Kaplan, & Haenlein, (2019) Investigate on Users of the World, Unite! The Challenges and Opportunities of Social Media. Although broader in scope, this research emphasized that businesses that actively engage users through social media are more likely to convert online interactions into sales. The authors concluded that e-commerce success on social media depends on authenticity, engagement strategies, and platform choice.
Chikandiwa, et al. (2020) engage on The Role of Digital and Social Media Marketing in Consumer Behavior. Focusing on university students in South Africa, the research found that digital ads on social media platforms led to impulse buying in 60% of cases. The visual nature of Instagram and the interactive features on TikTok were shown to directly impact students' purchasing decisions. The researchers emphasized the role of video content in increasing consumer trust.
Smith, & Anderson, (2020) examined Social Media Use in 2020: Implications for E-Commerce.: A survey by Pew Research Center revealed that users aged 18–29 were the most likely to purchase products via social media links. Instagram and Snapchat were the top platforms for discovering new products, while Facebook remained dominant for group-based buying and promotions.
Ibrahim, & Musa, (2023) Examined Social Media Marketing and its Effect on Online Shopping among Nigerian Youth.: The study observed that social proof (e.g., reviews, shares, likes) heavily influenced online buying behavior. Students preferred buying from vendors with high engagement and visibility. The study emphasized that trust, platform usability, and peer influence were the biggest drivers of e-commerce success via social media.
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CHAPTER THREE
0. [bookmark: _TOC_250039]RESEARCH METHODOLOGY
[bookmark: _TOC_250038]3.1 Introduction
In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically 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 behavious, surveys are therefore frequently used in social and psychological research.
The research design for this study is descriptive survey design. This design will enable the researcher to obtain data from the students of Kwara State Polytechnic about their social media usage.
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 that it constitute of individuals or elements that are homogeneous in description.
This study was carried out to assess the social media influence on students° time management skill. Selected study of kwara state polytechnic students. form the population of the study.
The population of this study is the students of Kwara State Polytechnic. The researcher used a random sampling technique to select a representative sample of the population. A sample size of 200 students is used for this study.
3.3	Sample Size and Sampling Techniques
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 the students of Kwara State Polytechnic, the researches coordinately selected 200 out of the overall population as the sample size for Wis 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	Instrumentation
This study employed questionnaire as instrument of data collection. The questionnaire was divided into two sections, sections A and D.
Section A comprises demographic information of the targes respondent. The information include; sex, age, material status, educational qualification and work experience.
Section B Structured questionnaire is used to collect data from the respondents. The questionnaire are divided into sections to capture information about the respondents' demographic information, social media usage habits, and time management skills.
3.5	Validity and Reliability of the 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 intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and the 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 was the use 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 analysed using the frequency tables, which provided answers to the research questions. The data collected are analyzed using descriptive statistics such as frequency and percentages.
.












CHAPTER FOUR
PRESENTATIONAND DISCUSSION OF FINDINGS
4.1	INTRODUCTION
The aim of this study was to determine Audience Perception of Impact of Social Media on E-Commerce Among Students of Kwara State Polytechnic, Ilorin. The chapter is concerned with the presentation and analysis of data collected through the use of questionnaire distributed to the respondents. Two hundred copies of questionnaire were distributed and 200 copies were retrieved. This represented a response rate of 100%.
[bookmark: _TOC_250007]4.2	Data Presentation and Analysis
Items 1-4 in the questionnaire answered questions on the respondent’s demography.
Question 1: Sex
	Response
	Frequency
	Percentage

	Male
	60
	30%

	Female
	140
	70%

	Total
	200
	100%


Source field survey, 2025
On the table above, 60 respondents (30%) were males, while 140 respondents (70%) were females.
Question 2: Age 
Table 2: Response to question 2
	Response
	Frequency
	Percentage

	20-25
	100
	50%

	36-45
	60
	30%

	40 and above
	40
	20%

	Total
	200
	100%


Source field survey, 2025
On the above table, 100 respondents (50%) fall under the age bracket of 20-25, 60 respondents (20%) fall under the age bracket of 13-16, 40 respondents (20%) falls under the age bracket of 17-20.
Question 3: Marital Status
Table: Response to question 3		
	Response
	Frequency
	Percentage

	Married
	90
	45%

	Single
	50
	25%

	Others
	60
	30%

	Total
	200
	100%


Source field survey, 2025
On the table above, 90 respondents (45%) are married, 50 respondents (25%) are single and other 60 respondents representing 30% were neither married nor single. 
Question 4: Educational level
Table: Response to question 4		
	Response
	Frequency
	Percentage

	NCE/OND
	70
	35%

	HND/B.Sc
	40
	20%

	M.Sc and Above
	90
	45%

	Total
	200
	100%


Source field survey, 2025
On the table above, 70 respondents (35%)  were obtained NCE/OND. 40 respondents (20%) were obtained  HND/B.Sc and other 90 respondents representing 45% were obtained  M.Sc and Above.
Table 4.5: Response to Religion		
	Response
	Frequency
	Percentage

	Christian  
	40
	20%

	Muslim  
	50
	25%

	Traditionalist 
	60
	30%

	Others 
	50
	25%

	Total
	200
	100%


Source field survey, 2025
On the table above, 40 respondents (35%) were Christian. 50 respondents (25%) were Muslim, 60 respondents representing 30% were students and other 50 respondents representing 25% were others.
Question 6: Social media platforms like Instagram, TikTok, or X have influenced my decision to purchase products online
	Response
	Frequency
	Percentage

	Strongly agree
	94
	47%

	Agree
	70
	35%

	Undecided
	-
	-

	Disagree
	32
	16%

	Strongly Disagree
	4
	2%

	Total
	200
	100%


Source field survey, 2025
From the table above, 94 respondents (47%) Strongly agree, 70 respondents (35%) Agree, 32 respondents (16%) preferred the undecided, while 4 respondents (2%) Strongly disagree.
Question 7: Social media has made me more confident in making online purchases because of customer reviews and ratings shared on these platforms.
Table 4.7: Response to question 8
	Response
	Frequency
	Percentage

	Strongly agree
	28
	14%

	Agree 
	60
	30%

	Undecided 
	-
	-

	Disagree 
	42
	21%

	Strongly disagree 
	70
	35%

	Total
	200
	100%


Source field survey, 2025
On the table above, 28 respondent (14%) chose Strongly agree, 60 Respondents (30%) chose Agree 42 respondents (21%) chose Disagree, while 70 respondents (35%) chose Strongly disagree. 
Question 8: Social media advertisements provide me with enough information to make informed decisions about online purchases.
Table 4.8: Response to question 
	Response
	Frequency
	Percentage

	Strongly agree
	174
	87%

	Strongly disagree 
	26
	13%

	Total
	200
	100%


Source field survey, 2025
The above table shows that 174 respondents representing 87% strongly agreed, while only 26 respondents representing 13% were off the idea. 
Question 9: I feel that social media trends and promotions shape my preferences for choosing specific e-commerce platforms over others
Table 9: Response to question 
	Response
	Frequency
	Percentage

	Strongly agree
	     30
	15%

	Agree 
	     40
	20%

	Undecided 
	    38
	19%

	Disagree 
	   62
	31%

	Strongly disagree 
	   30
	15%

	Total
	200
	100%


Source field survey, 2025
From the table above, 30 respondents (15%) chose strongly agree, 40 respondents (20%) agree, 38 respondents (19%) Undecided, 62 respondents (31%) Disagree, while 30 respondents (15%) strongly disagree.
Question 10: I have learned about new e-commerce brands or products through influencers or content creators on social media
Table 10: Response to question 
	Response
	Frequency
	Percentage

	Strongly agree
	194
	97%

	Agree 
	4
	2%

	Undecided
	
	

	Disagree 
	
	

	Strongly disagree
	2
	1%

	Total
	200
	100%


Source field survey, 2025
From the table above 16, 194 respondents (97%) Strongly agree metropolis on the, while 4 respondents (2%) did agree, and 2 respondent (1%) made no response.
Question 11: Social media sources provide accurate and factual information.
Table 11: Response to question 
	Response
	Frequency
	Percentage

	Strongly agree
	28
	14%

	Agree 
	60
	30%

	Undecided 
	-
	-

	Disagree 
	42
	21%

	Strongly disagree 
	70
	35%

	Total
	200
	100%


Source field survey, 2025
On the table above, 28 respondent (14%) chose Strongly agree, 60 Respondents (30%) chose Agree 42 respondents (21%) chose Disagree, while 70 respondents (35%) chose Strongly disagree.
Question 12: Social media posts usually cite credible sources or evidence.
Table 12: Response to question 		        
	Response
	Frequency
	Percentage

	Strongly agree
	        104
	52%

	Agree 
	        60
	30%

	Undecided 
	-
	-

	Disagree 
	       36
	18%

	Strongly Disagree 
	-
	-

	Total
	200

	100%


Source field survey, 2025
The table above indicated that, 104 respondents (52%) strongly agreed that the above question, 60 respondents (30%) agreed with the above question, while 36 respondents (18%) said not agreed
Question 13: The information I get from social media is relevant to my daily life
Table 13: Response to question 
	Response
	Frequency
	Percentage

	Strongly agree
	60
	30%

	Agree 
	70
	35%

	Undecided 
	24
	12%

	Disagree 
	46
	23%

	Strongly disagree 
	-
	-

	Total
	200
	100%


Source field survey, 2025
From the table above, 60 respondents (30%) Strongly agree, 70 respondents (35%) Agree, 24 respondents (12%) Undecided, while 46 respondents (23%) Disagree.
Question 14: The information I see on social media is useful for making decisions
	Response
	Frequency
	Percentage

	Strongly agree
	     30
	15%

	Agree 
	     40
	20%

	Undecided 
	    38
	19%

	Disagree 
	   62
	31%

	Strongly disagree 
	   30
	15%

	Total
	200
	100%


Source field survey, 2025
From the table above, 30 respondents (15%) chose strongly agree, 40 respondents (20%) agree, 38 respondents (19%) Undecided, 62 respondents (31%) Disagree, while 30 respondents (15%) strongly disagree.
Question 15: Social media helps me stay informed about current events
Table 15: Response to question 		
	Response
	Frequency
	Percentage

	Strongly agree
	         14
	7%

	Agree 
	         18
	9%

	Undecided 
	-
	-

	Disagree 
	        108
	54%

	Strongly disagree 
	        60
	30%

	Total
	        200
	100%


Source field survey, 2025
In response to the question 13 above, 14 respondents (7%) Strongly agree, 18 respondents (9%) Agree, 108 respondents (54%) Disagree, and 60 respondents (30%) Strongly disagree.
Question 16: Social media currently provides helpful information about e-commerce trends and practices
Table 4.16: Response to question 
	Response
	Frequency
	Percentage

	Strongly agree
	94
	47%

	Agree
	70
	35%

	Undecided
	-
	-

	Disagree
	32
	16%

	Strongly Disagree
	4
	2%

	Total
	200
	100%


Source field survey, 2025
From the table above, 94 respondents (47%) Strongly agree, 70 respondents (35%) Agree, 32 respondents (16%) preferred the undecided, while 4 respondents (2%) Strongly disagree.
Question 17: Content related to e-commerce on social media is easy to understand and engaging.
Table 17: response to question 
	Response
	Frequency
	Percentage

	Strongly agree
	124
	62%

	Agree
	58
	29%

	Undecided
	18
	9%

	Disagree
	-
	-

	Strongly Disagree
	-
	-

	Total
	200
	100%


Source field survey, 2025
In response to the question 15 above, 104 respondents (62%) were strongly is agree, 58 respondents (29%) were agreed, while 18 respondents (9%) were not undecided.
Question 18: Social media content related to e-commerce needs to be more in-depth and informative
Table 4.18: Response to question 
	Response
	Frequency
	Percentage

	Strongly agree
	194
	97%

	Agree 
	4
	2%

	Undecided
	
	

	Disagree 
	
	

	Strongly disagree
	2
	1%

	Total
	200
	100%


Source field survey, 2025
From the table above 16, 194 respondents (97%) Strongly agree metropolis on the, while 4 respondents (2%) did agree, and 2 respondent (1%) made no response.
Question 19: Visual and interactive content (e.g., infographics, videos, live demos) would improve e-commerce learning on social media
Table 19: Response to question 
	Response
	Frequency
	Percentage

	Strongly agree
	     30
	15%

	Agree 
	     40
	20%

	Undecided 
	    38
	19%

	Disagree 
	   62
	31%

	Strongly disagree 
	   30
	15%

	Total
	200
	100%


Source field survey, 2025
From the table above, 30 respondents (15%) chose strongly agree, 40 respondents (20%) agree, 38 respondents (19%) Undecided, 62 respondents (31%) Disagree, while 30 respondents (15%) strongly disagree.
Question 20: Collaboration between educators and influencers could improve the educational value of e-commerce content
Table 20: Response to question 
	Response
	Frequency
	Percentage

	Strongly agree
	194
	97%

	Agree 
	4
	2%

	Undecided
	
	

	Disagree 
	
	

	Strongly disagree
	2
	1%

	Total
	200
	100%


Source field survey, 2025
From the table above 16, 194 respondents (97%) Strongly agree metropolis on the, while 4 respondents (2%) did agree, and 2 respondent (1%) made no response.
4.3 Discussion of finding
The findings from the survey conducted among 200 students at Kwara State Polytechnic, Ilorin, provide valuable insights into the perceived impact of social media on e-commerce. The discussion is structured around the research objectives and questions to evaluate student awareness, perceived credibility, and potential improvements in social media’s role in e-commerce.
1. Student Awareness and Knowledge about E-Commerce as Influenced by Social Media
The data from Question 6 indicates that 82% of respondents (47% strongly agree, 35% agree) acknowledged that social media platforms like Instagram, TikTok, and X influenced their decisions to purchase products online. This aligns with Okeke and Adeyemi’s (2021) findings, which noted that Nigerian university students heavily rely on social media platforms like WhatsApp and Instagram for e-commerce interactions due to their accessibility and peer engagement. Similarly, Question 10 revealed that 99% of respondents (97% strongly agree, 2% agree) learned about new e-commerce brands or products through influencers or content creators, supporting Ahmed et al.’s (2022) observation that influencer endorsements significantly impact students’ trust in online products. These findings suggest that social media is a powerful tool for raising awareness and educating students about e-commerce opportunities, as it provides a dynamic platform for discovering new brands and products.
2. Perceived Credibility and Relevance of Information Provided through Social Media Channels
The survey results present a mixed perception regarding the credibility and relevance of social media content for e-commerce. Question 11 shows that only 44% of respondents (14% strongly agree, 30% agree) believe social media provides accurate and factual information, while 60% (21% disagree, 39% strongly disagree) question its credibility. Similarly, Question 12 indicates that 82% (52% strongly agree, 30% agree) believe social media posts cite credible sources, but Question 13 reveals that only 47% (17% strongly agree, 30% agree) find the information relevant to their daily lives. These findings align with Kaplan and Haenlein’s (2019) emphasis on the importance of authenticity in social media engagement for e-commerce success. The skepticism about credibility may stem from the prevalence of unverified content or promotional bias, as noted by Ibrahim and Musa (2023), who highlighted the importance of social proof (e.g., reviews, likes) in building trust. However, Question 8 shows a strong positive perception, with 87% strongly agreeing that social media advertisements provide sufficient information for informed purchasing decisions, suggesting that while students value the information provided, they remain cautious about its accuracy.
3. Potential Improvements in Social Media’s Role in E-Commerce Education
The findings highlight areas where social media can improve its educational value for e-commerce. Question 18 reveals that 99% of respondents (97% strongly agree, 2% agree) believe social media content related to e-commerce needs to be more in-depth and informative. This is consistent with Chikandiwa et al.’s (2020) observation that engaging and interactive content, such as videos, significantly enhances consumer trust and engagement. Question 17 further supports this, with 91% (62% strongly agree, 29% agree) finding e-commerce content on social media easy to understand and engaging, indicating that current content is effective but could be enhanced. Question 19 shows a divided opinion, with 35% (15% strongly agree, 20% agree) supporting the use of visual and interactive content like infographics and videos, while 46% (31% disagree, 15% strongly disagree) are less convinced, suggesting a need for tailored content to meet diverse preferences. Finally, Question 20 indicates strong support (99%, with 97% strongly agree) for collaborations between educators and influencers to improve the educational value of e-commerce content, aligning with the social learning theory (Bandura, 1977), which emphasizes learning through observation and modeling from credible sources.
4. Gaps in Information and Understanding
The data reveals gaps in the depth and relevance of e-commerce information on social media. Question 15 shows that 84% (54% disagree, 30% strongly disagree) do not find social media effective for staying informed about current events, which may extend to broader e-commerce trends and practices. Question 14 further indicates that only 35% (15% strongly agree, 20% agree) find social media information useful for decision-making, with 46% (31% disagree, 15% strongly disagree) expressing skepticism. These findings suggest that while social media excels in product discovery and engagement, it falls short in providing comprehensive, actionable insights for informed decision-making. This supports the need for more educational content, as suggested by Smith and Anderson (2020), who noted that platforms like Instagram and Snapchat are effective for product discovery but less so for in-depth education.
5. Influence of Social Media Trends and Promotions
Question 9 shows that only 35% (15% strongly agree, 20% agree) feel that social media trends and promotions shape their preferences for specific e-commerce platforms, with 46% (31% disagree, 15% strongly disagree) indicating limited influence. This suggests that while social media is effective in driving awareness and initial engagement, its role in shaping long-term platform preferences is less pronounced, possibly due to competing factors like price, convenience, or trust in established platforms like Jumia or Amazon.
In summary, the findings confirm that social media significantly influences students’ e-commerce engagement, particularly in product discovery and purchase decisions, but its credibility and depth of information require improvement. These insights align with the cognitive dissonance theory (Festinger, 1962), as students experience discomfort when encountering conflicting or unreliable information, prompting a need for more credible and in-depth content to reduce dissonance and enhance trust.










CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary of Findings
This study investigated the audience perception of the impact of social media on e-commerce among students of Kwara State Polytechnic, Ilorin. Using a descriptive survey design, data were collected from 200 students through a structured questionnaire, achieving a 100% response rate. The study aimed to assess student awareness and knowledge of e-commerce as influenced by social media, evaluate the perceived credibility and relevance of social media information, and identify potential improvements for its educational role in e-commerce.
Key findings indicate that social media platforms significantly influence students’ online purchasing decisions, with 82% acknowledging their impact and 99% discovering new brands through influencers. However, only 44% trust the accuracy of social media information, and 60% question its credibility, highlighting a gap in perceived reliability. While 87% find social media advertisements informative, 99% believe e-commerce content needs to be more in-depth. Additionally, 91% find current content engaging, and 99% support collaborations between educators and influencers to enhance educational value. These findings underscore social media’s role in e-commerce engagement but reveal limitations in credibility and depth, necessitating improvements to better serve students.
5.2 Conclusion
The study concludes that social media plays a pivotal role in shaping students’ engagement with e-commerce at Kwara State Polytechnic, Ilorin, particularly in raising awareness and facilitating product discovery. Platforms like Instagram, TikTok, and X are effective in influencing purchase decisions and introducing students to new brands, largely through influencers and interactive content. However, challenges remain in the perceived credibility and relevance of social media information, with students expressing skepticism about its accuracy and applicability to daily decision-making. The strong support for more in-depth content and collaborations between educators and influencers suggests a need for strategic enhancements to maximize social media’s educational potential in e-commerce. These findings align with theoretical frameworks like social learning theory and cognitive dissonance theory, emphasizing the importance of credible, engaging, and informative content to foster trust and effective learning.
5.3 Recommendations
Based on the findings, the following recommendations are proposed to enhance the role of social media in e-commerce among students:
1. Enhance Content Depth and Credibility: E-commerce businesses and content creators should prioritize creating in-depth, factual, and well-referenced content on social media platforms to address students’ skepticism about credibility. This could include detailed product descriptions, verified customer reviews, and transparent sourcing information.
2. Leverage Visual and Interactive Content: Social media platforms should increase the use of infographics, videos, and live demos to make e-commerce content more engaging and easier to understand, as supported by 91% of respondents who found current content engaging.
3. Foster Collaborations with Educators: Educational institutions and e-commerce brands should collaborate with influencers and educators to develop informative content that bridges the gap between entertainment and education, as 99% of respondents supported this approach.
4. Integrate Secure Payment Systems: To boost trust, social media platforms should integrate secure and user-friendly payment systems, to enhance the shopping experience and reduce perceived risks.
5. Develop Targeted Educational Programs: Polytechnics should incorporate digital commerce curricula that leverage social media to teach students about e-commerce opportunities, risks, and best practices, addressing the identified gaps in information depth.
6. Encourage Peer Reviews and Social Proof: Brands should promote user-generated content, such as reviews and ratings, to build trust and influence purchasing decisions, as these factors significantly impact students’ confidence in online purchases.
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APPENDIX 
QUESTIONNAIRE
KWARA STATE POLYTECHNIC ILORIN
INSTITUTE OF INFORMATION COMMUNICATION TECHNOLOGY (IICT)
DEPARTMENT OF MASS COMMUNICATION
Dear respondent,
I’m a student of the Department of Mass Communication, Kwara State Polytechnic, Ilorin and I’m carrying out a research on the topic “AUDIENCE PERCEPTION OF IMPACT OF SOCIAL MEDIA ON E-COMMERCE AMONG STUDENTS OF KWARA STATE POLYTECHNIC, ILORIN.
Instruction: Please tick ( ) the answer you consider appropriate and provide your answer where necessary.
SECTION A
1. Gender: (A) Male ( ) (B) Female ( )
2. Age: (A) 16-20 ( ) (B) 21-25 ( ) (C) 26-30 ( ) (D) 31 and above ( )
3. Marital Status: (A) Single ( ) (B) Married ( ) (C) Divorced ( )
4. Academic Level: (A) ND 1 ( ) (B) ND 2 ( ) (C) HND 1 ( ) (D) HND 2 ( )
5. Religion: (A) Muslim ( ) (B) Christian ( )
SECTION B 
SA= Strongly Agree, A= Agree, N= Neutral, D= Disagree, SD= Strongly Disagree
	S/N
	STATEMENT
	SA
	A
	N
	D
	SD

	6
	Social media platforms like Instagram, TikTok, or X have influenced my decision to purchase products online
	
	
	
	
	

	7
	Social media has made me more confident in making online purchases because of customer reviews and ratings shared on these platforms.
	
	
	
	
	

	8
	Social media advertisements provide me with enough information to make informed decisions about online purchases.

	
	
	
	
	

	9
	I feel that social media trends and promotions shape my preferences for choosing specific e-commerce platforms over others
	
	
	
	
	

	10
	I have learned about new e-commerce brands or products through influencers or content creators on social media
	
	
	
	
	

	11
	Social media sources provide accurate and factual information
	
	
	
	
	

	12
	Social media posts usually cite credible sources or evidence
	
	
	
	
	

	13
	The information I get from social media is relevant to my daily life
	
	
	
	
	

	14
	The information I see on social media is useful for making decisions
	
	
	
	
	

	15
	Social media helps me stay informed about current events
	
	
	
	
	

	16
	Social media currently provides helpful information about e-commerce trends and practices
	
	
	
	
	

	17
	Content related to e-commerce on social media is easy to understand and engaging.
	
	
	
	
	

	18
	Social media content related to e-commerce needs to be more in-depth and informative
	
	
	
	
	

	19
	Visual and interactive content (e.g., infographics, videos, live demos) would improve e-commerce learning on social media
	
	
	
	
	

	20
	Collaboration between educators and influencers could improve the educational value of e-commerce content
	
	
	
	
	




