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ABSTRACT
This study investigates the influence of Lush Hair advertisements on the buying habits of female students at Kwara State Polytechnic. As advertising becomes a dominant force in shaping consumer behavior, especially within youth markets, brands like Lush Hair invest heavily in digital and traditional advertising campaigns. The research adopts a quantitative survey method using structured questionnaires administered to 150 female students. The study specifically examines advertising strategies, levels of exposure, and the extent to which advertisements shape consumer decisions. Findings reveal a high level of brand awareness and significant influence of advertisements on students' preferences, engagement, and purchasing behavior. The research highlights that emotional appeal, social influence, and affordability are key factors driving the effectiveness of Lush Hair's advertising. The study contributes to the understanding of advertising impact within Nigeria’s beauty industry and offers practical recommendations for marketers targeting young female demographics.
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CHAPTER ONE
INTRODUCTION
1.1	Background to the Study
Advertising is a vital aspect of marketing communication designed to inform, persuade, and remind potential customers about products or services. It is a strategic tool used by brands to establish and reinforce their presence in the market (Kotler & Keller, 2016). In today’s competitive marketplace, the influence of advertising on consumer behavior cannot be overstated, especially among young, impressionable demographics such as students. This study examines the role of advertising in shaping the buying habits that is, the recurring patterns or behaviors individuals display when making purchasing decisions of female students at Kwara State Polytechnic, with specific attention to Lush Hair, a popular brand of hair extensions in Nigeria.
Advertising is an integral aspect of modern marketing, enabling businesses to communicate with potential customers, build brand awareness, and influence consumer behavior. Hair care brands, particularly in Nigeria, operate in a competitive market where advertising strategies must appeal to both emotional and rational aspects of consumers’ decision-making. Lush Hair has emerged as a leading brand in this domain, targeting its audience with vibrant, relatable advertisements.
Hair extensions, also referred to as artificial hair integrations, are used to add length, volume, or aesthetic appeal to natural hair (Solomon et al., 2020). In Nigeria, the use of hair extensions has transcended basic utility, becoming a significant element of fashion and identity, particularly among young women. Brands like Lush Hair have capitalized on this trend, deploying aggressive advertising campaigns across multiple platforms, including television, billboards, social media, and influencer marketing. By showcasing vibrant, youthful models and emphasizing qualities such as affordability, quality, and style versatility, Lush Hair positions itself as the go-to choice for modern Nigerian women seeking to enhance their beauty (Adedoyin & Oke, 2021).
In the case of Lush Hair, the emphasis on relatable storytelling, aspirational imagery, and a connection to cultural aesthetics appeals to a target audience that values individuality and style (Obi & Nwoke, 2019). The brand’s advertisements frequently align with the AIDA (Attention, Interest, Desire, Action) model of marketing, capturing attention with vibrant visuals, sparking interest through engaging narratives, instilling desire for beauty enhancement, and prompting action through promotions or endorsements (Kotler & Keller, 2016).
The hair care industry in Nigeria has experienced significant growth over the past decade, driven by urbanization, a youthful population, and increasing awareness of personal grooming. The industry includes various segments such as hair extensions, wigs, conditioners, and styling products. According to Nielsen (2022), the Nigerian beauty market is projected to grow by over 10% annually, with hair care products playing a pivotal role.
Lush Hair, a prominent brand in Nigeria, has successfully carved out a niche by offering high-quality, affordable products. Its advertising campaigns focus on relatable themes such as self-confidence, empowerment, and cultural identity, often featuring local celebrities and influencers to create a connection with its target audience. At Kwara State Polytechnic, the influence of such campaigns can be seen in the popularity of Lush Hair products among female students.
However, despite the prominence of Lush Hair advertisements, there remains an essential question: to what extent do these campaigns influence the buying habits of female students? While some students might make purchases directly inspired by advertisements, others might prioritize peer recommendations, product quality, or affordability (Ajayi, 2020). Understanding this dynamic is crucial for marketers seeking to optimize their advertising strategies and for academic researchers aiming to unpack the intricate relationship between advertising and consumer behavior.
Female students represent a key demographic for Lush Hair due to their inclination toward personal grooming, social activities, and style consciousness. Advertisements often capitalize on these factors, associating their products with confidence, elegance, and affordability. This research examines the extent to which Lush Hair advertisements influence the purchasing habits of female students at Kwara State Polytechnic, providing insights into how advertising drives consumer behavior in a youth-centric market. The female students of Kwara State Polytechnic form a vibrant consumer base, exposed to various media and advertising channels. Their buying habits are often shaped by psychological, social, and economic factors, with advertisements serving as a critical influencer (Ajayi, 2020). For these students, purchasing decisions may not solely depend on product attributes but also on how effectively a brand communicates its value through advertising.
This study investigates the influence of Lush Hair advertisements that is, their ability to shape perceptions and drive purchasing behavior on the buying habits of female students at Kwara State Polytechnic. It explores the effectiveness of these advertisements and considers other contributing factors, such as socio-economic background, cultural influences, and peer pressure, to provide a holistic view of consumer decision-making in this demographic.
1.2	Statement of the Problem
The proliferation of advertisements for hair care products has created a highly competitive market where consumer attention is a scarce resource. Lush Hair’s campaigns, though widespread, must contend with numerous other brands vying for the same audience. While these advertisements are designed to influence behavior, their actual impact on consumer habits especially among female students remains unclear. Do these advertisements genuinely drive purchasing decisions, or are other factors such as peer influence, product quality, and affordability more significant? This study seeks to explore these dynamics, focusing on the female students at Kwara State Polytechnic.
Despite the aggressive advertising campaigns of brands like Lush Hair, questions remain regarding their effectiveness in influencing the buying habits of female students. While some students may be swayed by these advertisements to purchase the product, others may remain indifferent due to factors such as brand loyalty, economic constraints, or cultural influences.
Additionally, the oversaturation of advertisements in the media landscape raises concerns about their actual impact on consumer decision-making. For instance, do female students purchase Lush Hair because of its advertisements or due to peer influence, product quality, or personal preferences? These questions necessitate a comprehensive examination of the relationship between Lush Hair advertisements and the buying habits of female students in Kwara State Polytechnic.
This study aims to fill the gap by exploring the extent to which Lush Hair advertisements influence the buying behavior of this demographic. It will also consider other potential factors that contribute to their purchasing decisions.
1.3	Justification for the Study
	The growing reliance on advertising as a primary tool for influencing consumer behavior necessitates a closer examination of its impact, particularly on specific demographic groups such as female students. This study is justified on the following grounds:
i. Relevance to Consumer Behavior Analysis
	Understanding the influence of advertising on consumer behavior is essential for developing effective marketing strategies. Female students, as a significant segment of the consumer market for beauty products, represent a unique group whose buying habits are shaped by cultural, social, and economic factors. By focusing on the impact of Lush Hair advertisements, this study contributes to the broader understanding of how advertisements drive consumer preferences in the beauty industry.
ii. Significance to the Beauty Industry
	The beauty and personal care industry in Nigeria is rapidly expanding, with hair extensions like Lush Hair playing a central role. As companies invest heavily in advertising, understanding the effectiveness of these campaigns can help brands refine their strategies to better connect with their target audience. This study provides practical insights for marketers and advertisers seeking to optimize their communication efforts.
iii. Focus on a Key Demographic
	Female students represent a dynamic consumer group whose preferences can reflect broader societal trends. At Kwara State Polytechnic, these students are exposed to various advertisements daily, making them an ideal population for studying the impact of marketing efforts. The findings can be extrapolated to other educational institutions, offering a wider application of the study's results.
iv. Contribution to Academic Research
	Despite the extensive use of advertising in Nigeria, few studies focus specifically on the beauty industry and its impact on the buying habits of young women. This research bridges the gap by providing empirical evidence on the relationship between advertising and consumer behavior within this context, thereby enriching the body of literature in marketing and consumer psychology.
v. Policy Implications
	The study is also justified from a policy perspective. By examining the ethical and social implications of advertising campaigns targeted at young women, the findings can inform regulatory bodies, such as the Advertising Practitioners Council of Nigeria (APCON), on setting guidelines for responsible advertising that protects consumers while promoting fair competition among brands.
vi. Empowerment of Female Consumers
	Understanding how advertisements influence buying habits can empower female students to make informed decisions about their purchases. By highlighting factors such as psychological manipulation, social influence, and product quality, this study equips young women with knowledge that fosters critical thinking about marketing messages.



1.4	Objectives of the Study
	The main objective of this study is to assess the influence of Lush Hair advertisements on the buying habits of female students at Kwara State Polytechnic. The specific objectives are:
i. To identify the advertising strategies employed by Lush Hair to attract female students.
ii. To examine the level of exposure of female students to Lush Hair advertisements.
iii. To determine the extent to which these advertisements influence their buying decisions.
1.5	Research Questions
	The study seeks to answer the following questions:
i. What advertising strategies does Lush Hair use to attract female students?
ii. How exposed are female students at Kwara State Polytechnic to Lush Hair advertisements?
iii. To what extent do these advertisements influence their buying habits?
1.6	Research Hypotheses
	The study will test the following hypotheses:
· H₀₁: Lush Hair advertisements do not significantly influence the buying habits of female students at Kwara State Polytechnic.
· H₁₁: Lush Hair advertisements significantly influence the buying habits of female students at Kwara State Polytechnic.
1.7	Significance of the Study
	This study has theoretical, practical, and methodological significance:
This research contributes to the existing body of literature on advertising and consumer behavior, particularly in the Nigerian context. By focusing on the beauty industry, it highlights the unique dynamics of how advertising influences young women, offering new insights into the interplay between media campaigns and consumer decision-making. The study also adds to the understanding of how psychological and cultural factors mediate advertising's impact on buying habits. It makes a substantial contribution to theories of advertising and consumer behavior by expanding the understanding of how media campaigns influence buying habits, particularly among young female students in Nigeria. It provides empirical insights into how existing consumer behavior models, such as the AIDA (Attention, Interest, Desire, Action) framework, operate in real-world scenarios. Additionally, it contextualizes advertising theories within a Nigerian socio-cultural and economic setting, addressing the gap in literature on non-Western perspectives. The study also sheds light on the interplay between advertising, consumer identity, and self-perception, particularly in the beauty industry, where products like hair extensions carry symbolic meanings of beauty and social status. By exploring the influence of multi-channel advertising strategies, it enriches theoretical discussions on the effectiveness of cross-platform campaigns in shaping consumer preferences.
	The findings of this study will be valuable to marketers, advertisers, and brands like Lush Hair in designing more effective and targeted advertising strategies. By understanding how advertisements influence female students' buying habits, businesses can create campaigns that resonate more with this demographic. Additionally, the study provides actionable recommendations for engaging young consumers in an ethical and impactful manner. Policymakers can also use the results to set better standards for advertising practices that protect consumer interests.
	This study employs a mixed-methods approach that integrates quantitative and qualitative data, ensuring a comprehensive analysis of the influence of advertising on buying habits. The research design serves as a model for future studies on consumer behavior, particularly in under-researched areas like the Nigerian beauty industry. By focusing on a specific demographic (female students at Kwara State Polytechnic), the study provides a replicable framework for examining advertising's impact in other contexts and populations.
This study expands the conceptual understanding of advertising influence by examining the interplay between exposure to advertisements and actual buying behavior. It clarifies key concepts such as advertising strategies, buying habits, and consumer decision-making, offering a nuanced perspective on how these elements interact.
Furthermore, it provides a conceptual foundation for exploring the relationship between advertising and social influences, such as peer pressure and cultural norms, within the context of female students in Nigeria.
1.8	Scope of the Study
	The study focuses on the female students of Kwara State Polytechnic, Ilorin. It examines their exposure to Lush Hair advertisements and the influence of these campaigns on their buying habits. The study covers various advertising mediums, including television, social media, and outdoor advertising, and considers other factors such as peer influence and economic status. The study examines how Lush Hair advertisements across various platforms social media, television, radio, and print affect the students' buying habits. It also considers mediating factors such as peer influence, income levels, and product satisfaction.
1.9	Operational Definition of Terms
Advertisement: is a form of communication designed to inform, persuade, or influence an audience to take a specific action, such as purchasing a product, using a service, or adopting an idea. Advertisements are typically paid for and distributed through various media channels, including television, radio, newspapers, magazines, online platforms, and billboards. In simpler terms, advertisements are messages created by organizations, businesses, or individuals to promote their offerings and attract attention from their target audience. A form of communication designed to promote or sell products, often through media such as TV, radio, social media, and print. (Kotler & Keller, 2016).
Buying Habit: refer to the patterns, tendencies, and behaviors that consumer’s exhibit when making purchasing decisions. These habits include the frequency of purchases, preferred brands, decision-making processes, factors influencing choices (such as price, quality, or convenience), and the channels through which they buy (e.g., online, in-store). Buying habits are shaped by various factors, such as personal preferences, cultural influences, economic conditions, marketing strategies, and past experiences with products or services. Understanding these habits is crucial for businesses to tailor their marketing and sales strategies effectively. The regular tendencies or patterns of consumer behavior when making purchasing decisions. (Solomon et al., 2020).
Lush Hair: refers to hair that is thick, healthy, and vibrant in appearance, often characterized by its fullness, softness, and natural shine. The term is commonly used to describe well-maintained hair that exudes vitality and beauty. In a commercial context, Lush Hair is also a popular brand known for its high-quality synthetic and human hair extensions, wigs, and hair care products. The brand emphasizes style, durability, and affordability, making it a choice for individuals seeking versatile hair solutions. Let me know if you're asking about the brand or the general concept. A Nigerian brand specializing in hair extensions, wigs, and related products. (Adedoyin & Oke, 2021).
Hair Extensions: Artificial hair integrations used to add length or volume to natural hair are artificial or natural hair strands added to a person’s natural hair to increase length, volume, or enhance style. They can be made from human hair, synthetic materials, or a blend of both and are available in various textures, colors, and lengths to suit different preferences and needs. Extensions are commonly used for styling versatility, enhancing confidence, or compensating for hair loss or thinning. (Adedoyin & Oke, 2021).
Influence: The capacity of advertising to shape consumer attitudes, perceptions, and behaviors. It refers to the ability or power to affect, shape, or change someone's thoughts, behaviors, decisions, or actions, either directly or indirectly. This impact can occur through persuasion, inspiration, authority, or other means and is often based on factors like credibility, emotional appeal, or the perceived expertise of the influencer. (Kotler & Keller, 2016).

Female Students: Women enrolled in academic programs at Kwara State Polytechnic. They are individuals who identify as female and are enrolled in an educational institution, such as a school, college, university, or training program, to gain knowledge, skills, or qualifications. These students participate in academic and extracurricular activities as part of their educational journey. Female students may belong to various age groups and educational levels, ranging from primary education to postgraduate studies or specialized training programs. Their experiences and opportunities can be influenced by cultural, societal, and institutional factors. (Ajayi, 2020).


CHAPTER TWO
THEORETICAL FRAMEWORK AND LITERATURE REVIEW
2.1	Introduction
Advertising has long been a powerful tool used by companies to influence consumer behavior, and its impact on the purchasing habits of young consumers is particularly profound. As an essential aspect of marketing, advertisements aim to persuade potential customers, shaping their preferences and decisions through emotional appeals, celebrity endorsements, and product placement (Kotler & Keller, 2016).
Social media advertising has emerged as a dominant force in shaping consumer behavior and preferences in the digital age. Its global reach, interactivity, and data-driven personalization have revolutionized traditional marketing practices. This chapter explores relevant theories, conceptual frameworks, empirical studies, and appraisals to provide a comprehensive understanding of the influence of social media advertising on audience preference for foreign products. The review sets the foundation for the research by synthesizing existing literature and identifying gaps that this study seeks to address.
2.2	Theoretical Framework
The theoretical framework provides a lens through which the relationship between social media advertising and consumer preferences can be analyzed. Key theories relevant to this study include:
2.2.1	The AIDA Model (Attention, Interest, Desire, Action):
The AIDA model was first developed in 1898 by American advertising pioneer Elias St. Elmo Lewis. Lewis’s work focused on understanding how advertisements influence customer behavior and the steps necessary to lead a prospective buyer toward a purchase (Strong, 1925). Since its inception, the AIDA model has been widely adopted across industries, serving as a guiding principle for…marketers, advertisers, and sales professionals. The model’s enduring relevance lies in its simplicity and universality. It effectively captures the psychological and emotional journey a customer experiences, making it a cornerstone of modern marketing theories and practices (Kotler & Keller, 2016). This theory posits that effective advertising captures consumer attention, sparks interest, creates a desire, and motivates action (Kotler & Keller, 2016). Social media advertising aligns with this model by employing visually appealing content, interactive features, and call-to-action prompts to influence consumer behavior.
The AIDA Model is a foundational framework in marketing and advertising that describes the cognitive and behavioral stages a consumer goes through during the purchasing process, emphasizing Attention, Interest, Desire, and Action. Developed by E. St. Elmo Lewis in 1898, the model serves as a guide for crafting effective marketing strategies and persuasive communication. It highlights the importance of capturing the consumer’s attention, fostering interest in the product or service, creating a strong desire for ownership, and ultimately prompting the consumer to take action, such as making a purchase or subscribing to a service.
The first stage, Attention, focuses on capturing the audience’s awareness amidst the clutter of competing messages. This can be achieved through visually appealing advertisements, compelling headlines, or eye-catching visuals. Once attention is secured, the Interest stage involves engaging the audience by providing relevant and intriguing information that resonates with their needs or aspirations. This could include showcasing unique product features, sharing testimonials, or presenting captivating narratives. The Desire stage seeks to create an emotional connection between the consumer and the product, emphasizing benefits, value propositions, or aspirational elements that make the product indispensable. Finally, the Action stage motivates the consumer to make a concrete decision, such as purchasing, subscribing, or contacting the company, often through clear calls to action, limited-time offers, or easy-to-follow instructions.
The AIDA Model has widespread applications in various marketing channels, including advertising, sales, public relations, and digital media. In traditional advertising, such as print or television, the model guides the creation of campaigns that move the audience through each stage sequentially. In digital marketing, the AIDA principles are applied in crafting engaging websites, social media campaigns, email marketing, and search engine advertisements that encourage immediate interaction. Sales teams also leverage the model to structure their pitches, ensuring they address the consumer’s needs effectively while leading them toward a decision.
Despite its strengths, such as simplicity and practicality, the AIDA Model has faced criticisms for its linear approach, which may not fully capture the complexity of modern consumer behavior. The advent of digital technology and social media has introduced new dynamics, such as multi-channel interactions and nonlinear customer journeys that challenge the traditional sequence of the AIDA stages. Moreover, the model focuses primarily on the cognitive and emotional aspects of decision-making, potentially overlooking external factors such as social influences, cultural norms, or economic conditions. (Lewis, 1898; Kotler & Keller, 2016).
2.2.2	Uses and Gratifications Theory
The Uses and Gratifications (U&G) theory is a pivotal framework in communication and media studies that examines how and why individuals actively seek out specific media and content to satisfy particular needs. This approach shifts the focus from what media does to people, as seen in traditional media effects theories, to what people do with media. Developed in the mid-20th century, the U&G theory emphasizes the active role of the audience in the communication process (Katz et al., 1974).
The Uses and Gratifications theory emerged as a response to the limited effects model of mass communication. Early works by researchers such as Herzog (1944) and Lasswell (1948) laid the groundwork by exploring audience motivations and the functions of media. The theory was formalized by Elihu Katz, Jay Blumler, and Michael Gurevitch in the 1970s, who articulated a systematic approach to studying audience behavior and media use (Katz et al., 1974).
This theory explores how audiences actively seek media to fulfill specific needs, such as information, entertainment, or social interaction (Blumler & Katz, 1974). Social media platforms cater to these needs by providing advertisements that resonate with individual preferences, fostering audience engagement with foreign brands.
2.2.3	Cognitive Dissonance Theory
The Cognitive Dissonance Theory, developed by Leon Festinger in 1957, is a psychological framework that examines the mental discomfort or tension individuals experience when they hold two or more conflicting cognitions, such as beliefs, attitudes, or behaviors. This discomfort, known as dissonance, compels individuals to strive for consistency by altering their cognitions, attitudes, or behaviors to achieve harmony. Dissonance occurs in situations where there is a discrepancy between an individual’s actions and their beliefs, such as a person who values health yet engages in unhealthy behaviors like smoking. The intensity of dissonance depends on the importance of the conflicting cognitions and the ratio of dissonant to consonant elements, with stronger discomfort arising from more significant conflicts. To alleviate this discomfort, individuals may modify their beliefs, change their behaviors, or introduce new cognitions that justify the inconsistency (Festinger, 1957).
The theory has profound applications across diverse fields, including consumer behavior, health psychology, organizational behavior, and advocacy. In marketing, for example, it explains post-purchase dissonance, where consumers experience regret or doubt after making a purchase. To address this, businesses often provide reassurance through warranties, customer support, or positive reinforcement. In health psychology, the theory informs interventions designed to promote healthier behaviors by exposing the dissonance between individuals’ knowledge of health risks and their unhealthy habits, such as smoking or poor diet. Within organizational contexts, cognitive dissonance can arise when employees’ actions conflict with their values, such as working in environments that contradict their ethical beliefs. Addressing these conflicts can enhance job satisfaction and productivity. Advocacy campaigns frequently leverage dissonance by highlighting contradictions between societal norms and individual actions, motivating people to adopt environmentally friendly practices or support social justice initiatives.
The Cognitive Dissonance Theory is notable for its explanatory power, practical applications, and focus on internal psychological processes. It provides insights into decision-making, attitude change, and behavior modification, offering a nuanced understanding of human motivation. Despite its strengths, the theory faces criticisms, including difficulties in measuring the magnitude of dissonance, an overemphasis on rationality that overlooks emotional factors, and a binary focus on dissonance and consonance that may oversimplify complex psychological processes.
2.3	Conceptual Review
2.3.1	Social Media Advertising
Social media advertising refers to the strategic use of various social media platforms to promote products, services, or brands through both paid and organic content. The evolution of social media has allowed businesses to leverage sophisticated algorithms, user data, and interactive content formats to craft highly targeted advertising campaigns. This method has become a key component of modern marketing strategies due to its ability to reach vast audiences and engage users through tailored messaging. Social media platforms like Facebook, Instagram, Twitter, LinkedIn, and TikTok provide advertisers with powerful tools to segment audiences based on demographics, interests, online behaviors, and even purchase intent. By using such data, companies can optimize their ad placements and content to resonate with specific groups, ensuring better engagement and higher conversion rates. Through both organic posts and paid advertisements, businesses can foster deeper connections with their audience, driving brand awareness, consumer loyalty, and ultimately, sales (Smith & Zook, 2019).
2.3.2 Audience Preference
Audience preference refers to the tendencies and inclinations of consumers to gravitate toward certain products, brands, or services over others. These preferences are not only influenced by the inherent qualities of the products, such as their features, quality, and price but also by external factors, including cultural influences, societal trends, and the power of advertising. A consumer’s choice is often shaped by their perception of a product’s value and its alignment with their personal needs or desires. Advertising plays a pivotal role in this process by shaping perceptions and creating emotional connections with consumers. Over time, repeated exposure to certain brands or products through various advertising channels, particularly social media, can significantly impact consumer preferences, sometimes leading to brand loyalty or even the desire for aspirational purchases. Social media platforms, with their ability to deliver personalized content to users, have become powerful tools in influencing audience preferences. By tailoring ads to individual user profiles, businesses can maximize the effectiveness of their campaigns and influence consumers’ purchasing decisions (Ajayi, 2020).
2.3.3	Foreign Products
Foreign products are goods that are manufactured outside a consumer’s home country and are typically marketed as superior in terms of quality, design, or functionality. In the context of social media advertising, foreign products are often presented in a manner that portrays them as aspirational, desirable, and luxurious. This portrayal is especially prevalent in the fashion, technology, and beauty sectors, where international brands often have a perceived edge over local alternatives. Social media advertising plays a critical role in enhancing the appeal of foreign products, as it allows advertisers to craft narratives around these products, highlighting their uniqueness, prestige, or innovation. By showcasing foreign products as symbols of status or sophistication, advertisers can create a desire among consumers to purchase these products, even if they are more expensive or less accessible than domestic alternatives. Moreover, the global reach of social media enables these products to be marketed across borders, allowing foreign brands to tap into new markets and influence consumer preferences in regions where their presence may have previously been limited (Booth & Matic, 2019).
2.3.4	Advertising and Consumer Behavior
The link between advertising and consumer behavior has been extensively studied, particularly in the context of how media messages affect purchasing decisions. One of the foundational models in consumer behavior is the Theory of Planned Behavior (Ajzen, 1991), which posits that an individual’s intention to perform a behavior (such as purchasing a product) is influenced by attitudes, subjective norms, and perceived control over the behavior. In this context, Lush Hair’s advertisements, which appeal to a young, image-conscious demographic, may influence students’ attitudes towards the brand, reinforce societal beauty standards (subjective norms), and present the product as accessible, thus enhancing their perception of control over the purchase.
In a study conducted by Onwuka (2021), the role of social media advertising in shaping purchasing decisions among Nigerian youth was highlighted. The research showed that platforms like Instagram and Twitter, which Lush Hair extensively uses for marketing, play a significant role in creating brand awareness and influencing consumer choices. Social media advertising often capitalizes on the celebrity effect by using influencers or public figures that resonate with the audience, reinforcing the connection between product and aspirational beauty standards. According to Olatunji and Ajayi (2020), advertisements that feature aspirational personalities or relatable figures significantly impact the decision-making process, especially when the target audience is impressionable youth.
Moreover, the Elaboration Likelihood Model (Petty & Cacioppo, 1986) offers two routes of persuasion: the central and peripheral routes. The central route requires the consumer to actively engage with the information presented in the advertisement, such as product quality or its benefits, while the peripheral route relies on less cognitive effort and involves cues such as attractive visuals or celebrity endorsements. Lush Hair advertisements frequently use both routes detailed descriptions of product quality and benefits (central route) combined with vibrant visuals and endorsements from celebrities (peripheral route).
2.3.5	The Influence of Media and Celebrity Endorsements
Celebrity endorsements are one of the most prevalent forms of advertisement in the beauty industry, particularly within markets such as Nigeria. Adebayo and Durojaiye (2018) found that when celebrities endorse beauty products, they effectively increase consumers’ perceived value of the product. Celebrity figures act as role models, and young consumers often wish to emulate their appearance or lifestyle. Lush Hair taps into this by associating its brand with Nigerian celebrities, creating an aspirational image that influences the buying habits of young female students.
In a similar vein, Eze and Nwachukwu (2022) argue that influencer marketing on social media platforms like Instagram and YouTube creates a direct connection between the brand and its audience. They assert that such campaigns are highly effective at reaching younger demographics, particularly university and polytechnic students. The visual nature of these platforms, coupled with influencer endorsements, makes Lush Hair’s advertising particularly impactful, as students often follow influencers who share beauty tips, fashion advice, and personal experiences with the product.
2.3.6	Social Influence and Peer Pressure
Social influence plays a pivotal role in shaping consumer behavior among students. As Ademola (2020) explains, peer pressure and group dynamics significantly impact purchasing decisions, especially in college settings where students often seek approval or validation from their peers. Lush Hair advertisements often portray a sense of community, with users of the product frequently featured in groups or social settings. This creates a feeling of belonging and appeals to the social nature of students. Peer influence, whether direct or indirect, encourages students to make purchases in alignment with group behavior, particularly when the product is associated with beauty, fashion, or social acceptance.
2.3.7	Price Sensitivity and Affordability
Price is another critical factor influencing the purchasing habits of students. Onwuka (2021) and Akinmoladun (2019) suggest that affordability plays a central role in the decision-making process, particularly in a student market where disposable income is limited. Lush Hair, known for its affordable range of products, uses pricing strategies that appeal to students’ budgets while still positioning the products as high-quality. The affordability of Lush Hair’s products is often highlighted in advertisements, making them more accessible to students who are sensitive to price. This pricing strategy is crucial in the competitive Nigerian beauty market, where numerous brands vie for consumer attention.
2.3.8	Brand Loyalty and Repeat Purchases
Brand loyalty is a significant outcome of effective advertising, especially when it comes to beauty products. Adebayo and Durojaiye (2018) argue that consistent exposure to effective advertising campaigns can foster loyalty to a brand, leading to repeat purchases. For Lush Hair, its consistent branding through advertisements that feature relatable and aspirational figures helps cultivate a loyal customer base. Students, once they identify with the product’s values and quality, are more likely to continue purchasing and recommending the brand to peers. This is especially true when the product is positioned as a symbol of confidence and personal care, resonating deeply with students’ self-image.
2.4	Empirical Reports Review
Empirical studies offer valuable insights into the impact of social media advertising on consumer preferences, highlighting its influence across different geographical and sectoral contexts.
2.4.1 Global Perspective
Research conducted by Lee and Hong (2020) reveals that social media advertising has a significant effect on consumer preferences, particularly when it comes to foreign luxury products. The study emphasizes that visually engaging advertisements, which include high-quality images and videos, along with the use of influencer endorsements, greatly enhance the appeal of these products. By leveraging the trust and reliability that influencers have with their followers, brands are able to strengthen their position in the market and drive consumer interest. The study suggests that the strategic use of influencer partnerships, combined with well-designed ads, can significantly increase consumer desire for foreign luxury goods, making them more aspirational in the eyes of the audience.

2.4.2	African Context
In the context of Africa, Adebayo et al. (2021) conducted an investigation into the impact of Instagram advertisements on Nigerian youths’ preferences for foreign fashion brands. The study found that social media, particularly Instagram, plays a critical role in shaping the purchasing behavior of Nigerian youths. Targeted advertising campaigns, which are tailored to specific demographics and interests, have been identified as key drivers in influencing consumer decisions. Additionally, celebrity endorsements were found to have a significant impact, as the youth culture in Nigeria is highly influenced by celebrity figures who promote foreign fashion brands. This study highlights the growing importance of social media platforms in shaping consumer preferences, especially among younger populations who are more engaged with digital content and celebrity culture.
2.4.3	Sector-Specific Studies
Sector-specific research has also demonstrated the power of social media advertising in shaping consumer preferences within particular industries. For instance, Chen et al. (2018) conducted a study in the technology sector that explored how social media advertising impacts the promotion of foreign smartphones in developing markets. The research underlined the role of reviews and user-generated content as critical factors in influencing consumer trust. Potential buyers often rely on social media platforms to access reviews, opinions, and experiences from fellow users before making purchase decisions. This user-generated content, coupled with targeted ads and influencer promotions, plays a pivotal role in shaping consumer perceptions and preferences for foreign smartphones in developing markets, where trust in brands may be more volatile.






2.5	Appraisal of the Review
The literature reviewed highlights several key points:
i. Social media advertising plays a pivotal role in influencing consumer preferences by leveraging targeted campaigns, visual appeal, and influencer partnerships.
ii. While global studies provide insights into general trends, there is limited research focusing specifically on the Nigerian context and the cultural nuances affecting consumer behavior.
iii. Most empirical studies emphasize the effectiveness of social media advertising in promoting foreign products but do not extensively explore the implications for local industries and economies.		


CHAPTER THREE
METHOD OF THE STUDY
3.1	Introduction 
This chapter outlines the methods employed to carry out the study. It describes the research design, research methods, population of the study, sample size, sampling techniques, research instrument, validity and reliability of the instrument, administration procedures, and the method used for data analysis.
3.2	Research Design 
The research design adopted for this study is the descriptive survey design. This design is appropriate because it allows for the collection of data from a sample of respondents to determine the influence of social media advertising on audience preference of foreign products.
3.3	Research Methods 
This study utilizes a quantitative research method. The quantitative approach enables the researcher to gather measurable data through structured questionnaires and statistically analyze the relationship between social media advertising and consumer preferences.
3.4	Population of the Study 
The population of this study comprises Kwara State Polytechnic students in tertiary institutions within a selected Nigerian urban area who are active users of social media platforms and are potential consumers of foreign products. These students are drawn from various departments and levels to ensure a broad representation.
3.5	Sample Size and Sampling Techniques 
A sample size of 150 respondents was selected for this study. This number was considered adequate for representing the population and ensuring reliable data analysis.
The study adopted stratified random sampling techniques. The population was first divided into strata based on faculties or departments. From each stratum, respondents were randomly selected in proportion to their representation in the population. This technique ensures that all subgroups are fairly represented, thereby enhancing the generalizability of the results.
3.6	Research Instrument 
The primary instrument used for data collection is a structured questionnaire. The questionnaire consists of closed-ended questions designed to capture demographic data, social media usage patterns, advertising exposure, and product preferences.
3.7	Validity of the Research Instrument 
To ensure content validity, the questionnaire was reviewed by two experts in mass communication and consumer behavior studies. Their feedback was used to refine the instrument and ensure that it adequately captures the constructs under investigation.
3.8	Reliability of the Research Instrument 
A pilot test was conducted using 20 respondents not included in the main study. The responses were analyzed using Cronbach's Alpha to determine internal consistency, yielding a reliability coefficient of 0.82, which indicates a high level of reliability.
3.9	Method of Administration of the Research Instrument 
The questionnaires were self-administered both physically and online. This dual approach facilitated wider coverage and convenience, ensuring that participants could respond at their own pace.
3.10	Method of Data Analysis 
The collected data were coded and analyzed using Statistical Package for the Social Sciences (SPSS). Descriptive statistics such as frequencies, percentages, and mean scores were used, along with inferential statistics including Pearson correlation and regression analysis to test the hypotheses.


CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATIONS
4.1	Introduction
This chapter presents the analysis and interpretation of the data collected through the administration of questionnaires on the topic: Influence of Lush Hair Advertisement on the Buying Habit among Female Students. The data is analyzed and presented using descriptive statistics such as frequency and percentages. The information provided gives insight into the respondents’ views on how Lush Hair advertisements influence their awareness, interest, and purchasing behavior.
4.2	Field Performance of the Research Instruments
A total of 150 copies of the questionnaire were distributed and all were retrieved and found valid for analysis, giving a return rate of 100%. This high response rate enhances the reliability and validity of the research findings.
4.3	Analysis and Interpretation 
Section A
Demographic Data
Table 1: Age Distribution of the Respondents
	Age Range
	Frequency
	Percentage

	16–20 years
	47
	31.3%

	21–25 years
	59
	39.3%

	26–30 years
	41
	27.3%

	31 years and above
	3
	2.0%

	Total
	150
	100%


Source: Field Survey, 2025
The table above shows that 47 (31.3%) of the respondents are between 16–20 years, 59 (39.3%) respondents are between 21-25years, 41 (27.3%) are between 26-30years, while 3 (2.0%) are 31 years and above. This implies that most Lush Hair users are young adults, particularly within the 21–25 age brackets.
Table 2: Academic Level of the Respondents
	Academic Level
	Frequency
	Percentage

	ND I
	19
	12.7%

	ND II
	43
	28.7%

	HND I
	48
	32.0%

	HND II
	40
	26.6%

	Total
	150
	100%


Source: Field Survey, 2025
The table above shows that 19 (12.7%) respondents are ND I students, 43 (28.7%) respondents are ND II, 48 (32.0%) respondents are HND I students, 40 (26.6%) respondents are HND II. The data suggests that more senior-level students (HND I & II) participated in the study, possibly due to their increased exposure to brand advertisements.
Section B
Table 3: Have you heard of Lush Hair before?
	Response
	Frequency
	Percentage

	Yes
	148
	98.7%

	No
	2
	1.3%

	Total
	150
	100%


Source: Field Survey, 2025
The table above shows that 148 (98.7%) of respondents have heard of Lush Hair, while 2 (1.3%) respondents choose No that they haven’t heard of Lush Hair before. 


Table 4: Where did you first see or hear about Lush Hair?
	Source
	Frequency
	Percentage

	Instagram
	50
	33.3%

	Billboard
	40
	26.7%

	YouTube
	35
	23.3%

	Television
	25
	16.7%

	Total
	150
	100%


Source: Field Survey, 2025
The table above shows that 50 (33.3%) of respondents first saw Lush Hair advertisements on Instagram, 40 (26.7%) respondents saw Lush Hair on Billboard, 35 (23.3%) are on YouTube, while 25 (16.7%) saw Lush Hair first on Television. 
Table 5: Do You Follow Lush Hair on Social Media?
	Response
	Frequency
	Percentage

	Yes
	133
	88.7%

	No
	17
	11.3%

	Total
	150
	100%


Source: Field Survey, 2025
The table above shows that 133 (88.7%) of the respondents follow Lush Hair on social media platforms, while 17 (100%) respondents does not follow Lush Hair on Social Media.







Section C
How exposed are female students at Kwara State Polytechnic to Lush Hair advertisements?
6: Lush Hair advertisement creates awareness about the brand?
	Response
	Frequency
	Percentage

	Strongly Agree
	129
	86.0%

	Agree
	21
	14.0%

	Total
	150
	100%


Source: Field Survey, 2025
The table above shows that 129 (86.0%) of respondents strongly agreed that Lush Hair advertisement creates awareness, while 21 (14.0%) of the respondents agreed that Lush Hair advertisement creates awareness.
Table 7: The advert influences my decision to buy Lush Hair products?
	Response
	Frequency
	Percentage

	Agree
	101
	67.3%

	Strongly Agree
	44
	29.3%

	Disagree
	5
	3.4%

	Total
	150
	100%


Source: Field Survey, 2025
The table above shows that 101 (67.3%) of respondents agreed that advertisements influence their buying decision, 44 (29.3%) of the respondents strongly agreed that advertisements influence their buying decision, while 5 (3.4%) of the respondents disagreed that advertisements does not influence their buying decision. This suggests that the brand’s campaigns significantly affect consumer choices.



Table 8: I find Lush Hair advertisements attractive and engaging?
	Response
	Frequency
	Percentage

	Strongly Agree
	89
	59.3%

	Agree
	59
	39.3%

	Disagree
	2
	1.4%

	Total
	150
	100%


Source: Field Survey, 2025
The table above shows that 89 (59.3%) of respondents strongly agreed that Lush Hair advertisements are attractive, 59 (39.3%) of the respondents agreed that Lush Hair advertisements are attractive, while 2 (1.4%) of the respondents disagreed that Lush Hair advertisements are not attractive. 
Table 9: I prefer Lush Hair because of what I see in their advertisements?
	Response
	Frequency
	Percentage

	Agree
	103
	68.7%

	Strongly Agree
	44
	29.3%

	Disagree
	3
	2.0%

	Total
	150
	100%


Source: Field Survey, 2025
The table above shows that 103 (68.7%) of respondents agreed that they prefer Lush Hair because of what they see in the advertisements, 44 (29.3%) of the respondents strongly agreed that they prefer Lush Hair because of what they see in the advertisements while 3 (2.0%) disagreed that they do not prefer Lush Hair because of what they see in the advertisements 




Table 10: I would recommend Lush Hair to others because of their adverts?
	Response
	Frequency
	Percentage

	Agree
	88
	58.7%

	Strongly Agree
	55
	36.7%

	Disagree
	7
	4.6%

	Total
	150
	100%

	Source: Field Survey, 2025
	
	


The table above shows that 88 (58.7%) of respondents agreed that they would recommend Lush Hair to others because of the adverts, 55 (36.7%) of the respondents strongly agreed that they would recommend Lush Hair to others because of the adverts while 7 (4.6%) of the respondents disagreed that they would not recommend Lush Hair to others because of the adverts. 
4.4	Analysis of Research Questions
This section presents a structured analysis of each of the research questions posed in the study using responses derived from the administered questionnaire.
Research Question One: What advertising strategies does Lush Hair use to attract female students?
	Respondents were asked about their awareness of the Lush Hair brand and where they first encountered its advertisements.
· Table 3 revealed that 98.7% of respondents had heard of Lush Hair, indicating high brand awareness.
· Table 4 showed that the major sources of initial exposure were Instagram (33.3%), billboards (26.7%), YouTube (23.3%), and television (16.7%).
· Table 5 revealed that 88.7% of respondents follow Lush Hair on social media platforms.
	These findings imply that Lush Hair employs a mix of digital and traditional advertising strategies, with a strong emphasis on social media marketing particularly Instagram as a tool for brand engagement. This approach effectively captures the attention of the student demographic, who are active users of these platforms.
Research Question Two: How exposed are female students at Kwara State Polytechnic to Lush Hair advertisements?
	To determine the level of exposure, participants responded to statements related to awareness and engagement.
· Table 6 indicated that 86.0% of respondents strongly agreed and 14.0% agreed that Lush Hair advertisements create awareness about the brand.
· Table 7 showed that 67.3% agreed and 29.3% strongly agreed that the adverts influenced their decision to purchase Lush Hair products.
	This demonstrates that female students are not only highly exposed to Lush Hair advertisements but are also receptive to the messages conveyed, particularly on platforms like Instagram and YouTube.
Research Question Three: To what extent do these advertisements influence their buying habits?
	The influence of Lush Hair advertisements on actual buying habits is analyzed through preference, appeal, and recommendation behaviors.
· Table 8 showed that 98.6% of respondents (59.3% strongly agreed, 39.3% agreed) found the advertisements attractive and engaging.
· Table 9 revealed that 98.0% (68.7% agreed, 29.3% strongly agreed) prefer Lush Hair because of what they see in its advertisements.
· Table 10 indicated that 95.4% (58.7% agreed, 36.7% strongly agreed) would recommend Lush Hair to others based on its advertisements.
	These statistics show a strong influence of advertising on students’ brand preference, purchasing behavior, and word-of-mouth promotion. The advertising strategies not only create awareness but also drive emotional connection, preference, and advocacy.

4.5	Discussion of Findings
The findings from this study clearly demonstrate that Lush Hair advertisements significantly influence the buying habits of female students at Kwara State Polytechnic. The analysis shows a strong correlation between advertisement exposure and consumer behavior across multiple variables.
From the demographic analysis, the highest concentration of respondents fell within the age range of 21–25 years (39.3%), and most were students in HND I and HND II levels. This age group typically represents digitally active individuals who are more likely to engage with brands through social media platforms. This is supported by the finding that Instagram was the most common channel through which respondents first encountered Lush Hair advertisements (33.3%).
An overwhelming majority (98.7%) of respondents had heard of Lush Hair, and 88.7% reported following the brand on social media platforms. These results reflect a high level of brand awareness and visibility among the target audience.
The effectiveness of Lush Hair advertisements in shaping consumer behavior is further supported by several indicators. For example:
· 86.0% of respondents strongly agreed that the adverts create awareness about the brand.
· 67.3% agreed, and 29.3% strongly agreed, that the adverts influence their buying decisions.
· 96.0% found the advertisements attractive and engaging.
· 98.0% either agreed or strongly agreed that their preference for Lush Hair was shaped by the advertisements.
· 95.4% indicated they would recommend Lush Hair to others due to the impact of its advertising.
	These responses suggest that Lush Hair’s promotional efforts are not only increasing brand visibility but are also effectively engaging their audience, shaping attitudes, and influencing purchase and advocacy behaviors.
The findings support previous literature which states that advertising plays a central role in consumer decision-making and preference development, especially in the beauty and personal care industry (Kotler & Keller, 2016).
CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary 
This study critically examined the influence of Lush Hair advertisement on the buying habit among female students of Kwara State Polytechnic. The research was driven by the observation that advertising, especially within the beauty and personal care sector, plays a vital role in shaping consumer behavior, particularly among impressionable youth demographics.
Chapter One introduced the study by outlining the background, which established the growing importance of advertisement in influencing consumer behavior, particularly within the Nigerian beauty industry (Kotler & Keller, 2016). Lush Hair, as a dominant player in the hair extension market, uses various media channels to market its products. The statement of the problem emphasized the uncertainty surrounding whether Lush Hair’s advertisements significantly affect the buying behavior of female students. The research objectives and questions were set to identify advertising strategies, exposure levels, and the extent of influence on consumer habits.
Chapter Two reviewed related literature and theoretical foundations. The study was anchored on theories such as the AIDA Model (Strong, 1925), Theory of Planned Behavior (Ajzen, 1991), and the Elaboration Likelihood Model (Petty & Cacioppo, 1986), which explain how advertising affects consumer perception, attitudes, and behavior. Empirical literature revealed that advertisements that appeal emotionally and include celebrity endorsements significantly shape youth consumer preferences (Adebayo & Durojaiye, 2018; Onwuka, 2021).
Chapter Three detailed the methodology, employing a quantitative survey design using structured questionnaires administered to 150 female students. The sample was drawn using stratified random sampling to ensure diverse representation. Data were analyzed using descriptive statistics to assess the influence of advertising on buying habits.
	Chapter Four presented the data analysis. Findings revealed that:
· 98.7% of respondents had heard of Lush Hair,
· 88.7% followed the brand on social media,
· A significant majority agreed or strongly agreed that advertisements influenced their purchasing decisions, and
· Over 95% indicated that they would recommend the brand based on advertisement appeal.
	The analysis confirmed that Lush Hair advertisements are both widespread and impactful, especially via Instagram and YouTube, where most respondents first encountered the brand.
	Chapter Five consolidates the findings and offers conclusions and practical recommendations for brands, advertisers, and researchers.
5.2	Conclusion
The findings of this study provide strong evidence that advertising—especially when delivered through digital and social media platforms—significantly influences the buying behavior of female students at Kwara State Polytechnic. The research confirms that strategic advertisement content featuring engaging visuals, celebrity endorsements, affordability, and relatable themes is highly effective in creating brand awareness and driving consumer loyalty (Kotler & Keller, 2016; Eze & Nwachukwu, 2022).
Students were not only familiar with Lush Hair but also emotionally connected to the brand, often basing their preferences and purchase decisions on what they saw in the advertisements. The study concludes that advertisements do not only inform—they also persuade, influence identity, and reinforce brand loyalty among young female consumers. The alignment of brand messaging with youth aspirations, culture, and budget-consciousness makes Lush Hair particularly appealing.



5.3	Recommendations
	Based on the conclusions drawn from the study, the following recommendations are proposed:
1. Strengthen Social Media Presence: Lush Hair should continue to invest in platforms like Instagram, YouTube, and TikTok, where most of the target audience is highly active. Digital content should include short, engaging videos, influencer collaborations, and behind-the-scenes stories to humanize the brand (Onwuka, 2021).
2. Use Peer Influencers and Campus Ambassadors: Since students are greatly influenced by their peers, Lush Hair can partner with student ambassadors who already use the product and have a presence on campus to foster peer-based recommendations (Ademola, 2020).
3. Maintain a Balance between Emotional and Rational Appeals: Advertisement content should continue to balance emotional appeals (confidence, beauty, self-expression) with rational appeals (affordability, quality, versatility) to cater to both the central and peripheral routes of persuasion (Petty & Cacioppo, 1986).
4. Monitor Feedback and Buying Trends: Continuous engagement through polls, feedback forms, and interactive sessions on social media will help the brand adapt its advertising strategy to evolving consumer preferences and trends (Akinmoladun, 2019).
5. Encourage Referral-Based Promotions: Word-of-mouth remains a powerful marketing tool. Lush Hair can incentivize loyal customers to refer peers through loyalty programs, discounts, or giveaways, amplifying organic advertising.
6. Advertise in Educational and Youth Platforms: In addition to social media, Lush Hair should place advertisements in online educational platforms, student newsletters, or mobile apps commonly used by students to increase exposure.


5.4	Suggestions for Further Studies
	Based on the limitations encountered and the findings obtained from this study, the following suggestions are recommended for future research:
1. Include Male Respondents for Comparative Analysis: This study focused solely on female students. Future research could include male students to compare gender differences in advertisement influence, particularly in the beauty and personal care market where gender roles and grooming habits are evolving (Ajayi, 2020).
2. Conduct Longitudinal Studies: Future researchers may explore the long-term impact of advertisement exposure on consumer loyalty and brand perception. A longitudinal design would provide deeper insights into how brand relationships develop over time.
3. Qualitative Approaches for Deeper Insights: While this study used a quantitative approach, further studies could adopt qualitative methods such as interviews or focus groups to explore the emotional and psychological motivations behind students' buying habits (Solomon et al., 2020).
4. Cross-Institutional or Regional Studies: Expanding the scope to include other polytechnics, universities, or geographical regions in Nigeria would allow for comparative studies and increased generalizability of findings across broader student populations (Adebayo & Durojaiye, 2018).
5. Investigate Other Advertisement Media: This study emphasized digital and social media channels. Further studies could explore the effectiveness of radio, newspapers, and on-campus promotions in influencing youth purchasing behavior.
6. Compare Lush Hair with Competing Brands: Future research could carry out a comparative analysis between Lush Hair and other leading hair extension brands to identify what differentiates brand loyalty and purchase drivers among consumers.
7. Explore the Role of Cultural Influences: Cultural values often shape perceptions of beauty. Further research could explore how cultural identity and societal norms influence the effectiveness of advertisements in Nigeria’s beauty industry (Ademola, 2020).
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QUESTIONNAIRES
Department of Mass Communication,
Institute of Information, Communication and Technology
Kwara State Polytechnic, Ilorin.


Dear Respondents,
I am a final year student of the Department of Mass Communication, Institute of Information, Communication and Technology, Kwara State Polytechnic, Ilorin, conducting a research on “INFLUENCE OF LUSH HAIR ADVERTISEMENT ON THE BUYING HABIT AMONG FEMALE STUDENTS”. Please kindly help me to complete the attached question as objectively as possible and assumed that information provided will be treated with utmost confidentiality.


Yours faithfully,


__________________________
Otasanya Rachael Adenike 
HND/23/MAC/FT/0589


 “Influence of Lush Hair Advertisement on the Buying Habit among Female Students.” This tool is designed to collect data from the respondents used in your Chapter Four analysis.
QUESTIONNAIRE
SECTION A: Demographic Information
Please tick (✔) the appropriate option.
1. Age
☐ 16–20 years
☐ 21–25 years
☐ 26–30 years
☐ 31 years and above
2. Academic Level
☐ ND I
☐ ND II
☐ HND I
☐ HND II
SECTION B: What advertising strategies does Lush Hair use to attract female students?
3. Have you heard of Lush Hair before?
☐ Yes
☐ No
4. Where did you first see or hear about Lush Hair?
☐ Instagram
☐ YouTube
☐ Television
☐ Billboard
☐ Other (please specify): ___________
5. Do you follow Lush Hair on any social media platform?
☐ Yes
☐ No
SECTION C: How exposed are female students at Kwara State Polytechnic to Lush Hair advertisements?
Please indicate your level of agreement with the following statements.
SA = Strongly Agree, A = Agree, N = Neutral, D = Disagree, SD = Strongly Disagree
	S/N
	Statement
	SA
	A
	N
	D
	SD

	6
	Lush Hair advertisement creates awareness about the brand.
	☐
	☐
	☐
	☐
	☐

	7
	The advert influences my decision to buy Lush Hair products.
	☐
	☐
	☐
	☐
	☐

	8
	I find Lush Hair advertisements attractive and engaging.
	☐
	☐
	☐
	☐
	☐

	9
	I prefer Lush Hair because of what I see in their advertisements.
	☐
	☐
	☐
	☐
	☐

	10
	I would recommend Lush Hair to others because of their adverts.
	☐
	☐
	☐
	☐
	☐



