IMPACT OF SOCIAL MEDIA INFLUENCERS ON PRODUCT ACCEPTABILITY AMONG NIGERIA YOUTH


BY

NSIDIETI OYINDAMOLA JULIANAH
HND/23/MAC/FT/0990

BEING A RESEARCH PROJECT SUBMITTED TO THE DEPARTMENT OF MASS COMMUNICATION,
INSTITUTE OF INFORMATION AND COMMUNICAION TECHNOLOGY (IICT)
KWARA STATE POLYTECHNIC, ILORIN.
IN PARTIAL FULFILMENT OF THE REQUIREMENT FOR THE AWARD OF HIGHER NATIONAL DIPLOMA (HND) IN MASS COMMUNICATION.


		JUNE, 2025


CERTIFICATION
This is to certify that this research work was carried out by HND/23/MAC/FT/0990 of the Department of Mass Communication, Institute of information Communication Technology, Kwara State Polytechnic Ilorin, in partial fulfillment of the requirement for the Award of Higher National Diploma (HND)



________________________			____________________
MRS. IFEOLUWA OLAYIOYE				DATE
(Project Supervisor) 


________________________			____________________
MR. OLUFADI B. A						DATE
(Project Co-ordinator) 



________________________			____________________
MR. OLOHUNGBEBE, F.T.				DATE
(Head of Department) 


________________________			____________________
External Examiner						DATE



DEDICATION
I dedicate this project to Almighty God for making this project work a successful one and also to my parents who have been there for me throughout the programme.

























ACKNOWLEDGEMENT
I am grateful to God almighty who helped me and showered his unending blessings on me throughout the course of my higher national diploma program in this noble institution of learning
I also acknowledge the efforts of my project supervisor Mrs Ifeoluwa Olayioye who has worked tirelessly despite her tight schedule, all for the success of this project work and fulfillment of her work demand More so, I appreciate the meekness and support of the Head of Department(HOD) Mr. Fatiu Olorungbebe and all entire staffs in mass communication department.I am very grateful.
Special thanks to my parents Mr and Mrs Nsidieti for their support in all ramifications towards the successful completion of my national diploma program and my project work, I also want to appreciate my siblings Micheal and Omolola Nsidieti. May God reward them bountifully.
My gratitude goes to family Kasumu Aishat, Nsidieti oluwadamilola, and well wishers who have in one way or the other contributed towards the ground finale of my success in this citadel of learning. The moments shared together will remain indelible in my memory.
In a special way I will like to acknowledge my friends in person of Adeshile Fadekemisola, Oyedepo Ayomide, Sadiq Abayomi, Sanusi Halima, Yusuf Mariam, Safiu Abidemi. The moments shared together will remain indelible in my memory.
Lastly, my appreciation goes Jaytech Venture for his contributed to the successful completion of project work. May almighty ALLAH BLESS YOU ALL (AMEEN).




TABLE OF CONTENTS
Title page										i
Certification										ii
Dedication										iii
Acknowledgments 									iv
Table of contents 									v
CHAPTER ONE:									
1.0	Introduction 									1
1.1 Background of the Study 							1 
1.2	Statement of the Problems 							3
1.3	Objectives of the Study							4
1.4	Research Questions								5
1.5	Significance of the Study 							6
1.6	Scope of the Study 								6
1.7	Definition of Terms								7-8
CHAPTER TWO									
	LITERATURE REVIEW						
2.0	Introduction									9
2.1	Conceptual Framework							9 
2.1.1 Concept of Social Media Marketing (SMM)					10
2.1.2 Platforms and focus on Instagram						13
2.1.3	Influencer Marketing 								13
2.1.4	Social Media Influencer							14
2.1.5	Impact of Social Media Influencers’ Credibility 				15
2.1.6	Influencers on social media attractiveness and intention to purchase 	15
2.1.7	Expertise and Purchase Intention						16
2.1.8	Effect of Celebrity Endorsements on Consumers Purchase Decision in Nigeria 16
2.2	Theoretical Framework							17
2.2.1	Source credibility Model							18
2.2.2	Social impact theory 								18
2.3    Review of related studies							19
CHAPTER THREE	
RESEARCH METHODOLY							
3.0	Introduction									20
3.1	Research Design 								20  
3.2	Population of the study							20
3.3	Sample size and Sampling Techniques					21
3.4	Instrument of data collection		  					21
3.5	Method of data collection 							21
3.6	Method of data analysis							22
3.7	Validity and reliability of the instrument					23-24
CHAPTER FOUR: DATA PRESENTATION AND ANALYSIS	
4.1	Introduction 									25
4.2	Data presentation, Analysis and Interpretation				25-34
4.3	Discussion of Findings							36-37
CHAPTER FIVE: FINDING, CONCLUSION AND RECOMMENDATIONS	
5.1 Summary									43
5.2 Conclusion									44
5.3 Recommendations								45 
References									
Questionnaire
18

CHAPTER ONE
INTRODUCTION
1.1	Background of the Study
Marketing is about people finding ways to deliver exceptional value by fulfilling the needs and wants of other people (Ferrell, 2021). For this purpose, different types of strategy have emerged over the years such as Digital Marketing, Green Marketing or Guerilla Marketing (Wind and Mahajan, 2001). Digital marketing can be defined as implementation of digital technologies, which are used to create channels to reach potential recipients, in order to achieve the enterprise’s goals, through more effective fulfillment of the consumer needs (Sawicki, 2016). One of the channels created is influencer marketing. According to the Association of National Advertisers (2022), influencer marketing focuses on leveraging individuals who have influence over potential buyers and orienting marketing activities around these individuals to drive a brand message to the larger market. Given their potential to reach large audiences, influencers incite companies to include them as a relatively new marketing communication tool, referred to as influencer marketing (De Jans, Van de Sompel, De Veirman and Hudders, 2020).
A lot of research has been done to determine exactly what influencer marketing is, why companies are using it more and more and what it brings them (Backaler and Shankman, 2018; Coll, 2019; Genú, 2019; Levin, 2019). Influencer marketing is described as a new effective and cost-efficient marketing tool as it is not perceived by customers as advertising (Ye, Hudders, De Jans and De Veirman, 2021). It is today a key component of the firm's digital marketing strategies (Abidin, 2015) used to promote brands and reach very engaged audiences. This strategy could be compared as an evolved word-of-mouth marketing as it works thanks to experience sharing, user-generated content and spreading via blogs and social media (Ye et al., 2021). This user-generated content gains importance in the digital world because it offers genuine and honest insight into the value of a product or service, and people are more likely to trust and follow these recommendations compared to brand generated communications (Djafarova and Rushworth, 2017).
The main influencer marketing’s tools are social media in general (Instagram, facebook, Twitter and youtube) and social media influencers. Social media influencers are users of social media who are being followed by a significant number of other users (De Veirman, Cauberghe and Hudders, 2017; Harrigan, Daly, Coussement, Lee, Soutar and Evers, 2021). As they share a part of their lives with relevant content, they provide the impression that the followers know them. Users develop admiration, para-social interaction; which refers to the relations people have with media figures (Horton and Wohl, 1956); perceived similarity, sense of belonging, intimacy and psychological closeness which play an important role here (Ye et al., 2021) This makes the influencers more trustworthy by users. As they reach large audiences, and thanks to their popularity companies and brands use them to promote products or services. Followers are increasingly attached to the influencers and the influencer communities (Ki, Cuevas, Chong and Lim, 2020). This attachment helps influencers to achieve marketing and business success of branding and selling.
More and more, marketing experts state that the technologies used in promotion and communication activities are evolving rapidly, leading to changes in markets and changes in customer behavior (Dwivedi, Ismagilova, Hughes, Carlson, Filieri, Jacobson, Jain, Karjaluoto, Kefi, Krishen, Kumar, Rahman, Raman, Rauschnabel, Rowley, Salo, Tran, and Wang, 2020). All the changes specific to the digital area are a matter of concern to any organization because they can act as either opportunities or threats, with important consequences in terms of economic and social results. Social media influencers have an important impact on consumers' buying behavior, with a greater tendency to acquire what is marketed. Factors that increase confidence in social media influencers are whether the consumer feels connected, honesty and that social media influencer markets products and/or services within its area of expertise (Singh, 2021).
As previously explained, influencer marketing allows brands and companies to promote their product through tools such as influencers and social networks. Many industries are using this growing marketing strategy such as sports, technology, food and travel (Ingrassia, Bellia, Giurdanella, Columba and Chironi, 2022; Ye et al., 2021). However, influencer marketing presents new opportunities to the beauty and fashion industry (Paço and Oliveira, 2017). Consumers are particularly bound to follow influencers in product categories that deal with fashion and beauty (Nafees, Stoddard, Cook and Nikolov, 2021). Indeed, beauty and fashion influencers are very numerous and arouse great interest in followers. It is therefore the beauty industry that we are going to look at and all that it encompasses, as it is of great importance to many consumers. Fashion is defined as “the process of social diffusion by which a new style is adopted by some group of consumers” (Sudha and Sheena, 2017, p.18). Fashion influences many aspects of our lives; it has both economic and social value and provides individuals with a tool to express themselves and create an identity.
Furthermore, the expertise of the influencer is very paramount in ensuring how successful a particular endorsement will be, apart from influencing purchase intention (Djafarova & Rushworth, 2017). Similarly, some authors (Schouten et al., 2020) argued that social media influencers who are considered experts in a particular field and frequently post or share content with their followers tend to be more noticeable relative to regular celebrities because of their accomplishments in their chosen field (Schouten et al., 2020). Some authors (Trivedi & Sama, 2020) who examined the effect of influencer marketing on brand admiration and online purchase intention highlighted the importance of bringing the expertise of the influencer to bear in marketing strategies involving electronic products as against attractiveness.
The study is critically planning and build around the above introduction to dissect and assess the role of social media influencers/personalities, particularly on acceptability, perceived authenticity, trust and purchase intention among Nigerian youths, particularly among residents of Kwara State.
1.2	Statement of the Problem
However, research has raised questions about the effects that influencer marketing would have on network users (Farivar, Wang and Turel, 2022; Kwiatek, Baltezarević and Papa Konstantinidis, 2021). There is a real lack of ethical framework around social media and their influencers. It is easy to think that influencers have an impact on the consumer buying decision behavior as they create a feeling of trust with the followers (Ye et al., 2021) This relation encourages the followers to take their attitudes and beliefs and this makes it difficult for consumers to discern commercial content from noncommercial content (Evans, Phua, Lim and Jun, 2017). Moreover, this attachment may result in followers’ excessive use and problematic engagement with them (Farivar et al., 2022). 
Another concern is that social media design and content can induce addiction (Farivar et al., 2022) associated with mental health problems such as stress, anxiety and depression which lead to reduced wellbeing. Although research has provided some answers, there are still gaps to be filled. Indeed, literature on influencer marketing related to impacts on consumer behavior mostly focused on general use of social media (Naranjo-Zolotov, Turel, Oliveira and Lascano, 2021) but the role of the specific activities like following influencers has not been explored further. As followers are predominantly included in the young age groups, the people around 19-40 years old are more prone to follow influencers (Hein, 2017). Researcher’s will like to explore the role of the influencers related to behavior and especially for youths, part of the generation Z, between the age of 19 and 29 (Sawyer, Azzopardi, Wickremarathne and Patton, 2018), who are easily persuaded because of their cognitive abilities and advertising literacy not fully mature (Ye et al., 2021) while exploring the two points of view of those who influence and those who are influenced. In the light of this research gap, throughout this thesis, I will try to investigate and ascertain the impact of social media influencers on product acceptability among Nigerian youth, particularly residents of Kwara State.
1.3	Research Objectives 
1.	To investigate the influence of social media influencers on the purchasing decisions of youths
2.	To assess the factors that contribute to the credibility and trustworthiness of social media influencers among youths.
3.	To explore the role of product type (e.g., fashion, technology, beauty, etc.) in influencing youths' acceptance of products endorsed by social media influencers
4.	To determine the relationship between youths' engagement with social media influencers and their level of product acceptability.
1.4	Research Questions
 	Regarding impact of social media influencers on product acceptability among Nigerian youths, especially among social media platforms users in Kwara State, several questions require to further study:
1.	How do social media influencers impact youths' decisions to accept or purchase products?
2.	What factors make social media influencers credible and trustworthy in the eyes of young consumers?
3.	Does the type of product being endorsed affect the likelihood of youths accepting or purchasing it through influencer recommendations?
4.	How do different social media platforms (e.g., Instagram, TikTok, YouTube) influence youths' responses to product endorsements by influencers?
1.5	Significance of the Study
This research will set to examine impact of social media influencers on product acceptability among Nigeria youths. Through this investigation, therefore media will understand impact of celebrity endorsement of product on social media and its perception among customers. The result of this research will entrench professionals in the coverage of society related advertisement. 
This study provides abundant information on the ways social media can be used to cope with forms advertisement and consumers buying behavior. This study might be one of the contributions for the production of knowledge. The paper will suggests, people should be wary of how they utilize the online internet, who they interact with in social media platform, and what they post or share. New human invention is not entirely positive; society should therefore check the possible damages it can cause to our collective morality. Society can achieve this by orientating young people and adults alike on proper social media usage.
 Therefore the study will strive to unbundle the theory for the scholars and researchers in various field of learning particular those embarking on similar studies in the future.
1.6	 Scope of the Study 
The scope of the study is to find out “impact of social media influencers on product acceptability among Nigeria youths, specifically among residents of Kwara State”. Questionnaire will be used for instrument for the collection of the data, which will be distributed to various community within Ilorin metropolis who will answer some question retaining to the topic and administration of the response will be done to the topic and administration of the response will be done. The research work will be carried out from November to September 2025 as time frame.
1.7	Definition of Terms
1.	Internet Name: Is a type of meme that is used on social media like facebook which consist of image, photographs form of cartons and macros 
2.	Social media: These are websites and application (Facebook, Tiktok, X, Instagram, Blogs and others) that enable users to create and share content inform of meme
3.	Celebrity/Social influencers: A celebrity is someone who is famous, especially in areas of entertainment such as films, music, writing, or sport.
4.	Celebrities endorsement: Celebrities and high-profile personalities are used in endorsements, a sort of advertising that aims to gain public trust, respect, or awareness.
5.	Advertisement: advertisement is the means of communication in which a product, brand or service is promoted to a viewership in order to attract interest










CHAPTER TWO
LITERATURE REVIEW
2.1 Introduction
 This section of the dissertation reviews the existing literature on the topic. The section is structured to capture the current sentiments, reviews, and evidence related to influencers and social media marketing worldwide and in Nigeria as a particular focus for the study. The literature review portion of the research investigates theories and concepts connected to the chosen issue.
2.1	Conceptual Framework 
2.1.1 Concept of Social Media Marketing (SMM)
 Social media marketing is a powerful form of internet marketing used by companies to promote products and services on social media platforms and web pages (Shamsudeen and Ganeshbabu, 2018). This prolific tool allows companies to market their products while building a brand image and increasing consumer loyalty (Saravanakumar and SuganthaLakshmi, 2012; Venciute, 2018). Social media marketing is a revolution within the marketing strategy. Indeed, it allows; in a simple, cost-effective and efficient way; companies to develop direct and indirect contact with existing and new consumers (Venciute, 2018). It consists of many virtual places such as Instagram, Youtube, Twitter or blogs also. Thanks to it, companies can connect and interact with the stakeholders and the audience (Tuten and Solomon, 2018). Furthermore, it allows consumers to connect online with communities which share the same values, needs and wants (Shamsudeen and Ganeshbabu, 2018). The companies can establish connection and communication with many individual and thanks to personalization, increase the engagement and the loyalty of consumers (Shamsudeen and Ganeshbabu, 2018).

2.1.2 Platforms and focus on Instagram
Companies, in social media marketing, communicate and interact with consumers thanks to marketing and advertising activities in different social media platforms such as Facebook, Youtube, Twitter and Instagram. These platforms are used by different types of people. Facebook is known as the basic platform for everyone and on the other hand, Youtube, Twitter and instagram are popular with a younger generation (Duggan and Smith, 2013). In recent years, Instagram has gained a lot of popularity. Indeed, thanks to the sharing of very visual content, this network gets high levels of user engagement resulting in daily use (Duggan and Smith, 2013).
2.1.3	Influencer Marketing 
Influencer marketing is known as a new discipline used by companies to promote products and services of their brand. It is a form of brand communication and advertising which is different thanks to a more direct and effective way to reach an audience compared to normal advertising (Bakker, 2018). Three perspectives of the influencer marketing (ibid):
• 	Brand owner perspective: This digital form of communication allows the brand owners to accomplish communication goals (Brown and Hayes, 2008). It helps to develop the consumer engagement, promote brand image, brand attitudes and create traffic to reach more and more audiences. This can be applied to social media as well. The brand managers have an important role to play in the selection of the influencer(s) with a good brand-fit and target audience-fit.
· Influencer perspective: Regarding influencers, according to their popularity, they are granted several paid partnerships with brands. The number of followers is therefore an important criterion when they are chosen, because the more the influencers are known, the bigger the audience they will reach and the more partnerships they will get. However, it is important that they choose partnerships and brands with which they share commonalities so as not to compromise their credibility and trustworthiness with their followers.
· [bookmark: _GoBack]Consumer perspective: In the decision-making phase of a consumer there are five decision participants: the Initiator, the Influencer, the Decider, the Buyer and the User, which can be the same or a different person. The influencers play a role here as they must encourage the purchase and on the other hand the users try to recognize the fact that influencer marketing is paid advertising (Hein, 2017). However, they consider credibility and trust as reference criteria when it comes to following an influencer.
2.1.3.1	Concept of Online Advertisement
· Online advertisement, it means companies are using online platforms to advertise their product. The online platform can be social media like Facebook, Instagram, Pinterest, etc. and other platforms like YouTube, Google, banners on different websites etc. According to the article published on indiafreenotes on dated the 6th of Feb, 2020 there are different types of online ads. Some of these are:
· i. Direct Mails: Selecting the target audience and then sending them mail or sales letter is an art. These types of emails include offers related to the product. Estimating the reactions assists organizations with seeing which kind of clients are reacting to this configuration, so they can utilize considerable more exactness focusing on their next mailshot
·  ii. Social Media Marketing: Social media like Pinterest, Instagram, and Facebook offer relatively inexpensive advertising. These are paid ads. Online social media, companies can post about their business. Like on Facebook, the organization can make their page. People will like the page and give comments on the product. They also tag their friends which will create a network. This will help the consumers to get updates about the products.
· iii. Video Ad: Posting small videos on the internet help the organization advertise their product. These videos target some segment of the consumer who may be interested in purchasing according to the search they made. These videos use the very famous site i.e. YouTube to advertise in between some videos like movies, shows, etc. Advertisers pay page owners some amount for placing their ads. Video promotion can be made by specialists from an office or even done by the advertiser’s in-house group.
· iv. Banners Ads: Banners Ads on a Web page In this companies target some famous websites and place their banners there. These banners may or may not be related to the interest of the audience.
· v.  Search Engine Optimization (SEO): SEO is the fundamental part of digital marketing. It helps to improve the visibility for related searches (search engine land). An online platform i.e. WWW is the best way to search for information.
2.1.4	Social Media Influencer
 A subcategory of digital content providers known as social media influencers are those who have some sizable online followers, a recognizable brand persona, and established business partnerships (Duffy, 2020). Conceptually, Carrillat et al. (2013) defined influencer marketing as a marketing strategy that ensures that products or services are marketed to consumers through users on social media platforms, particularly those that have gained significant people’s credibility and a strong relationship with many audiences. It should be noted that social media influencers are not alien. Instead, they are real people who regularly share their opinions and perceptions concerning the efficacy and authenticity of a product or service that have the greater capacity to influence the purchase intention of their followers. Others are attracted to these people for their knowledge and competence in make-up, fitness, and healthy eating. It is believed that customers respect social influencers’ advice as much as the advice of CEOs (Freberg et al., 2011). They promote branded goods and services to their communities of followers to make money; this promotional communication takes the form of knowledge, counsel, and inspiration. Influencers' persuasive communication is frequently perceived as more "genuine" or "organic" than conventional paid advertising since it is included into their already extensive libraries of visual, textual, and/or narrative information. Despite the fact that influencers are expanding generally, it is important to recognize that their communities and practices differ greatly across platforms and industries. Some people also dispute the term "influencer" given its overt marketing orientation (i.e., the influence they allegedly have over consumer decisions) (Abidin, 2016).
2.1.5	Impact of Social Media Influencers’ Credibility 
An important factor to put into consideration for SMIs is credibility (Kefi and Sokolova, 2020; Stubb et al., 2019). In contemporary society, SMIs are often seen as possessing a higher degree of credibility compared to traditional celebrities because of the knowledge they possess and their proximity to the interests of their followers. As a consequence, insights and viewpoints shared by Djafarova and Rushworth, (2017); and Stubb et al., (2019)SMIs have a significant impact on the people who follow them. Even though SMIs have the potential to influence their followers' reactions to endorsed products (Casaló et al., 2020) marketers utilize them to boost their product purchases (Jiménez-Castillo and Sánchez-Fernández, 2019). Particularly, source credibility is used to assess buying intention among social media users (Ezenwafor et al., 2021). The Source Credibility Model was first proposed by Hovland et al. (2021) which was later enhanced by Ohanian (2014). The sources or component which are associated with the social media influencers is used by the Source credibility theory. These Source credibility comprises source attractiveness, source expertise and source trustworthiness. Based on Fred (2015) source attractiveness and source credibility are both components of the source credibility model. In marketing today, due to the large number of people on social media, the utilisation of SMIs is quite important (De Veirman et al., 2017) as well as the reputation that they have garnered in certain subjects or other domains (Kim et al., 2017) For consumers looking for information, SMIs are a reliable source of information (Hall, 2016; Lou and Yuan, 2019).
2.1.6	Influencers on social media attractiveness and intention to purchase 
A component of SMI marketing, the attractiveness of SMIs has been investigated in a variety of aspects. The persuasiveness of the message being delivered by Social Media Influencers (SMIs) on their platforms has a great influence on their followers who follow them on their social network sites (Nunes et al., 2018). A research study which was conducted by Torres et al.;(2019) stated that Influencers who create visually appealing content appear to be more convincing than SMIs who create unappealing content. When the influencer pushes a brand or product to be regarded as more beautiful by the consumer, the brand or product is perceived as more favourable Furthermore Lou and Yuan (2019) stated that the physical appeal may help consumers identify and recall a brand or product. Attractiveness may be seen as a trait that influences customer trust in an influencer's sponsored material. Beauty influences customers' confidence in SMIs. However, research done on a diverse group of individuals revealed that beauty was a critical factor in the process of imitating the influencer ( Ki and Kim 2019).
2.1.6.1	Trustworthiness and Purchase Intention 
Past findings showed that consumers tend to place confidence in sponsored posts created by influencers due to the significant informational value associated with such posts (Lou & Yuan, 2019). This element seemed to have a bigger value than other aspects of SMI's content, such as the degree of pleasure that they provide in their content. Additionally, the amount of trustworthiness shown by SMIs significantly impacts the degree of belief held by consumers in their information. As noted by Yuan and Lou (2019) SMIs frequently build a reliable and appealing online character, which in turn influences consumer trust in the posts that they share on their social network sites. Futhermore, It has been determined that when a person with influence has a huge amount of followers on their channels, consumers tend to regard the influencer as being reliable, which in turn may enhance the influencer's perceived degree of expertise (Hill et al; 2020). Also, Kadekova and Holiencinova (2018) found that consumers were motivated to follow influencers due to the inspiration they felt towards the content produced by these influencers a significant element in the perceived credibility of SMIs.
2.1.7	Expertise and Purchase Intention
The term used to describe the level at which an individual on social media is seen as capable of making accurate claims is referred to as expertise (Ismagilova et al., 2020). Expertise also refers to the skills, experience and knowledge which are created by a influencers on social media platforms to effectively market a good (Ladhari et al., 2020). A good which are used frequently by SMI, the likelihood of the SMI exhibiting extensive understanding about it, as well as being regarded as a source of expertise. According to Rahmi et al., (2017). The influencers who are on social media take advantage of this by emphasising and displaying the experience from the products directly, such as using the items in their everyday lives and in real-life situations, and also, by giving evaluations and tips for the things they promote Futhermore, Nejad et al., (2014) noted that the influencers on social media have the capacity to provide fair and truthful information with the audience enhances their connection and how much they are seen as having competence. Besides, Kumar (2011)believed that it is not necessary for an endorser to be a genuine expert, but rather to be viewed as one by customers. Expertise has a substantial impact on consumers' perception of the product and can generate purchasing intent, whether for personal consumption or gift-giving (Nascimento, 2019).



2.1.8	Effect of Celebrity Endorsements on Consumers Purchase Decision in Nigeria
[image: C:\Users\USER\Desktop\Capture0.PNG]
This is the proposed conceptual model that visualizes the causal connection between young adults’ purchase intention attractiveness and credibility of influencers on social media platform (such as respect, source attractiveness, source trustworthiness and knowledge). As per the findings of Ohanian (1991), trustworthiness can be referred to as the level of confidence that the SMI has in the source's intention to give a precise and reliable statements. Trustworthiness is also known as the level of confidence that is sent to perceivers, which can influence the perceivers' impression of the advertised product or service and, as a result, either enhance or reduce the customers' purchase intention(s). Moreover, Ohanian (1992) defined expertise as the authority, qualification, and competency of the influencer in conveying knowledge. The term expertise is used to describe how audiences perceive an influencer rather than what that influencer is. The term influencer may include those who are seen as knowledgeable authorities in their respective fields, as well as those who may lack professionalism and only want to sway consumer choices (Ezenwafor,2017) Customer perception of the influencer as an expert is crucial because the audience perception of an influencer's degree of competence affects audience intention. 
The social media influencers' source attractiveness may be described as SMI’s physical appeal. Posts and pictures that an SMI regularly shares on social media can show how good-looking they are. Also, there is a significant association between the visual appeal of SMIs and their ability to attract the attention of consumers and affect their purchase intention (Lim et al., 2017). Zainal et al., (2017) stated that source respect is the social assessment of something more important to customers when making decisions about what to buy and how they feel about a brand. Respect from an external source that is seen as different from oneself may seem unimportant to a person's self-concept or could threaten in a sense that it can be regarded as undermining an individual's existing group identity and calls attitudes in the group. Shah et al., (2012) Intention to purchase is a dependent variable. This is a process of decision-making that involves an examination of the underlying motive and rationale behind a buyer or consumer's selection of a certain brand. (As mentioned in Parengkuan, 2017, p. 11) Intention to purchase indicates the inclination of buyers to acquire a particular item under specific circumstances (Martinez et al., 2007). Therefore, purchase intention is essentially the desire to buy a certain good or service. In this current study’s proposed model, youths’ are inclined to purchase a product when the source (SMIs) present themselves as trustworthy, expert, respectful and attractive. Purchase intention includes the three most significant traits namely repeat purchase after being satisfied with the previous products customers' referral and customer loyalty to the products being advertised by the influencer.
2.2	Theoretical Framework
Theoretical Review In view of the foregoing, the conceptual framework for this study was designed using the source credibility, match up hypothesis model and social influence theory to represent the research aims. 
2.2.1	Source credibility Model
According to the source credibility model put forth by Hovland, Janis and Kelley, (1953) perceived knowledge and trustworthiness are the two main factors that determine source credibility. When making a purchasing decision, a consumer's objectivity may be influenced by the source's familiarity and likeability (or attractiveness) (Till and Busler, 2000). It is inferred that consumers form a certain affinity for their attractive celebrities, and that this positive attitude spreads to the approval of things being supported by them (Park and Lin, 2020). Or to put it another way, a likable celebrity may affect consumers' purchasing decisions. On the other hand, trustworthiness is the consumer's opinion of the endorser's honesty, belief, and integrity (Till and Busler, 2000). They contend that this aspect of the model is crucial, particularly when the endorser's knowledge is not necessary for the products being promoted. Therefore, Chung and Cho (2017) claim that customers' perceptions of celebrities as trustworthy have a significant impact on how they feel about a business and how they decide whether to make a purchase. This suggests that consumers will choose to purchase endorsed products when their opinions are seen to be valid, and vice versa (Djafarova and Rushworth, 2017). To address the issues of reliability and appeal in the conceptual model, the source credibility model is crucial in this study.
2.2.2	Social impact theory 
The context provided by social impact theory describes how conveyed identities shape a person's social behavior (Kelman, 1961). It considers how social networks' pull and compels people to adopt societal norms (Venkatesh and Brown, 2001; Venkatesh and Davis, 2000). Three levels of influence—compliance, identification, and internalization—that affect a person's attitudes and behaviors were established in a research by Kelman (1958). Compliance is the modification of behavior to obtain benefits or avoid drawbacks, such as social rejection (Bagozzi and Lee, 2002). According to social influence theory, people adjust their behavior to deal with new changes in their social environments (Ozuem et al., 2021). According to Kelman's (2019) theory, levels of compliance, identification, and internalization determine the extent of social influence. People conform through accepting rewards and associating with organizations that conform.

2.3	Review of Related Study
Lou and Yuan (2019). The findings showed that influencers' educational postings can help build followers' trust in their branded material, which might then influence purchase intentions. It may be because influencers automatically have a status of authority among their followers that their reliability, attractiveness, and perceived likeness (to their followers) positively increased their followers' trust in their branded messages. Expertise and attractiveness of influencers contribute to increased brand awareness among followers. Interviews with Instagram users by Djafarova and Rushworth (2017) revealed that a person's reputation can be gauged by their number of followers. Additionally, data from the study by Casaló, Flavián and Ibáñez-Sánchez, (2018), which included responses from over 800 Instagram users, suggests that originality and uniqueness are crucial qualities for a user to possess if they want to be recognized as an opinion leader on the platform.
The online advertisement also helped to gain the trust of the consumers. Mir 2012 reveals that there is a favourable attitude of consumers toward social media advertising. It drastically influences the consumers to click on the ads that show their positive attitude towards online advertisements. In another paper “Factors affecting Consumer attitude user-generated product content on YouTube” (Anwar and Reham 2013), the conclusion showed that YouTube content related to products has a significant effect on consumer attitudes and it helps in changing the perception of consumers. It also has significant implications for social media advertisers. Mohammed and Alkubise (2012) commented that there are some factors like income, internet skills/usage per day, advertisement content, and advertisement site that are significant factors that affect online advertisement. They also concluded that reviews of other consumers have a significant effect on online buying behaviour. Before purchasing any product online consumers go through reviews of the products as well as the sites. As a consumer’s attitude is the most important factor of online buying behaviour, some factors influence the attitude of the consumer i.e. value, feedback, or opinion of other consumers, preceding online buying experience, and loyalty towards the brand.
De Veirman, Cauberghe and Hudders, (2017) investigated if popular Instagram profiles were perceived as more likeable. His objective was to determine the qualities that make an influencer successful in marketing. In contrast to more diversified accounts, they experimented with how these well-known individuals are perceived and how this affects sales. In a study he conducted, he gave several people the same Instagram page with varying numbers of following and followers. To avoid gender bias, the experiment included a male and a female participant. Participants in the study graded factors such as likability, trustworthiness, and likelihood that they would engage with the content.
According to some studies that investigated influencer marketing, influencers were categorized as information providers. Beauty makers are SMIs who work in the cosmetics sector, and information providers are social media influencers who operate in the social media sphere (Choi and Behm-Morawitz, 2017; Dekavalla, 2019). Customers are affected differently by various types of beauty influencers. Influencers from the general populace, as opposed to celebrities, have more of an impact on the buying habits and brand attitudes of young customers (Schouten, Janssen and Verspaget, 2019; Trivedi and Sama, 2019). However, in a research conducted by Trivedi, (2018), it indicates that attractive celebrity influencers are more likely than generalist influencers to have an impact on customers' reactions in the fashion and lifestyle sectors.
Another study was conducted by Ezenwafor, Olise and Ebizie, (2021) on Social Media Influencers and Purchase Intention amongst Social Media Users in developing African economy. 
Njuguna Ngure Alvin (2017) has concluded that online advertising plays an important role to communicate, creating interest, and brand awareness among consumers. But some barriers are affecting online advertisement on consumer decision like a customer has an attitude and that attitude influences their mental place for a certain matter. Also, consumers with different segments like age, place, and lifestyle have a significant impact on consumer buying behaviour. But the main thing is that online advertising is becoming a tool for consumer decisions. 
Odero and Valerie Hilda (2019) concluded that putting to use web-based media pages assists clients with communicating and impacts their shopping experience. The use of online stages is valuable, it has empowered web-based shopping destinations with the use of email showcasing procedure, a web index to help clients select a range of items dependent on shading blend, size, and shape and it has additionally empowered clients to choose predominant brands inside their item range. Anusha (2019), in her study, has found that internet advertising has a positive effect on consumer buying behaviour as it increases the awareness of the products. Moreover, it provides an advanced method to target the consumer with immediate effect. It also reduces the cost. One more finding is that there is a trust issue because of fraud and misconduct advertisements, yet consumers use the internet to find information about the products and visit internet advertising sites. 
Bhat, Shetty, and Maiya (2020) in their study have shown that when contrasted with the Traditional advertisement method, internet advertisement has become the most favoured approach to target consumers. The internet offers a wide extent of confirmation, which is noteworthy for some different strategies for publicizing. Online commercials assist associations with anticipating the purchasing conduct of the customers. Given digitalization, the vast majority like to buy on the web, since it is simpler, quicker, and more convenient than the traditional technique. The majority of the consumers were affected by online advertisements




CHAPTER THREE
3.0	Research Methodology
This chapter discuss the methodology and this entail a description of the population, sampling techniques and Methods with a view to achieving the objectives of the research
For the purposes of this research, the researcher has decided to make use of questionnaires. The questionnaires will be distributed among members of the public, civil servants, individuals and corporate bodies among residents of Kwara state
The researcher will use questionnaires for this research work because it is a reliable and quick method to collect information from multiple respondents in an efficient and timely manner. The survey method on the basis of self-administered questionnaire, its important when it comes to large projects, with several complex objectives, where time is one of the major constraints. 
3.1	Research design	
. The survey research method was used in the conduct of this study. Ogbuoshi, (2006) states that in survey researcher will therefore study the entire population.
However, if the population is too large, the researcher can therefore draw sample from the population understudy. 
This means that survey studies both small and large population. On his part Osuaolac (1999) stated that survey research covers both large and small population by selecting and studying samples chosen from the population to discover the incidence, distribution and action of sociological and psychological variables. 
Tuckman (2001) opines that through questionnaire and interviews, survey research makes it possible to measure what a person likes and dislikes (value and preferences) and what a person think (attitude and belief).
That questionnaire and interview can be used to discover what experiences have taking place and ongoing trends. The study is adopting survey research methods because it helps to accumulate information from individuals at relatively low cost; it permits generalization to be made wider population even when a sample is considered. It also permits the use of a variety of data collecting techniques. 
3.2	Population Study
	Anyaegburam et al (2004), Population is a list of or collection of subjects, variables or concept in a defined environment. 
According to Winner and Demine (2006) population is a group or class of subject variables, concept or phenomenal in a given study.
Population according to Eboruolalau (2003:15) refers to the entire subject whom the researcher is investigating or any group of persons or organization bang studied by an investigator that constitute the population. This research work is to reach on the topic the “impact of social media influencers on product acceptability among Nigeria youth” with reference to residents Kwara state.  It is believed that the sample population of the research is residents of Kwara State. 
The targeted populations for this study are users of these online media platforms; Tiktok, Telegram, Facebook, X, YouTube, Watsapp, Instagram and Snaptchat with total number of 1,232,500 as population of the users online platforms in kwara state.
3.3	Sample Size and Sampling Techniques 
	Anyaegburam et al (2004) states that sampling in a research is essential because population tend to be large and resources and time available are limited with the result that bit is usually no possible for study each individual. For this reason, there is not to select a sample from the population and from, it makes generalization regarding the entire population. A simple random technique was use to enable the member of the population to have equal chance of selection due to a large population in the selected area.
The sample populations for this study are users of these online media platforms; Tiktok, Telegram, Facebook, X, YouTube, Watsapp, Instagram and Snaptchat with sample size of 100 users.
However, (100) questionnaires were administered based on the sample size. The questionnaires were personally served by the researcher as at the time of carrying out the research
3.4	Research Instrument 
This is a data collection instrument mostly use in normative surveys, this is a systematically prepared from with respondent of research informant for the purpose of collecting data or information. 
A self-structured questionnaire developed by the researcher was used as an instrument to elicit information from the respondents which would be titled “impact of social media influencers on product acceptability among Nigeria youth” with reference to part of Ilorin residents. The questionnaire would be divided into two sections A and B. Section A contains personal data of the respondents while section B contains 15 items that are needed to answer the research questions in this study. The questionnaire was a closed-ended type in which response was limited based on five Likert type scale which ranges as follow: Strongly Agreed, Agreed, Undecided, Disagreed and Strongly Disagreed. The items are placed on a 5-point rating scale of strongly agreed (SA), agreed (A), Undecided (U), disagreed (D), and strongly disagreed (SD). The items were scored as follows: SA = (5), A = (4), U= (3), D = (2), SD = (1).


3.5	Validity and Reliability of the Instrument
	Validity is concerned with the ability of research instrument to measure what it has design to measure i.e how well it is suppose to measure. Does the instrument measure what is suppose to measure. 
	This instrument is valid because the questionnaire is presented and the given the desired result. Moreover the questions were closed checked by the supervisor to give the instrument validity. On the basis of above the instrument is therefore valid.
3.6	Method of Data Collection
This data research of this research work will be collected through the administration of questionnaire on the sample population with in residents of Ilorin, Kwara  State. 
The targeted populations for this study are the residents of Ilorin, Kwara State. The instrument will be use to delicate demography data and data for specific question for the study. 
To ensure accurate data collection the questionnaires was distribution of resident of Ilorin, Kwara State. The above instrument use will helped in collecting an aggregate amount of the data used for the study.

3.7	Method of Data Analysis 
To make the analysis of the data collection sample, frequency count was used the statistical computation was done manually, furthermore, table as part of the descriptive statistic technique was used mostly to best the research questions and each respondents were scored according to the basis or frequency distribution and sample percentage were computed from distributed. In this study, the research use a SPSS which is statistical hypothesis test used in the analysis of contingency table. In simpler terms, this test is primary used to examined whether two categorical variable are independent in influencing the test statics.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0 Introduction
The purpose of this study was to analyze the impact of Social Media Influencers on Product Acceptability among Nigeria Youth. This chapter is concerned with the presentation and analysis of data collected through the use of questionnaire distributed to the respondents. One hundred copies of questionnaire were distributed and fortunately one hundred copies of the questionnaire were received. This represented a response rate of 100%.
4.1 Analysis of Research Instrument/Data Presentation 
This chapter presents the data collected from the respondents. A total number 100 out of the distributed 100 questionnaires, which were found useable, were used the data analysis. Each questionnaire contains 18 items. These items were grouped on their relevance and relatedness to each of the research questions under examination. Percentages, frequency and response were used for the analysis of research question.
4.2 Analysis of Research Questions
SECTION A
TABLE 1: Age Distribution of the Respondent 
	Response 
	Frequency 
	Percentage %

	15-24
	40
	40%

	25-45
	60
	60%

	45 and Above
	0
	0

	Total 
	100
	100


Source: Research’s fieldwork, 2025
Table 1; shows that out of the respondents who partook in the survey, 40(40%) of the respondent were within the age bracket of 15-24 years, 60(60%) of them were within the age bracket of 25-45 years, 0(0%) of them were within the age of 45-50years, majority of the respondent were with the age bracket of 25-45 years.
TABLE 2: Gender of the respondents 
	Response 
	Frequency 
	Percentage %

	Male 
	55
	55%

	Female 
	45
	45%

	Total 
	100
	100


Source: Research’s fieldwork, 2025
Table 2; shows the distribution of the respondent by their gender out of all 55 (55%) of the respondents were males while 45(45%) of them were females. It’s implies that majority of the respondents were male
TABLE 3: occupation of the respondents 
	Response 
	Frequency 
	Percentage %

	Student 
	55
	55%

	Civil servant 
	30
	30%

	Others
	15
	15%

	Total 
	100
	100


Source: Research’s fieldwork, 2025
Table 3 shows that out of the respondents who partook in the survey, 55(55%) of them were Student, 30(30%) of them were Civil servant while 15(15%) of the respondents were chosen others occupation
TABLE 4: Marital status of the respondents 
	Response 
	Frequency 
	Percentage %

	Single 
	68
	68%

	Married 
	32
	32%

	Divorced
	0
	0%

	Total 
	100
	100


Source: Research’s fieldwork, 2025
Table 4 shows that out of the respondents who partook in the survey, 68(68%) of them were single, 32(32%) of them were married. This shows that majority of the respondents were single.


 SECTION B
Question 5: How often do you use social media as means of sharing information?
	Response
	Frequency
	Percentage

	Very often
	60
	60%

	Quite often
	10
	10%

	Not often 
	20
	20%

	Not at all
	10
	10%

	Total 
	100
	100%


Source: Research’s fieldwork, 2025
From table 8 above, 60 respondents (60%) said they often use social media as means of sharing information, 10 respondents (10%) said they quite often use social media as means of sharing information, while 20 respondents (20%) said they not often h use social media as means of sharing information respondents (10%) also chosen indifference, 10 respondents (10%) said they have not use social media as means of sharing information. Its implies that majority of the respondents us social media as means of sharing information.
6. Which social media do you often use? 
	Response 
	Frequency 
	Percentage %

	Facebook
	 34.7
	34.7%

	Watsapp
	19.8
	19.8%

	Twitter 
	29.7
	29.7%

	Instagram 
	11.9
	11.9%

	Others
	3.9
	3.9%

	Total 
	100
	100%


Source: Research’s fieldwork, 2025
Table 6 shows the distribution of the respondents,  34.7 (34.7%) of the respondents said that they use facebook, 19.8(19.8%) of the respondents said that they use watsapp while 29.7(29.7%) of the respondents also said that they use twitter and 11.9 (11.9%) Instagram and 3.9 respondents representing (3.9%) engage to others social media. It’s implies that majority of the respondents were facebook users 

Question 7: Have you engage on advert of product on online internet before?  
	Response
	Frequency
	Percentage

	Yes
	70
	70%

	No
	30
	30%

	Total
	100
	100%


Source: Research’s fieldwork, 2025
In response to the question 7, 70 respondents (70%) Have you engage on advert of product on online internet before, while 30 respondents (30%) were not. Its implies that majority of the respondents engage on advert of product on online internet before. 
SECTION C
TABLE 8
	
	
Statement
	S.A
N%
	A
N%
	S.D
N%
	D
N%
	Total

	8
	Interacting with the influencer’s online internet pages helps users make decisions better before purchasing products
	80
	0
	20
	0
	100

	
	Percentage 
	80%
	0%
	20%
	0%
	100%


Source: Research’s fieldwork, 2025
	The data above shows that 80% of the respondents Strongly agreed that Interacting with the influencer’s online internet pages helps users make decisions better before purchasing products while 20% dissent with the statement. The statement is therefore accepted.





TABLE 9
	
	
Statement
	S.A
N%
	A
N%
	S.D
N%
	D
N%
	Total

	9
	Followers buy products that are advertised on the influencer’s online internet pages base on their credibility.
	40
	20
	20
	20
	100

	
	Percentage 
	40%
	20%
	20%
	20%
	100%


Source: Research’s fieldwork, 2025
	The above data shows that 60% of the respondents agreed that Followers buy products that are advertised on the influencer’s online internet pages base on their credibility. while 40% of the respondent dissent with the statement. The statement is however considered accepted. 

TABLE 10
	
	
Statement
	S.A
N%
	A
N%
	S.D
N%
	D
N%
	Total

	10
	Social media celebrities influence youth on dressing habit and acceptability of fashion use by celebrities.
	80
	0
	20
	0
	100

	
	Percentage 
	80%
	0%
	20%
	0%
	100%


Source: Research’s fieldwork, 2025
	The data above on table 10 shows that 80% of the respondents agreed that Social media celebrities influence youth on dressing habit and acceptability of fashion use by celebrities. while 20% dissent with the statement. The statement is therefore accepted.


TABLE 11
	
	
Statement
	S.A
N%
	A
N%
	S.D
N%
	D
N%
	Total

	11
	Celebrity’s behavior has a direct relationship on the fashion product that they endorse.
	40
	20
	20
	20
	100

	
	Percentage 
	40%
	20%
	20%
	20%
	100%


Source: Research’s fieldwork, 2025
	The above data on table 11 shows that 60% of the respondents agreed that Celebrity’s behavior has a direct relationship on the fashion product that they endorse. while 40% of the respondent dissent with the statement. The statement is however considered accepted. 
TABLE 12
	
	
Statement
	S.A
N%
	A
N%
	S.D
N%
	D
N%
	Total

	12
	Youths choose social media celebrity as their role model and perceive their ways of life has best option
	30
	40
	10
	20
	100

	
	Percentage 
	30%
	40%
	10%
	20%
	100%


Source: Research’s fieldwork, 2025
	The above data on table 12 shows that 70% of the respondents agreed that Youths choose social media celebrity as their role model and perceive their ways of life has best option. while 30% of the respondent dissent with the statement. The statement is however considered accepted. 



TABLE 13
	
	
Statement
	S.A
N%
	A
N%
	S.D
N%
	D
N%
	Total

	13
	Social media celebrities have played vital roles in creating awareness about new product to ensure customer buy from right source
	40
	40
	20
	0
	100

	
	Percentage 
	40%
	40%
	20%
	0%
	100%


Source: Research’s fieldwork, 2025
	The data above on table 13 shows that 80% of the respondents agreed that social media celebrities have played vital roles in creating awareness about new product to ensure customer buy from right source. while 20% dissent with the statement. The statement is therefore accepted.

TABLE 14
	
	
Statement
	S.A
N%
	A
N%
	S.D
N%
	D
N%
	Total

	14
	Social media engage some Nigerian youths to scammers through advert without investigation of sellers/producers
	40
	20
	20
	20
	100

	
	Percentage 
	40%
	20%
	20%
	20%
	100%


Source: Research’s fieldwork, 2025
	The above data on table 14 shows that 60% of the respondents agreed that Social media engage some Nigerian youths to scammers through advert without investigation of sellers/producers. while 40% of the respondent dissent with the statement. The statement is however considered accepted. 

TABLE 15
	
	
Statement
	S.A
N%
	A
N%
	S.D
N%
	D
N%
	Total

	15
	Influencers on Social media contribute to the instability of price through their fake lifestyle.
	30
	40
	10
	20
	100

	
	Percentage 
	30%
	40%
	10%
	20%
	100%


Source: Research’s fieldwork, 2025
	The above data on table 15 shows that 70% of the respondents agreed that Influencers on Social media contribute to the instability of price through their fake lifestyle. while 30% of the respondent dissent with the statement. The statement is however considered accepted. 
TABLE 16
	
	
Statement
	S.A
N%
	A
N%
	S.D
N%
	D
N%
	Total

	16
	Nigerian youths accept product influencer endorse through live show on tiktok, facebook, intagram and other media platforms.
	40
	20
	20
	20
	100

	
	Percentage 
	40%
	20%
	20%
	20%
	100%


Source: Research’s fieldwork, 2025
	The above data on table 16 shows that 60% of the respondents agreed that Nigerian youths accept product influencer endorse through live show on tiktok, facebook, intagram and other media platforms. while 40% of the respondent dissent with the statement. The statement is however considered accepted. 



TABLE 17
	
	
Statement
	S.A
N%
	A
N%
	S.D
N%
	D
N%
	Total

	17
	Followers imitate life style of celebrities and accept any product used or endorse by their influencers.
	30
	40
	10
	20
	100

	
	Percentage 
	30%
	40%
	10%
	20%
	100%


Source: Research’s fieldwork, 2025
	The above data on table 17 it is clear that followers imitate life style of celebrities and accept any product used or endorse by their influencers, 70% of the respondents agreed with statement on table 17 while 30% of the respondent dissent with the statement. The statement is however considered accepted. 
TABLE 18
	
	
Statement
	S.A
N%
	A
N%
	S.D
N%
	D
N%
	Total

	18
	Influencers endorsements of product on social media has engage youths to perceive endorse product as perfect product through their numbers of followers and engagement
	40
	40
	20
	0
	100

	
	Percentage 
	40%
	40%
	20%
	0%
	100%


Source: Research’s fieldwork, 2025
	According to report on table 18, its shows that 80% of the respondents agreed that Influencers endorsements of product on social media has engage youths to perceive endorse product as perfect product through their numbers of followers and engagement. while 20% dissent with the statement. The statement is therefore accepted.


4.2.2	Analysis of research questions
Research question one: How do social media influencers impact youths' decisions to accept or purchase products?
	The above data on table 17 it is clear that followers imitate life style of celebrities and accept any product used or endorse by their influencers, 70% of the respondents agreed with statement on table 17 while 30% of the respondent dissent with the statement. The statement is however considered accepted. 
	Also, according to report on table 18, its shows that 80% of the respondents agreed that Influencers endorsements of product on social media has engage youths to perceive endorse product as perfect product through their numbers of followers and engagement.
The above data shows that 60% of the respondents agreed that Followers buy products that are advertised on the influencer’s online internet pages base on their credibility.
According to Attention Interest Desire Action (AIDA) model, to influence consumers via communication and make them consider the advertised product or service, various content is needed to attract consumers and develop their interest and desire for purchase (Kotler & Armstrong, 2018). Advertising acts as a stimulus, which is supposed to start the purchasing decision (Mwakasege, 2015).
Research question two: What factors make social media influencers credible and trustworthy in the eyes of young consumers?
According to report on table 18, its shows that 80% of the respondents agreed that Influencers endorsements of product on social media has engage youths to perceive endorse product as perfect product through their numbers of followers and engagement.
The above data on table 11 shows that 60% of the respondents agreed that Celebrity’s behavior has a direct relationship on the fashion product that they endorse.
Also, The above data on table 8, shows that 60% of the respondents agreed that Followers buy products that are advertised on the influencer’s online internet pages base on their credibility
Njuguna Ngure Alvin (2017) has concluded that online advertising plays an important role to communicate, creating interest, and brand awareness among consumers. But some barriers are affecting online advertisement on consumer decision like a customer has an attitude and that attitude influences their mental place for a certain matter. Also, consumers with different segments like age, place, and lifestyle have a significant impact on consumer buying behaviour. But the main thing is that online advertising is becoming a tool for consumer decisions.
Research question three: Does the type of product being endorsed affect the likelihood of youths accepting or purchasing it through influencer recommendations?
	The above data on table 15 shows that 70% of the respondents agreed that Influencers on Social media contribute to the instability of price through their fake lifestyle.
Also, The above data on table 14 shows that 60% of the respondents agreed that Social media engage some Nigerian youths to scammers through advert without investigation of sellers/producers.
Sadia Afzal, Javed Rabbani Khan, “Impact of Online and Conventional Advertisement on Consumer Buying Behaviour of Branded Garments” (2015) there is no direct effect of online and conventional advertisement on consumer buying behaviour of branded garments, but there is a significant indirect effect of both advertising medium on consumer buying behaviour because of advertising characteristics and consumer attitude which are mediators and holds a great mediating effect.” He also mentioned that their buying decision depends upon previous experience with the product, brand loyalty, and word of mouth. So it is concluded that online advertisement has some effect on consumer buying behaviour. Some advertising agencies actively managed and controlled online media. If we go through the latest research it was concluded that advertisement through social media has a significant effect on consumers and their buying decisions
Research question four: How do different social media platforms (e.g., Instagram, TikTok, YouTube) influence youths' responses to product endorsements by influencers?
Table 6 shows the distribution of the respondents,  34.7 (34.7%) of the respondents said that they use facebook, 19.8(19.8%) of the respondents said that they use watsapp while 29.7(29.7%) of the respondents also said that they use twitter and 11.9 (11.9%) Instagram and 3.9 respondents representing (3.9%) engage to others social media. It’s implies that majority of the respondents were facebook users 
The above data on table 16 shows that 60% of the respondents agreed that Nigerian youths accept product influencer endorse through live show on tiktok, facebook, intagram and other media platforms. 

4.3 Discussion of findings 
This project work intend to impact of Social Media Influencers on Product Acceptability among Nigeria Youth. This is the main reason for embarking on this research. From the questionnaires used to carry out this study, the research questions posed are answered below. The discussion of findings is also presented.
Its derived that companies are using social media to advertise their product. The online platform can be social media like Facebook, Instagram, Pinterest, etc. and other platforms like YouTube, Google, banners on different websites etc. According to the article published on india free notes dated on 6th of Feb, 2020 there are different types of online ads.
According to report on table 18, its shows that 80% of the respondents agreed that Influencers endorsements of product on social media has engage youths to perceive endorse product as perfect product through their numbers of followers and engagement.
The above data on table 11 shows that 60% of the respondents agreed that Celebrity’s behavior has a direct relationship on the fashion product that they endorse.
Also, The above data on table 8, shows that 60% of the respondents agreed that Followers buy products that are advertised on the influencer’s online internet pages base on their credibility
Njuguna Ngure Alvin (2017) has concluded that online advertising plays an important role to communicate, creating interest, and brand awareness among consumers. But some barriers are affecting online advertisement on consumer decision like a customer has an attitude and that attitude influences their mental place for a certain matter. Also, consumers with different segments like age, place, and lifestyle have a significant impact on consumer buying behaviour. But the main thing is that online advertising is becoming a tool for consumer decisions.
 In agreement with the source credibility theory and previous research (Djafarova & Rushworth, 2017; Sertoglu et al., 2014; Pooja & Upadhyaya (2022); Weismueller et al., 2020), the study found all the dimensions of social media influencers significantly predicted young people’s online purchase intention. Furthermore, previous research (Rahi et al., 2017) have stressed that lack of trust constitutes a key barrier to making online purchase intentions. The degree of trust demonstrated by online consumers towards social media influencers is strongly influenced by their perception of how trustworthy they found the influencer, in addition to their rating regarding the expertise of the influencer (AlFarraj et al., 2021). This suggests that a higher perception of trust exhibited among consumers to online vendors strongly influenced their likelihood of making online purchase intention especially when they have a lower perception of risk. 
This suggests online marketers and service providers must prioritise building trust with their customers thereby resulting in lower perception of risk and higher chances of making online purchase intention. More specifically, attractive influencers have been associated with higher likelihood of influencing online purchase intention from their followers. The implication is that online marketers can exploit the physical appearance of influencers to efficiently promote their brands and products (Schouten et al., 2020; Singh & Banerjee, 2018; Van der Waldt et al., 2009). 
Also, the attractiveness of social media influencers strongly influence trust among online customers and tends to be more convincing with a lower level of attractiveness (Kim & Kim, 2021). Besides attractiveness and trustworthiness, expertise is another important attribute of the influencer found to predict online purchase intention. This attribute is considered very important to achieve success in endorsement apart from influencing the behaviour of online customers (Djafarova & Rushworth, 2017).


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary of Findings
This research work seeks to analyse on the impact of Social Media Influencers on Product Acceptability among Nigeria Youth. The work is made up of five chapters with lot of efforts being put in place to critically investigating how effective social media is in checkmating, reshaping and theorizing impact of social Media Influencers on product acceptability among Nigeria Youth.  
The chapter one of this work as the introductory part entails the background of study, objectives of the study, statement of problems, scope of the study, research questions and hypotheses, significance of the study as well as limitations and operational definitions of terms used in the course of the research. 
Chapter two which focused on the literature review critically looked into the conceptual and theoretical frameworks pertaining to the research work, noting all forms of relevant theories explaining the essence of online internet on consumer buying behaviour; as well as the review of related studies to know what facts past researchers have been able to established on the study under review. 
Chapter three of this research work however, contains research methodology adopted in the study, population of the study. Sample size which is pegged at 100 and sampling technique which is, the purposive or judgment sampling techniques and the instrument used in the research study was questionnaire that was administered amidst the sampling size of the population. It also clearly stated the validity and reliability of the instruments, method of administration of the instruments as well as it stated the method of data analysis and its concluded that social media influencers have impact on acceptability and consumer buying behavior among youths in Nigeria.
Chapter four of this research work, revealed how the data gathered were analyzed for easy understanding using tables and other statistical method of analysis. It also contained how data were presented.
Chapter five of this research work featured the summary, conclusion and recommendations.
5.2 Conclusion 
Within the context of digital marketing, building trust between a consumer and online marketer might not be an easy task because of the rate at which information spread so fast across different channels and sources. Notwithstanding, social media influencers considered as credible by their followers can be effectively used by online markers to promote their brand and product with the goal of influencing online purchase. The outcome of this study conforms with the source credibility framework and suggest the theoretical framework can be used by marketers in developing strategies to influence purchase intention.
There is a significant relationship between buying behaviour and social media influencers on product advertisement. Social ads are playing an important role to change the perception of consumers. It’s motivating the consumers to purchase the product. It is also helping them to recall their needs for the product. social ads are also helping companies to create a brand image for their product. Through this, they can target a large audience for their specific product. 
However, it’s only affecting a specific segment of the audience and there is a trust issue. A consumer’s frequent viewing of ads creates an image in his conscious mind. The review reveals that the most important factor i.e. attitude has a very significant and positive impact on the consumer buying decision. 

5.3 Recommendations 
The recommendations of this study will be directed to the main actors in the social media influencer marketing industry, especially the Nigerian context. These include the influencers themselves, marketers or brands, and social media users. 
i. Social media influencers need to be systematic in their approach to social media marketing. Nigeria social media influencers and product brands should particularly take steps to boost their attractiveness, trustworthiness, and authenticity. This can include the use of testimonials on social media, maintaining a consistent image based on a persona across all social media platforms, and increasing the level of direct engagement with users across multiple platforms.
ii. Marketers of products should endeavour to work with younger social media influencers especial those within the age bracket of 18-35. This is because this age group represents the most prevalent in terms of social media use and the use of cosmetic products of all types. The influence of influencers that are in the same age brackets with intended users is bound to be more than with celebrity influencers. 
iii. Fans of products/brands should look to Instagram for inspiration on product trends. Although Facebook and TikTok are very popular in other climes, Instagram is the platform of choice with regards to Nigeria. However, users must also recognise the tendency of Instagram to be associated with depression, suicide, and anxiety.
iv. Although outdoor advertising, particularly posters and banners, was found to be insignificant, it has a positive t-value. This implies that outdoor advertising can enhance consumer buying behaviour on products in the long run. Hence, the company should continue to advertise products by inscribing the posters and banners of the products on the company’s vehicles and vans. 
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QUESTIONNAIRE
Department of Mass Communication,  
Institution of Information and Communication Technology,
 Kwara Sate Polytechnic, Ilorin.
						 2025.
Dear Respondent,
LETTER OF INTRODUCTION
I am a final year student of the above mentioned institution conducting a research on topic titled “THE IMPACT OF SOCIAL MEDIA INFLUENCERS ON PRODUCT ACCEPTABILITY AMONG NIGERIA YOUTH” Kindly assist by providing honest opinions on the various issues raised in this questionnaire. Your confidentiality is highly assured as the information given will be used for purely academic purpose. 
Thank you for the anticipated co-operation.

Yours faithfully,
Nsidieti Oyindamola Julianah










SECTION A: PERSONAL DATA
1. Age: 18-24(  ) 25-30 (  ) 31-45 (  ) 46- above ( )
2.  Gender: Male (    ) Female (     )
3: Respondents Religion: Muslim (  ) Christian (  ) Others (  )
4.  Marital status: Single (    ) Married (    ) Divorced (    )

SECTION B
5. Do you use social media as means of sharing information? Yes ( ) No ( )
6. Which social media do you often use? Facebook ( ) Watsapp () Twitter () Instagram ()
7. Have you heard about advert of product on social media before? Yes ( ) No (  )

SECTION C
Instruction: Please tick (√) where applicable in the desire option.
Where: SA = Strong Agree, A = Agree, N = Neutral, SD = Strong Disagree, D = Disagree
	S/N
	Statement
	SA
	A
	N
	D
	SD

	8
	Interacting with the influencer’s social media pages helps users make decisions better before purchasing products
	
	
	
	
	

	9
	Followers buy products that are marketed on the influencer’s social media pages base on their credibility.
	
	
	
	
	

	10
	Social media celebrities influence youth on dressing habit and acceptability of fashion use by celebrities.
	
	
	
	
	

	11
	Celebrity’s behavior has a direct relationship on the fashion product that they endorse.
	
	
	
	
	

	12
	Youths choose social media celebrity as their role model and perceive their ways of life has best option
	
	
	
	
	

	13
	Social media celebrities have played vital roles in creating awareness about new product to ensure customer buy from right source
	
	
	
	
	

	14
	Influencers on Social media engage some Nigerian youths to scammers through advert without investigation of sellers/producers
	
	
	
	
	

	15
	Influencers on Social media contribute to the instability of price through their fake lifestyle.
	
	
	
	
	

	16
	Nigerian youths accept product influencer endorse through live show on tiktok, facebook, intagram and other media platforms.
	
	
	
	
	

	17
	Followers imitate life style of celebrities and accept any product used or endorse by their influencers
	
	
	
	
	

	18
	Influencers endorsements of product on social media has engage youths to perceive endorse product as perfect product through their numbers of followers and engagement
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Fig 1: Effect of Celebrity Endorsemens on Consumers Purchase Decision in Nigeria (Ifeanyichukwu, 2016)




