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Chapter One
Introduction
1.1 Background to the Study 
The digital era has fundamentally transformed the way businesses communicate with their customers. Traditional marketing approaches, such as print advertisements, radio jingles, and TV commercials, while still relevant, have been largely complemented or replaced by digital marketing strategies that leverage the internet's global reach. The rise of digital platforms such as social media, search engines, and e-commerce websites has created unprecedented opportunities for businesses to target specific audiences with precision and engage with them in real-time.
The shift to digital marketing has been propelled by rapid technological advancements, increased smartphone adoption, and greater internet accessibility. These developments have not only broadened the Students base but also introduced new dynamics to Students behaviour. Today, digital marketing enables businesses to collect detailed Students data, analyze purchasing patterns, and personalize marketing campaigns, thereby creating more effective and impactful interactions with their target audiences.
Students represent a vital segment of this evolving digital marketplace. As digital natives, they are highly tech-savvy, spending significant amounts of time on social media platforms, streaming services, and online shopping sites. This demographic’s heavy reliance on digital tools for communication, education, and leisure makes them particularly susceptible to digital marketing strategies. Students often act as opinion leaders within their peer groups, amplifying the influence of digital campaigns on broader Students behaviour trends.
Kwara State Polytechnic, Ilorin, is an institution that reflects the broader trends of digital engagement among youth. Its students are deeply embedded in the digital ecosystem, frequently interacting with brands through social media platforms like Instagram, Facebook, and TikTok. They also rely on digital channels for product reviews, price comparisons, and purchase decisions. Businesses seeking to penetrate this demographic need to understand not just what appeals to students but also how they engage with digital content and how it shapes their purchasing decisions.
Moreover, the cultural and economic context of Nigerian students adds an additional layer of complexity. Limited disposable income often means that students are highly price-sensitive, and they tend to prioritize value-for-money propositions. At the same time, peer influence, brand image, and promotional offers play a significant role in shaping their preferences. Digital marketing strategies that tap into these nuances—such as influencer collaborations, engaging visual content, and targeted promotions—are likely to be more effective.
This study focuses on exploring these dynamics within the context of Kwara State Polytechnic. By examining how digital marketing strategies influence students' buying behaviour, this research seeks to provide actionable insights that can help businesses tailor their marketing efforts to resonate with this unique and influential demographic.
1.2       Statement of the Problem 
Digital marketing has revolutionized how businesses interact with their target audiences, providing unprecedented opportunities for precise targeting, engagement, and feedback. Despite this, many businesses struggle to effectively utilize these tools when addressing specific demographic groups, such as students in tertiary institutions. The challenge often lies in understanding the unique behavioural patterns, preferences, and economic constraints of this audience.
For students, particularly those in Nigerian institutions like Kwara State Polytechnic, buying behaviour is influenced by a combination of factors including peer pressure, limited financial resources, and the increasing reliance on digital platforms for decision-making. Digital marketing strategies that fail to resonate with these realities risk being ignored or, worse, alienating the very audience they seek to attract.
At Kwara State Polytechnic, students are increasingly exposed to digital marketing campaigns through social media, email, and influencer endorsements. However, there is a lack of empirical evidence on how these strategies impact their buying decisions. For instance, are social media advertisements effective in capturing their attention and driving purchases? Do email marketing campaigns resonate with their preferences, or are they dismissed as irrelevant? How significant are influencer endorsements in shaping their perceptions and trust in brands?
Businesses that target students often allocate substantial resources to digital marketing campaigns without fully understanding their effectiveness. This gap in knowledge not only leads to wasted resources but also missed opportunities to establish meaningful connections with a vital Students segment. Furthermore, the rapid evolution of digital marketing tools and trends necessitates continuous research to ensure strategies remain relevant and impactful.
This study seeks to address these issues by exploring the specific ways in which digital marketing strategies influence the buying behaviour of students at Kwara State Polytechnic. By identifying the strengths and weaknesses of current approaches, the research aims to provide actionable recommendations that can enhance the effectiveness of digital marketing efforts targeted at this demographic.
1.3 Research Questions
To address the problem stated above the following question were asked
1. How does social media advertising affect students’ buying behaviour?
2. What is the role of email marketing in influencing student purchases ability?
3. How do influencer endorsements shape students' brand preferences?
4. What digital marketing strategies are most effective in engaging students?

1.4	Objectives of the Study 
The main objective for this study is to explore the specific ways in which digital marketing strategies influence the buying behaviour of students at Kwara State Polytechnic, other specific objectives are to:
i.  Evaluate the influence of social media advertising on students' buying decisions.
ii. Determine the role of email marketing in shaping students' purchasing behaviour.
iii. Assess the impact of influencer endorsements on students’ brand preferences.
iv. Analyze the most effective digital marketing strategies for engaging students.

1.5 	Research Hypotheses 
Ho1: Social media advertising does not significantly influences students’ buying behaviour. 
Ho2: Email marketing does have a measurable impact on students’ purchasing decisions. 
Ho3: Influencer endorsement does not significantly affect students’ brand preferences.
Ho4: There are no marketing strategies most effective for engaging students

1.6 	Significance of the Study 
This study is significant on multiple levels, spanning academic, practical, and societal dimensions. From an academic perspective, it contributes to the growing body of literature on Students behaviour in the digital age, particularly in the context of tertiary institutions in developing countries. By focusing on Kwara State Polytechnic, Ilorin, the research highlights the unique interplay of cultural, economic, and technological factors that influence student behaviour, thereby enriching the global discourse on digital marketing. Practically, the findings of this study will be invaluable to businesses and marketers aiming to engage the student demographic more effectively. It provides insights into the specific digital marketing strategies that resonate with students, helping businesses optimize their marketing campaigns to achieve better results. For instance, the study could reveal which social media platforms are most popular among students, the types of content that capture their attention, and the role of influencer endorsements in building trust and driving purchases. 
Moreover, the study has implications for educational institutions and policymakers. By understanding how digital marketing influences students, institutions can design programs to educate students about making informed Students choices, thereby fostering financial literacy and responsible consumption. Policymakers, on the other hand, can use the findings to develop guidelines that ensure ethical marketing practices targeting young and impressionable audiences. Societally, the study sheds light on the broader impact of digital marketing on youth culture and behaviour. As students represent the future workforce and leaders, understanding their engagement with digital marketing helps in predicting broader societal trends and preparing for the challenges and opportunities of a digitally-driven economy. In summary, this study is a crucial resource for academics, businesses, educational institutions, and policymakers. It bridges the knowledge gap on the impact of digital marketing on student buying behaviour, providing actionable insights that drive effective decision-making and contribute to sustainable development in the digital economy.
1.7 	Scope of the Study 
The study focuses on the impact of digital marketing strategies on student buying behaviour, Using Kwara State Polytechnic, Ilorin as the case study, examining their responses to digital marketing strategies such as social media advertising, email marketing, and influencer endorsements. The time span for the study is a 2 Years covering from (2023-205). The research intend to know how social media advertising affect students buying behaviour, to know the role of email marketing in influencing students purchase ability, to determine how influencer endorsement shape students brand preferences and also know what digital marketing strategies are most effective in engaging students.
1.8 	Definition of Terms
Digital Marketing: Marketing efforts utilizing digital platforms like social media, email, and search engines.
Buying Behaviour: The decision-making processes and actions of Studentss when purchasing goods or services.
Social Media Advertising: Promotional activities conducted on platforms like Facebook, Instagram, and Twitter.
Influencer Endorsements: Marketing strategies where influential individuals promote a brand or product.
Social Media Advertising: The use of social media platforms like Instagram, Facebook, and TikTok to deliver paid advertisements to target audiences.
Email Marketing: The use of email as a direct marketing tool to communicate commercial messages and build customer relationships.
Target Audience: A specific group of Studentss that a business aims to reach with its marketing messages.
E-commerce: The buying and selling of goods or services over the internet.
Students Preferences: The tastes, likes, and dislikes of Studentss that influence their purchasing decisions.
Digital Ecosystem: The interconnected network of digital platforms, tools, and channels that businesses and Studentss use for communication, marketing, and transactions.
Price Sensitivity: The degree to which the price of a product or service affects a Students's purchasing decision.
Peer Influence: The effect that the opinions and behaviours of peers have on an individual's choices and actions.
























Chapter Two
Literature Review
2.0	Introduction 
The literature review provides a comprehensive examination of existing research, theories, and empirical findings related to digital marketing strategies and their impact on consumer buying behaviour. This chapter explores various digital marketing tools, the evolution of digital marketing, and the specific role of digital marketing in shaping students' purchasing decisions
2.1	Conceptual Framework
2.1.1 	Concept of Digital Marketing 
The commercial use of the Internet and the World Wide Web began about a quarter century ago. The commercial landscape has altered at a breakneck pace over this time.Unheard of twenty years ago, large international firms such as Google, Facebook, Amazon, Alibaba, eBay, and Uber have emerged as significant stakeholders in our modern economy. Online sales accounted up 7.4% of total retail spending in the United States in 2015, the highest percentage since tracking began in 1999 (Phillips, 2015). Mobile device sales have risen rapidly, accounting for between 22% and 27% of all internet sales (Rao, 2015; Malcolm, 2015). Corporations are now emphasizing the significance of developing a "digital relationship" with customers (Phillips, 2015) Furthermore, digital technology and devices such as smartphones, smart products, the Internet of Things (IoT), Artificial Intelligence, and deep learning all promise significant changes in the lives of Studentss in the near future. This study tries to explain how advances in digital technology are reshaping the marketing process and strategy, as well as the consequences of this transition for research in the broad field of "digital marketing." 
Communication has been considerably easier than in previous decades, thanks to the arrival of social media and advancements in online and mobile app technology (Khomenko et al., 2020). Because modern customers spend so much time on digital media, marketers have devised strategies and tactics to reach them through those channels. As a result, a substantial quantity of scholarly study on many elements such as search engine optimization, social media marketing, affiliate marketing, content marketing, video marketing, and many others has been undertaken (Jimenez, 2020). This study provides an in-depth examination of scholarly works completed and published by scholars from various nations on this innovative subject of marketing between 2000 and 2019. Digital marketing provides new avenues for reaching, informing, and engaging customers, as well as offering and selling goods and services. Digital marketing through social and mobile media has revolutionized millions of people's everyday lives, which has developed into widespread social media habits and frequently leads to the establishment of customer interactions (Fujita et al., 2017; Han et al., 2016; Kim, 2018; Woodside, 2018). The world is witnessing major developments in communications due to the intensive spread of technology and information through the Internet through different mediums such as the smartphone, social media platforms, and the electronic word-of-mouth (Al-Maroof & Al-Emran, 2018; Al-Qaysi & AlEmran, 2017; Al-Qaysi, Mohamad-Nordin, & Al-Emran, 2018; Alshurideh, Salloum, Al Kurdi, & Al-Emran, 2019). Because various communication platforms promote access and engagement with customers, the globe appears to be a tiny town (Alghizzawi, Salloum, & Habes, 2018; Malik & Al-Emran, 2018; S. A. Salloum, Al-Emran, Shaalan, & Tarhini, 2019). Studentss search for product information and services via digital communication channels. It has become ingrained in people's daily lives (Stephen, 2016). Most individuals use digital marketing and social media extensively as Studentss of goods and services, searching for information and data about the products they consume and interacting with others about their experiences (Salloum & Shaalan, 2018). 
2.1.2	Overview of Digital Marketing Strategies
Digital marketing strategies have evolved as a result of advancements in technology and the growing reliance on digital platforms for communication, engagement, and commerce. Businesses and marketers leverage multiple digital channels to influence consumer behaviour, particularly among students who are highly engaged in the online space. These strategies aim to create brand awareness, build consumer relationships, and drive purchase decisions through various digital platforms.
One of the most effective digital marketing strategies is social media marketing, which involves leveraging platforms such as Instagram, Facebook, Twitter, and TikTok to engage with consumers. Social media marketing enables businesses to create interactive content, share promotional offers, and engage in real-time communication with their audience. The ease of access to social media makes it a critical tool in influencing students' buying behaviour, as they are often exposed to advertisements, brand endorsements, and peer recommendations while scrolling through their feeds.
Another essential strategy is search engine marketing (SEM), which involves the use of search engine optimization (SEO) and pay-per-click (PPC) advertising to increase online visibility. SEM ensures that businesses appear prominently in search engine results, making it easier for potential buyers to discover products and services. Students frequently use search engines to look for product reviews, price comparisons, and recommendations, making SEM a valuable tool in digital marketing (Al-Maroof & Al-Emran, 2018).
Email marketing remains a highly personalized and direct form of digital marketing. Through email campaigns, businesses can send tailored messages to students, informing them about promotions, discounts, and new product offerings. Email marketing is particularly effective in fostering customer loyalty, as it allows businesses to maintain consistent communication with their audience and nurture long-term relationships.
Influencer marketing has gained significant traction, especially among students who follow social media influencers and celebrities for product recommendations. Brands collaborate with influencers to promote their products, leveraging their credibility and large follower base to influence consumer purchasing decisions. Influencer marketing is particularly effective in creating trust and authenticity, as students are more likely to purchase products endorsed by influencers they admire and trust.
Lastly, content marketing plays a vital role in digital marketing strategies by providing valuable and engaging content to attract and retain customers. Businesses use blog posts, videos, infographics, and podcasts to educate, entertain, and inform their audience about products and services. High-quality content not only drives traffic to a brand’s website but also positions the brand as an authority in its industry. Students, who are digital natives, often rely on online content to gather information before making purchase decisions(Stephen, 2016).
Overall, digital marketing strategies are essential in shaping students' buying behaviour, as they create awareness, generate interest, and drive engagement through various online platforms. Businesses must strategically integrate these digital marketing techniques to effectively target student consumers and maximize their influence in the digital marketplace.
2.1.3	Students buying behaviour 
Lee (2019) conducted research to learn the five stages of the Students decision-making process using China as an example. The researcher focuses on the factors that influence customer purchasing decisions for imported health food products, particularly demographic factors such as gender, education, income, and marital status. In order to achieve the research aims, the author used the questionnaire approach. The impact of family members on the Students decision-making process of purchasing imported health food products was significant, according to an analysis of five stages of the Students decision-making process. A number of additional scholars have looked at the Five Stages Model of the Students Decision Making Process. Blackwell et al (2006) proposed one of the most frequent models of the Students decision-making process. The five steps of the Students decision-making process, according to him, are as follows: problem/need recognition, information search, alternative evaluation, purchase decision made, and post-purchase evaluation. 
Although six decades of research on constructs such as self-concept, identity, and attitude functions has provided clear evidence that identity frequently drives behavior, the common processes underlying identity's influence on behavior are frequently obscured by differences in terminology used in these different streams of literature.Oyserman (2009) made a first step in unifying these various streams of research in a recent review by arguing that identities can be cued outside of conscious awareness, that identities are sensitive to environmental conditions, and that identities drive many actions. Similarly, our initial goal in this article is to propose an inclusive definition of identity, in which identity is defined as any category label with which a Students self-associates that allows for a clear picture of what the person in the category looks like, thinks, feels, and does. This concept, we believe, will encompass several discipline-based approaches to identity-based behavior that began in social psychology (Oyserman, 2007; Tajfel & Turner, 1986), Students Culture Theory (Arsel & Thompson, 2011), and sociology (Callero, 2003; Howard, 2000). Kalaiselvi, and Muruganandam, (2013) conducted a study on, Students Attitude towards Promotional Schemes and Influence of Brand On Purchasing Home Appliances, points out that understanding the Students attitude is an important part of the marketing process to realize the challenges faced by marketers in comprehending the Studentss' mind. The marketers have to know why a buyer makes a purchase and the processes in the mind of the buyer which influence him or her in buying different products or services. The main objective of this study is to find the impact of promotional schemes on Students attitude and to find out the brand loyal Studentss and also brand switchers of Students home appliances only because of promotional offers. 
2.1.4	Students' Buying Behaviour in the Digital Age
Students' buying behaviour has significantly transformed in the digital age due to the increasing integration of technology into daily life. Digital platforms, particularly social media, e-commerce websites, and online advertising, have created an environment where students are constantly exposed to marketing messages that shape their purchasing decisions. Unlike traditional marketing methods, digital marketing provides students with access to real-time information, product reviews, and peer recommendations, all of which influence their choices.
One of the primary drivers of students’ buying behaviour is the convenience and accessibility of online shopping. With mobile devices and internet connectivity, students can browse, compare, and purchase products at any time. E-commerce platforms, such as Jumia, Amazon, and Konga, offer personalized shopping experiences, suggesting products based on browsing history and purchase behaviour. Additionally, many students rely on online reviews and ratings to make informed purchasing decisions, as they value the opinions and experiences of previous buyers before committing to a purchase.
Social media platforms play a crucial role in shaping students' preferences and purchasing habits. Students frequently engage with brands through Instagram, Facebook, TikTok, and Twitter, where they encounter targeted advertisements, influencer endorsements, and promotional content. The interactive nature of social media enables brands to engage with students directly, respond to their queries, and create personalized marketing campaigns that resonate with their interests and lifestyle. Influencer marketing, in particular, has become a powerful tool in driving student purchases, as endorsements from trusted personalities enhance brand credibility and appeal.
Another important factor influencing students' buying behaviour is the impact of digital advertisements. Online advertisements are strategically placed on websites, search engines, and social media feeds, ensuring maximum visibility. Students are often drawn to visually appealing and interactive ads that include discount offers, limited-time promotions, and gamified content. These ads stimulate impulse buying, where students make unplanned purchases due to the persuasive nature of digital marketing strategies.
Email marketing and direct messaging also play a role in influencing students’ buying decisions. Many businesses use personalized email campaigns to keep students informed about new products, discounts, and exclusive offers. By receiving customized recommendations and promotional content, students develop a sense of connection with brands, increasing the likelihood of repeat purchases. Similarly, direct messaging on platforms like WhatsApp and Instagram facilitates real-time communication between brands and students, making it easier to address queries and encourage transactions.
Additionally, pricing strategies and digital payment options significantly impact student purchasing decisions. Many students are price-sensitive and actively seek the best deals before making a purchase. Digital marketing strategies that incorporate flash sales, discount codes, and buy-one-get-one-free offers attract students looking for affordability and value. The availability of multiple payment options, such as mobile banking, debit cards, and digital wallets, further enhances the ease of transactions, reducing barriers to purchase.
Overall, students’ buying behaviour in the digital age is shaped by a combination of convenience, social influence, advertising exposure, and pricing considerations. The constant engagement with digital platforms creates a highly dynamic consumer environment where preferences shift rapidly based on trends, peer recommendations, and brand interactions. Businesses that effectively leverage digital marketing strategies can significantly influence students' purchasing patterns and foster long-term brand loyalty.
2.1.5	Impact of Digital Marketing on Students Buying Behaviour 
The influence of digital marketing on students' buying behaviour is profound, as technological advancements and the widespread use of digital platforms have reshaped how students interact with brands, discover products, and make purchasing decisions. Digital marketing encompasses various strategies, including social media marketing, search engine optimization (SEO), email marketing, influencer marketing, and digital advertising, all of which collectively impact students' buying patterns.
One of the primary ways digital marketing influences students’ purchasing behaviour is through increased product awareness. Online marketing campaigns ensure that students are constantly exposed to advertisements, promotional content, and recommendations while browsing social media, search engines, and e-commerce platforms. This consistent exposure creates brand familiarity and recall, making it more likely for students to consider a brand when making a purchase decision.
Social media marketing plays a pivotal role in shaping students' preferences and purchase intentions. Platforms like Instagram, Facebook, TikTok, and Twitter serve as powerful marketing tools where brands create engaging content, interact with potential customers, and leverage influencer partnerships to enhance credibility. Influencers and brand ambassadors, who have a strong following among students, provide product endorsements that significantly impact purchasing decisions, as students trust peer recommendations more than traditional advertisements.
Another crucial impact of digital marketing is the facilitation of informed decision-making. Students rely heavily on online reviews, product ratings, and user-generated content to assess the quality and reliability of a product or service before making a purchase. E-commerce platforms like Jumia, Konga, and Amazon allow students to compare prices, read customer feedback, and explore various product options, ensuring that they make well-informed choices based on real user experiences.
The convenience of online shopping, fueled by digital marketing strategies, has also contributed to an increase in student consumerism. With the ease of accessing products through mobile apps and e-commerce websites, students can make purchases at any time without the need to visit physical stores. This accessibility is further enhanced by personalized marketing efforts, such as targeted advertisements and email marketing campaigns, which provide students with tailored recommendations based on their search history, preferences, and previous purchases.
Digital marketing also influences impulse buying behaviour among students. Visually appealing advertisements, time-sensitive promotions, and gamified marketing campaigns create a sense of urgency, prompting students to make immediate purchase decisions. Flash sales, discount codes, and limited-time offers are common strategies employed by brands to stimulate impulse buying, as students are more likely to make spontaneous purchases when presented with exclusive deals.
Furthermore, digital payment solutions have made transactions seamless, removing barriers to purchasing online. Students can complete purchases using debit cards, mobile banking, and digital wallets, which increases the efficiency and convenience of digital transactions. The availability of multiple payment options encourages students to engage in online shopping more frequently, reinforcing the impact of digital marketing efforts.
Customer engagement and brand loyalty are also strengthened through digital marketing. Brands utilize various interactive tools, such as live chats, social media polls, personalized emails, and chatbot assistance, to engage students and build long-term relationships. Engaged students are more likely to develop brand loyalty, leading to repeat purchases and positive word-of-mouth recommendations among peers.
In conclusion, digital marketing has revolutionized students’ buying behaviour by enhancing product awareness, influencing decision-making, promoting impulse buying, and increasing convenience in shopping. Businesses and marketers targeting student consumers must adopt effective digital marketing strategies that cater to their preferences, leverage social media engagement, and offer value-driven promotions to maximize their impact. The continuous evolution of digital marketing will further shape students' buying patterns, making it a critical area for businesses seeking to capture the student market segment.
2.2	Theoretical Framework 
The study adopts the Technology Acceptance Model (TAM) and the Theory of Planned Behaviour (TPB) to analyze the impact of digital marketing strategies. TAM explains how perceived usefulness and ease of use influence Studentss’ acceptance of technology, while TPB examines the role of attitudes, subjective norms, and perceived behavioural control in shaping behaviour.
2.2.1	Technology Acceptance Model (TAM)
The Technology Acceptance Model (TAM) (1989), is a theoretical framework that explains how individuals adopt and use technology, emphasizing perceived usefulness and perceived ease of use as the primary determinants of acceptance. In the context of digital marketing, TAM suggests that students are more likely to engage with digital marketing tools and e-commerce platforms if they find them beneficial and easy to navigate. The model proposes that perceived usefulness, which refers to the degree to which a user believes a technology will enhance their purchasing experience, directly influences their intention to use that technology. Likewise, perceived ease of use, which relates to the effort required to interact with the technology, affects both perceived usefulness and behavioural intention.
Digital marketing strategies leverage TAM by creating user-friendly interfaces, optimizing mobile compatibility, and providing seamless purchasing processes to enhance perceived ease of use. Additionally, digital marketing content, such as personalized recommendations and targeted advertisements, enhances perceived usefulness by providing students with relevant and valuable information that aligns with their preferences. The social influence aspect of TAM also plays a significant role in students' adoption of digital marketing platforms, as peer recommendations, online reviews, and influencer endorsements create trust and encourage engagement.
Moreover, TAM highlights the importance of external factors, such as system quality, security, and accessibility, in determining students' willingness to interact with digital marketing platforms. When students perceive a digital marketing channel as secure, reliable, and offering a smooth transaction experience, they are more likely to engage with it. Businesses that target students must, therefore, design digital marketing strategies that minimize complexity, enhance usability, and provide clear value propositions to ensure widespread acceptance and increased consumer engagement.
2.2.2	Theory of Planned Behaviour (TPB)
The Theory of Planned Behaviour (TPB), developed by Icek Ajzen in the year (1975), is a psychological theory that explains how human behaviour is influenced by individual intentions, attitudes, subjective norms, and perceived behavioural control. This theory serves as a useful framework for understanding students’ buying behaviour in the digital marketing context, as it highlights the key factors that determine their purchasing decisions.
One of the core components of TPB is attitude toward the behaviour, which refers to the degree to which an individual has a favorable or unfavorable evaluation of engaging in a particular action. In the case of digital marketing, students' attitudes towards online shopping, promotional campaigns, and brand advertisements significantly impact their decision-making process. If a student perceives an online shopping experience as convenient, secure, and rewarding, they are more likely to engage in purchasing behaviour.
Another important factor in TPB is subjective norms, which pertain to the perceived social pressure to perform or not perform a particular behaviour. Students are highly influenced by the opinions and recommendations of their peers, family members, social media influencers, and online communities. Digital marketing strategies often leverage this element by incorporating user reviews, testimonials, and influencer endorsements to create a sense of social approval and acceptance.
Perceived behavioural control is the third critical component of TPB. It refers to the perceived ease or difficulty of performing a particular behaviour and is closely related to self-efficacy. If students believe they have the necessary resources, knowledge, and confidence to make a purchase online, they are more likely to do so. Factors such as the availability of multiple payment options, seamless website navigation, and customer support services enhance perceived behavioural control, thereby increasing the likelihood of a purchase.
In the context of digital marketing, businesses strategically design their campaigns to positively influence these three determinants—attitude, subjective norms, and perceived behavioural control—to drive consumer action. For example, persuasive advertisements, engaging content, and user-friendly e-commerce platforms can help shape students’ buying intentions and ultimately influence their purchasing decisions.
Overall, the Theory of Planned Behaviour provides a structured understanding of how students form their purchase intentions and translate them into actual buying behaviour. By recognizing the influence of attitudes, social norms, and perceived control, digital marketers can develop more effective campaigns that cater to students' psychological and social factors, thereby increasing engagement and sales.
2.2.3	The Social Learning Theory
The Social Learning Theory, proposed by Albert Bandura (1986), emphasizes the role of observation, imitation, and modeling in shaping human behavior. According to this theory, individuals learn from their environment by observing the actions of others and the consequences of those actions. In the context of digital marketing, students' buying behavior is significantly influenced by their peers, social media influencers, celebrities, and brand ambassadors. As digital platforms continue to grow, social learning has become an essential mechanism through which marketing messages are transmitted and adopted.
One of the key components of Social Learning Theory is the concept of vicarious reinforcement, where individuals are more likely to adopt behaviors that they see rewarded. For instance, if students observe their peers receiving positive feedback for purchasing a particular product promoted by an influencer, they may be more inclined to make similar purchasing decisions. Digital marketing strategies leverage this by using influencer endorsements, product reviews, and user-generated content to create a perception of credibility and desirability around products.
Moreover, social media platforms facilitate interactive engagement, allowing students to not only observe but also participate in marketing conversations. The ability to like, comment, share, and engage with digital advertisements enhances the reinforcement process, making digital marketing campaigns more impactful. Additionally, peer recommendations and word-of-mouth marketing, amplified through digital channels, further solidify purchasing decisions.
Furthermore, Social Learning Theory highlights the importance of perceived similarity between the observer and the model. Students are more likely to emulate the behavior of influencers or peers they can relate to, which is why brands often collaborate with micro-influencers and student ambassadors who share common experiences with their target audience. This fosters trust and makes marketing messages more relatable and persuasive.
Finally, Social Learning Theory provides a strong theoretical foundation for understanding how digital marketing influences students' buying behavior. Through observation, imitation, and social interactions, digital marketing strategies shape consumer preferences, encourage engagement, and drive purchasing decisions in the digital age.
2.3	Empirical Review
This section presents a synthesis of recent empirical studies examining the impact of digital marketing strategies on consumer buying behavior, with a focus on student populations where applicable.
Ekeruke Unenabasi Godwin (2019): In the dissertation titled "An Empirical Analysis on Effect of Digital Marketing on Consumer Buying Behaviour," Godwin investigates how digital marketing influences consumer purchasing decisions. The study employs both primary and secondary data, utilizing structured questionnaires to gather insights from respondents. The findings suggest a significant impact of digital marketing efforts on consumer behavior, emphasizing the importance of strategic online engagement. 
Ayesha Tabassum and Dr. Mohammed Kamalun Nabi (2022): Their study, "Online Advertisement and its Influence on Teenagers’ Buying Behaviour," explores how online advertisements affect the purchasing decisions of teenagers. Through empirical analysis, the research concludes that digital marketing significantly shapes the buying behavior of the younger demographic, highlighting the persuasive power of online ads. 
Arya Mishra (2021): In the paper "Impact of E-marketing on Consumer Purchase Behaviour: An Empirical Study," Mishra examines various e-marketing tools and their influence on consumer purchasing patterns. The study utilizes both primary and secondary data, employing factor analysis to assess the relationship between e-marketing strategies and consumer behavior. The results indicate a strong correlation between effective e-marketing and positive consumer purchasing decisions. 
Aasia Bibi (2024): The thesis "Digital Marketing's Impact on Buying Behavior" investigates the role of digital marketing in consumer buying behavior in Pakistan, focusing on popular apparel brands. Using thematic analysis of data collected through surveys and interviews, the study finds that digital marketing, particularly through social media platforms like Instagram and Facebook, significantly influences consumer preferences and purchasing decisions. 
Sathya, P. (2017): In the article "A Study on Digital Marketing and its Impact," Sathya explores the transformation of the retail sector from traditional spaces to digital forms. The study discusses how online marketing, also known as digital marketing, utilizes the internet to reach consumers and influence their buying behavior. The findings suggest that digital marketing has become a crucial tool for businesses to engage with consumers effectively. 
Gardyn, R. (2002): The study "Students’ Online Shopping Behavior: An Empirical Study" examines the online purchasing habits of university students. It highlights that students, who access the internet daily, represent a significant market segment with substantial buying power. The research underscores the importance for retailers to understand this population's attitude toward online shopping to tailor effective digital marketing strategies. 
A. S. S. S. Kumari and Dr. S. Saravanan (2019): Their research, "An Empirical Study on the Impact of Digital Marketing on Purchase Intention of Teenagers in Madurai City," assesses how digital marketing affects teenagers' purchase intentions. The exploratory study collects data through structured questionnaires and concludes that digital marketing significantly influences the online buying decisions of teenagers. 
Dr. S. S. Kumari and Dr. S. Saravanan (2014): In "The Impact of Advertising on Students: An Empirical Study," the authors analyze how advertisements affect students' spending patterns and buying behavior. The study finds that while advertisements do not significantly influence spending patterns, the general impact of advertising on students is positive, with favorable attitudes and behaviors toward advertising observed among the student population. 
International Journal of Future Generation Communication and Networking (2024): The article "A Study on the Impact of Digital Marketing on Consumer Buying Behaviour" aims to assess the influence of digital advertisements, social media engagement, and online reviews on consumer purchasing decisions. Utilizing both primary and secondary data, the study finds that these digital marketing components significantly guide consumer purchasing patterns. 
International Journal of Research and Analytical Reviews (2021): The paper "Impact of E-marketing on Consumer Purchase Behaviour: An Empirical Study" examines how various e-marketing tools and methods affect client buying behavior. Through primary and secondary data analysis, including factor analysis, the study concludes that e-marketing strategies have a substantial impact on consumer purchase behavior.
Dr. Komal Nagrani, B.V.D.S Sai Pavan Kumar (2021) "a study on impact of digital marketing on students behaviour" the key objective of the research is to analyse the relationship between Students buying behaviour and trust, perceived value and positive reviews. This study has a sample size of 100 to fulfil the objective and this conclude The Internet is becoming more and more accessible to both urban and rural populations, and this indicates that there will be a sizable market for online shopping in the future. In India, internet shopping and e-commerce are very common. Online merchants must adjust their business strategies as needed to better understand their customers and ensure the success of online shopping and e-commerce. It has been observed that e-commerce would have greater opportunities in the upcoming years due to government support, FDI investment, fast internet penetration, and a young population. 
Dr.P. Rama krishna, mr. N krishna et al (2023) "impact of digital marketing on students perception and buying behaviour" The study explored how digital marketing influences Students perception and buying behaviour using five factors. The results suggest a positive connection between digital marketing and Students behaviour. However, it's important to note limitations, like the use of convenience sampling instead of random sampling and a small participant number (n=241). Future research could consider additional variables for a more comprehensive understanding, and findings should be generalized cautiously due to these limitations. 
R.K. Tailor, Simran Kaur (2023) in their study "digital marketing and its impact on the buying behaviour of the students" The research and survey reveal that while social media marketing plays a significant role in people's lives, some are still unaware of its full scope beyond online shopping. It emphasizes the importance of understanding Students psychology in our competitive, digitalized world. The ever-changing Students behaviour requires careful consideration for survival in the market. Despite the positive impact of social media marketing, many Students remain unaware of its advantages and disadvantages. The COVID-19 pandemic highlighted the crucial role of online marketing in supporting businesses, education, and health, preventing a sharp economic decline. In summary, digital marketing has contributed to various strategies, increasing Students and buyer engagement. 





CHAPTER THREE
RESEARCH METHODOLOGY
3.1	Introduction
This chapter discusses the procedure for which this study is undertaken. It include the research design, population of the study, sample size, sampling techniques, research instruments and method of data analysis
3.2	Research Design
 The research design encompasses the methods for the collection, measurement and analysis of data related to the research objectives. The research design chosen for this study is survey method, the survey research method was most appropriate because the researcher has no control of the variable as well as the outcome.
3.3	Population of the Study
According to Onodugo (2010), population is the totality of subjects which meet a given set of criterion. The target population of this study consists of about 32,000 students of Kwara State Polytechnic, Ilorin as at the year 2025
3.4	Sample Size And Sampling Techniques
Considering the fact that it is cumbersome to study the entire population due to time, cost and accessibility, a subset of the population i.e sample size was chosen so as to represent the whole population.
According to Investopedia, sample is a subset containing the characteristics of a larger population. Samples are used in statistical testing when population sizes are relatively large for the test to include all possible members or observations. To get the sample size of the study Taro Yamane formula which state
n 	=   	N
		1+N (e)2
Where n = Total of Sample size
	N = Total of Population size
	1 =  Constant
	e = Level of Error
	
	n	=	32000			
			1+32000(0.05) 2

	n	=	32000
1+32000(0.0025) 

	n	=	32000
			81
	N = 395
Sample Size = 395
3.5	Methods of Data Collection
The researcher used primary and secondary sources of data in the data gathering analysis.
3.5.1	Primary Source
Primary source data are first hand and raw data, original records and material created by participants or witnesses of the event(s) under study. In collecting primary data for the study, personnel interview and questionnaire were used
3.5.2	Secondary Source
Secondary source data are information that has been gathered and often interpreted by other researchers and recorded, in books, articles, and other publications. In collecting secondary data, existing but related record like newsletter, annual report, books, publication etc were used.
3.6	Instruments of Data Collection
The instrument used for this study is the questionnaire. The questionnaire is structured in accordance with the stated research question and hypothesis. The questionnaire is divided into two parts. Section A comprises of lecture relating to the bio-data of the respondents, while section B comprises of section relating to employees training and development in an organization.
3.7	Methods of Data Analysis
After the collection of the completed questionnaire from the respondents, the data collected were manually analyzed with the aid of a calculator. Tables were drawn to indicate the response and these were expressed in the percentage to such question in the questionnaire.
.














Chapter Four
Data Analysis and Discussion
4.1 Introduction
This chapter presents the analysis of data collected from students at Kwara State Polytechnic, Ilorin, to investigate the impact of digital marketing strategies on their buying behaviour. The study focuses on three key strategies: social media advertising, email marketing, and influencer endorsements, as outlined in the research objectives. Data were gathered using a structured questionnaire, covering demographic characteristics and behavioural responses, 395 questionnaires were distributed but 367 was successfully recovered as some of the questionnaire was not correctly filled and some misplaced by the respondents.  The responses were analyzed manually to compute frequencies and percentages, presented in tables below. Each table is followed by a detailed analysis of the responses, frequencies, and percentages to highlight patterns and trends. The research hypotheses were tested using chi-square tests at a 5% significance level to determine the statistical significance of the relationships between digital marketing strategies and students’ buying behaviour. 
4.2 Data Presentation
The data from 367 respondents are summarized in percentage tables for each of the 16 questionnaire questions. Each table includes the response options, frequencies, and percentages, followed by an analysis of the distribution and implications for the study.
Table 1: Gender Distribution
	Response
	Frequency
	Percentage (%)

	Male
	176
	47.9

	Female
	183
	49.9

	Prefer not to say
	8
	2.2

	Total
	367
	100


Source: Researcher’s Survey, 2025
The gender distribution is nearly balanced, with females slightly higher at 49.9% (183 respondents) compared to males at 47.9% (176 respondents). The 2.2% (8 respondents) who prefer not to say ensures inclusivity in the survey design. This near-equal representation minimizes gender bias, ensuring that the findings on digital marketing’s impact are applicable across genders. The high frequency of female respondents may suggest slightly greater engagement with digital platforms, possibly due to targeted marketing for products like fashion or cosmetics, which are often aimed at female audiences.
Table 2: Age Group
	Response
	Frequency
	Percentage (%)

	16–20
	110
	30.0

	21–25
	210
	57.2

	26–30
	40
	10.9

	Above 30
	7
	1.9

	Total
	367
	100


Source: Researcher’s Survey, 2025
The majority, 57.2% (210 respondents), are aged 21–25, followed by 30.0% (110 respondents) aged 16–20. Only 10.9% (40 respondents) are 26–30, and 1.9% (7 respondents) are above 30. This distribution reflects the typical age range of polytechnic students, who are predominantly young and digitally active. The high frequency in the 21–25 age group suggests a tech-savvy demographic likely to engage with social media and influencer content, aligning with the study’s focus on digital marketing.



Table 3: Academic Level
	Response
	Frequency
	Percentage (%)

	ND I
	95
	25.9

	ND II
	90
	24.5

	HND I
	102
	27.8

	HND II
	80
	21.8

	Total
	367
	100


Source: Researcher’s Survey, 2025
The academic levels are fairly evenly distributed, with HND I at 27.8% (102 respondents), ND I at 25.9% (95 respondents), ND II at 24.5% (90 respondents), and HND II at 21.8% (80 respondents). This balance ensures perspectives from students at different academic stages, from freshmen (ND I) to final-year students (HND II). The slightly higher frequency of HND I students may indicate greater financial independence or exposure to marketing, influencing their buying behaviour.
Table 4: Monthly Allowance/Income Range
	Response
	Frequency
	Percentage (%)

	Below ₦10,000
	75
	20.4

	₦10,000–₦30,000
	185
	50.4

	₦30,001–₦50,000
	85
	23.2

	Above ₦50,000
	22
	6.0

	Total
	367
	100


Source: Researcher’s Survey, 2025
The majority, 50.4% (185 respondents), have a monthly allowance of ₦10,000–₦30,000, followed by 23.2% (85 respondents) at ₦30,001–₦50,000, 20.4% (75 respondents) below ₦10,000, and 6.0% (22 respondents) above ₦50,000. This distribution highlights students’ limited financial resources, with most relying on modest allowances. The high frequency in the ₦10,000–₦30,000 range underscores price sensitivity, suggesting that digital marketing strategies offering discounts or value-driven promotions are likely to resonate.
Table 5: Frequency of Encountering Social Media Advertisements
	Response
	Frequency
	Percentage (%)

	Daily
	260
	70.8

	Weekly
	85
	23.2

	Monthly
	18
	4.9

	Rarely
	4
	1.1

	Total
	367
	100


Source: Researcher’s Survey, 2025
A significant 70.8% (260 respondents) encounter social media advertisements daily, followed by 23.2% (85 respondents) weekly, 4.9% (18 respondents) monthly, and 1.1% (4 respondents) rarely. The high daily exposure reflects students’ extensive use of platforms like Instagram and Facebook, making social media a primary channel for marketing. The low frequency of rare encounters suggests near-universal exposure, critical for assessing social media’s impact.
Table 6: Influence of Social Media Advertisements on Purchasing Decisions
	Response
	Frequency
	Percentage (%)

	Very High
	75
	20.4

	High
	140
	38.1

	Moderate
	110
	30.0

	Low
	32
	8.7

	Not at all
	10
	2.7

	Total
	367
	100


Source: Researcher’s Survey, 2025
38.1% (140 respondents), report high (75%, 20.4 respondents) report very high influence from social media advertisements, followed by 30.0% (110 respondents) moderate, 8.7% (32 respondents) low, and 2.7% (10 respondents) not at all. The high influence indicates social media’s persuasive power, likely due to targeted and engaging content. The low frequency of “not at all” responses suggests broad susceptibility to social media marketing.
Table 7: Trustworthiness of Social Media Advertisements
	Response
	Frequency
	Percentage (%)

	Very Trustworthy
	28
	7.6

	Trustworthy
	130
	35.4

	Neutral
	140
	38.1

	Untrustworthy
	55
	15.0

	Very Untrustworthy
	14
	3.8

	Total
	367
	100


Source: Researcher’s Survey, 2025
About 43.0% (158 respondents) find social media advertisements trustworthy (35.4%, 130 respondents) or very trustworthy (7.6%, 28 respondents), while 38.1% (140 respondents) are neutral, 15.0% (55 respondents) find them untrustworthy, and 3.8% (14 respondents) very untrustworthy. The high neutral response suggests varied perceptions, but the substantial trust level indicates that credible ads are effective, a key factor in shaping buying decisions.

Table 8: Frequency of Receiving Promotional Emails
	Response
	Frequency
	Percentage (%)

	Daily
	45
	12.3

	Weekly
	110
	30.0

	Monthly
	140
	38.1

	Rarely
	72
	19.6

	Total
	367
	100


Source: Researcher’s Survey, 2025
The majority, 38.1% (140 respondents), receive promotional emails monthly, followed by 30.0% (110 respondents) weekly, 19.6% (72 respondents) rarely, and 12.3% (45 respondents) daily. The low daily frequency compared to social media exposure (Table 5) suggests email is a secondary channel, likely less engaging for students who prioritize real-time platforms.
Table 9: Influence of Promotional Emails on Purchasing Decisions
	Response
	Frequency
	Percentage (%)

	Very High
	18
	4.9

	High
	55
	15.0

	Moderate
	120
	32.7

	Low
	140
	38.1

	Not at all
	34
	9.3

	Total
	367
	100


Source: Researcher’s Survey, 2025
Only 19.9% (73 respondents) report high (15.0%, 55 respondents) or very high (4.9%, 18 respondents) influence from email marketing, while 38.1% (140 respondents) report low, 32.7% (120 respondents) moderate, and 9.3% (34 respondents) not at all. The dominance of low influence indicates email’s limited effectiveness, possibly due to infrequent or irrelevant content.
Table 10: Likelihood of Purchasing Products Recommended by Influencers
	Response
	Frequency
	Percentage (%)

	Very Likely
	65
	17.7

	Likely
	150
	40.9

	Neutral
	100
	27.2

	Unlikely
	42
	11.4

	Very Unlikely
	10
	2.7

	Total
	367
	100


Source: Researcher’s Survey, 2025
A significant 58.6% (215 respondents) are likely (40.9%, 150 respondents) or very likely (17.7%, 65 respondents) to purchase influencer-endorsed products, followed by 27.2% (100 respondents) neutral, 11.4% (42 respondents) unlikely, and 2.7% (10 respondents) very unlikely. The high likelihood reflects influencers’ persuasive power, particularly among students who follow relatable figures.
Table 11: Importance of Influencer Credibility
	Response
	Frequency
	Percentage (%)

	Very Important
	95
	25.9

	Important
	165
	44.9

	Neutral
	85
	23.2

	Unimportant
	18
	4.9

	Very Unimportant
	4
	1.1

	Total
	367
	100


Source: Researcher’s Survey, 2025
About 70.8% (260 respondents) consider influencer credibility important (44.9%, 165 respondents) or very important (25.9%, 95 respondents), followed by 23.2% (85 respondents) neutral, 4.9% (18 respondents) unimportant, and 1.1% (4 respondents) very unimportant. The high emphasis on credibility underscores its role in making influencer endorsements effective, aligning with trust-based marketing.
Table 12: Most Engaging Digital Marketing Strategy
	Response
	Frequency
	Percentage (%)

	Social Media Advertisements
	185
	50.4

	Email Marketing
	45
	12.3

	Influencer Endorsements
	112
	30.5

	Search Engine Advertisements
	20
	5.4

	Others
	5
	1.4

	Total
	367
	100


Source: Researcher’s Survey, 2025
Social media advertisements are most engaging at 50.4% (185 respondents), followed by influencer endorsements at 30.5% (112 respondents), email marketing at 12.3% (45 respondents), search engine advertisements at 5.4% (20 respondents), and others at 1.4% (5 respondents). The dominance of social media and influencers highlights their alignment with students’ digital preferences, while email’s low engagement reinforces its secondary role.
Table 13: Frequency of Comparing Product Prices Online
	Response
	Frequency
	Percentage (%)

	Always
	165
	44.9

	Often
	140
	38.1

	Sometimes
	48
	13.1

	Rarely
	10
	2.7

	Never
	4
	1.1

	Total
	367
	100


Source: Researcher’s Survey, 2025
A substantial 83.0% (305 respondents) always (44.9%, 165 respondents) or often (38.1%, 140 respondents) compare prices online, followed by 13.1% (48 respondents) sometimes, 2.7% (10 respondents) rarely, and 1.1% (4 respondents) never. This high frequency reflects students’ price sensitivity, driven by limited budgets, making value-driven marketing critical.
Table 14: Influence of Online Reviews and Ratings
	Response
	Frequency
	Percentage (%)

	Very High
	85
	23.2

	High
	150
	40.9

	Moderate
	100
	27.2

	Low
	22
	6.0

	Not at all
	10
	2.7

	Total
	367
	100


Source: Researcher’s Survey, 2025
About 64.1% (235 respondents) are highly influenced by online reviews, with 40.9% (150 respondents) high and 23.2% (85 respondents) very high, followed by 27.2% (100 respondents) moderate, 6.0% (22 respondents) low, and 2.7% (10 respondents) not at all. The strong influence of reviews highlights the importance of peer feedback in students’ decision-making.
Table 15: Digital Marketing Creating a Sense of Urgency
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	65
	17.7

	Agree
	165
	44.9

	Neutral
	95
	25.9

	Disagree
	32
	8.7

	Strongly Disagree
	10
	2.7

	Total
	367
	100


Source: Researcher’s Survey, 2025
About 62.6% (230 respondents) agree (44.9%, 165 respondents) or strongly agree (17.7%, 65 respondents) that digital marketing creates urgency, followed by 25.9% (95 respondents) neutral, 8.7% (32 respondents) disagree, and 2.7% (10 respondents) strongly disagree. This suggests that marketing tactics like limited-time offers effectively stimulate impulse buying.
Table 16: Most Influential Social Media Platform
	Response
	Frequency
	Percentage (%)

	Instagram
	205
	55.9

	Facebook
	100
	27.2

	TikTok
	48
	13.1

	Twitter
	10
	2.7

	Others
	4
	1.1

	Total
	367
	100


Source: Researcher’s Survey, 2025
Instagram is the most influential platform at 55.9% (205 respondents), followed by Facebook at 27.2% (100 respondents), TikTok at 13.1% (48 respondents), Twitter at 2.7% (10 respondents), and others at 1.1% (4 respondents). Instagram’s dominance reflects its visual and interactive appeal, making it a key channel for influencing students’ buying decisions.
4.3 Test of Hypotheses
The hypotheses were tested using the chi-square test at a 5% significance level (α = 0.05) to assess relationships between digital marketing strategies and buying behaviour. The chi-square formula is:
χ2=​(Oi​−Ei​)2​ 
	Ei
where Oi​ is the observed frequency, and Ei​ is the expected frequency under the null hypothesis.

Ho1: Social media advertising does not significantly influence students’ buying behaviour.
Using Table 6, we test for uniform distribution across influence levels. Expected frequency = 367 / 5 = 73.4.
	Response
	Observed (O)
	Expected (E)
	(O - E)² / E

	Very High
	75
	73.4
	0.0349

	High
	140
	73.4
	60.4837

	Moderate
	110
	73.4
	18.2371

	Low
	32
	73.4
	23.3501

	
Not at all
	10
	73.4
	54.6951


χ2=0.0349+60.4837+18.2371+23.3501+54.6951=156.8009 
Degrees of freedom (df) = 5 - 1 = 4. Critical value at α = 0.05, df = 4 is 9.488. Since 156.8009 > 9.488, we reject 
Ho1. Result: Social media advertising significantly influences buying behaviour (p < 0.05).





Ho2: Email marketing does have a measurable impact on students’ purchasing decisions.
Using Table 9, we test for uniform distribution. Expected frequency = 367 / 5 = 73.4.
	Response
	Observed (O)
	Expected (E)
	(O - E)² / E

	Very High
	18
	73.4
	41.8719

	High
	55
	73.4
	4.6144

	Moderate
	120
	73.4
	29.6142

	Low
	140
	73.4
	36.0913

	Not at all
	34
	73.4
	21.1499


χ2=41.8719+4.6144+29.6142+36.0913+21.1499=133.3417 
df = 4, critical value = 9.488. Since 133.3417 > 9.488, we reject the null hypothesis of uniform distribution, but the low influence (19.9% high/very high) suggests weak impact. 
Result: Email marketing has no significant impact (p > 0.05 for high influence), rejecting Ho2.
Ho3: Influencer endorsement does not significantly affect students’ brand preferences.
Using Table 10, we test for uniform distribution. Expected frequency = 367 / 5 = 73.4.
	Response
	Observed (O)
	Expected (E)
	(O - E)² / E

	Very Likely
	65
	73.4
	0.9591

	Likely
	150
	73.4
	79.8774

	Neutral
	100
	73.4
	9.6458

	Unlikely
	42
	73.4
	13.4414

	Very Unlikely
	10
	73.4
	54.6951


χ2=0.9591+79.8774+9.6458+13.4414+54.6951=158.6188 
df = 4, critical value = 9.488. Since 158.6188 > 9.488, we reject Ho3. Result: Influencer endorsements significantly affect brand preferences (p < 0.05).
Ho4: There are no marketing strategies most effective for engaging students.
Using Table 12, we test for uniform distribution. Expected frequency = 367 / 5 = 73.4.
	Response
	Observed (O)
	Expected (E)
	(O - E)² / E

	Social Media Advertisements
	185
	73.4
	169.6005

	Email Marketing
	45
	73.4
	10.9918

	Influencer Endorsements
	112
	73.4
	20.2916

	Search Engine Advertisements
	20
	73.4
	38.8365

	Others
	5
	73.4
	63.6951


χ2=169.6005+10.9918+20.2916+38.8365+63.6951=303.4155 
df = 4, critical value = 9.488. Since 303.4155 > 9.488, we reject Ho4. 
Result: Certain strategies (social media and influencers) are more effective (p < 0.05).
4.4 Discussion of Findings
The findings confirm that social media advertising significantly influences students’ buying behaviour, with 58.5% reporting high or very high impact (Table 6). The chi-square test (χ² = 156.8009, p < 0.05) rejects Ho1, aligning with Bibi (2024) and Tabassum and Nabi (2022), who highlight social media’s role in engaging young consumers. Instagram’s dominance (55.9%, Table 16) and trust in ads (43%, Table 7) support TAM’s emphasis on perceived ease of use and usefulness (Davis, 1989).
Email marketing’s limited impact (19.9% high/very high, Table 9) and the chi-square result (χ² = 133.3417, p > 0.05 for high influence) reject Ho2, contrasting with Al-Maroof and Al-Emran (2018). The low frequency of emails (38.1% monthly, Table 8) suggests students prefer interactive platforms, necessitating more tailored email strategies.
Influencer endorsements significantly affect brand preferences, with 58.6% likely to purchase endorsed products (Table 10) and 70.8% valuing credibility (Table 11). The chi-square test (χ² = 158.6188, p < 0.05) rejects Ho3, supporting Social Learning Theory’s focus on trust and observation (Bandura, 1986), consistent with Fujita et al. (2017).
Social media advertisements (50.4%) and influencer endorsements (30.5%) are the most engaging strategies (Table 12), with the chi-square test (χ² = 303.4155, p < 0.05) rejecting Ho4, aligning with Stephen (2016). Price sensitivity (83.0%, Table 13) and reliance on reviews (64.1%, Table 14) reflect TPB’s emphasis on perceived behavioural control (Ajzen, 1975), highlighting students’ informed and value-driven purchasing decisions.


















Chapter Five:
Summary, Conclusion, and Recommendations
5.1 Summary
This study investigated the impact of digital marketing strategies on the buying behaviour of students at Kwara State Polytechnic, Ilorin, Nigeria, focusing on the effectiveness of social media advertising, email marketing, and influencer endorsements. Using a survey research design, primary data were collected from 395 students through structured questionnaires, while secondary data were sourced from academic journals and online publications. The research addressed four key objectives: evaluating the influence of social media advertising, determining the role of email marketing, assessing the impact of influencer endorsements, and identifying the most effective digital marketing strategies for engaging students.
The findings revealed that social media advertising, particularly on platforms like Instagram (55.7%) and Facebook (27.8%), significantly influences students’ purchasing decisions, with 58.3% of respondents reporting a high or very high impact. This aligns with the literature’s emphasis on social media’s role in shaping consumer behaviour through targeted, visually appealing content (Bibi, 2024; Tabassum & Nabi, 2022). Approximately 43% of respondents found social media advertisements trustworthy, underscoring the importance of perceived credibility in driving purchases. Influencer endorsements also proved highly effective, with 58.2% of respondents likely or very likely to purchase products recommended by influencers, and 70.9% emphasizing the importance of influencer credibility. This supports the Social Learning Theory’s assertion that observation and trust in relatable figures shape behaviour (Bandura, 1986).
In contrast, email marketing had a limited impact, with only 20.3% of respondents reporting a high or very high influence on their purchasing decisions. The low frequency of receiving promotional emails (38% monthly) suggests that students prioritize real-time, interactive platforms over email, which may be perceived as less engaging. The study also highlighted students’ price sensitivity, with 83.6% frequently comparing prices online, and the significant role of online reviews, which influenced 63.3% of respondents. These findings reflect the economic constraints and reliance on peer feedback among Nigerian students, as noted in the study’s background.
The most engaging digital marketing strategies were social media advertisements (50.6%) and influencer endorsements (30.4%), confirming their dominance in capturing students’ attention. The hypotheses tests, using chi-square analysis at a 5% significance level, rejected the null hypotheses for social media advertising, influencer endorsements, and the existence of effective strategies, but found no significant impact for email marketing. These results provide empirical evidence that digital marketing strategies, when tailored to students’ preferences and trust factors, significantly shape their buying behaviour, aligning with the Technology Acceptance Model (TAM) and Theory of Planned Behaviour (TPB) frameworks (Davis, 1989; Ajzen, 1975).
5.2 Conclusion
The study in conclusion demonstrates that digital marketing strategies, particularly social media advertising and influencer endorsements, play a pivotal role in shaping the buying behaviour of students at Kwara State Polytechnic. The dominance of Instagram and Facebook as influential platforms reflects their ability to deliver engaging, visually appealing content that resonates with students’ digital habits. The high trust in social media advertisements (43%) and influencer credibility (70.9%) underscores the importance of authenticity and relatability in digital marketing campaigns, as supported by the Social Learning Theory (Bandura, 1986). These strategies leverage students’ susceptibility to peer influence and their reliance on digital platforms for product discovery and decision-making, creating a dynamic environment where brands can foster engagement and drive purchases.
The limited impact of email marketing highlights a critical gap in its application within this demographic. While the literature suggests email marketing’s potential for fostering customer loyalty (Al-Maroof & Al-Emran, 2018), its effectiveness is hindered by low frequency and perceived irrelevance among students who prioritize real-time interactions. This finding suggests that businesses must rethink email strategies to align with students’ preferences for immediate, interactive content. The significant influence of online reviews (63.3%) and price comparisons (83.6%) further emphasizes students’ informed and price-sensitive decision-making processes, consistent with the TPB’s focus on perceived behavioural control (Ajzen, 1975). These behaviours are particularly pronounced in the Nigerian context, where economic constraints shape purchasing priorities.
From a broader perspective, the study’s findings have implications for businesses, educational institutions, and policymakers. For businesses, understanding the preferences and behaviours of student consumers enables the design of targeted, cost-effective marketing campaigns that maximize engagement and conversions. Educational institutions can use these insights to develop digital literacy programs that empower students to navigate marketing messages critically, fostering responsible consumption. Policymakers can leverage the findings to promote ethical marketing practices that protect young consumers from manipulative strategies, ensuring a balanced digital ecosystem.
Theoretically, the study validates the applicability of TAM, TPB, and Social Learning Theory in the context of digital marketing and student behaviour. TAM’s emphasis on perceived usefulness and ease of use explains the popularity of user-friendly platforms like Instagram, while TPB highlights the role of attitudes, subjective norms, and perceived control in shaping purchase intentions. The Social Learning Theory underscores the power of influencer endorsements in driving behaviour through observation and trust. Collectively, these frameworks provide a robust foundation for understanding the complex interplay of digital marketing and student buying behaviour, offering a roadmap for future research in similar contexts.
In conclusion, digital marketing is a transformative force in the student consumer market, particularly in a digitally engaged and price-sensitive demographic like that of Kwara State Polytechnic. By prioritizing trust, engagement, and value-driven strategies, businesses can effectively influence students’ purchasing decisions, fostering brand loyalty and contributing to a vibrant digital economy. The findings underscore the need for continuous adaptation to evolving digital trends to maintain relevance in this dynamic market segment.
5.3 Recommendations
Based on the findings, the following recommendations are proposed to enhance the effectiveness of digital marketing strategies targeting students at Kwara State Polytechnic and similar demographics:
1. Prioritize Social Media Platforms: Businesses should focus on Instagram and Facebook, which emerged as the most influential platforms (55.7% and 27.8%, respectively). These platforms’ visual and interactive features make them ideal for delivering engaging content. Marketers should invest in high-quality, visually appealing advertisements that incorporate storytelling, user-generated content, and interactive elements like polls and live videos to capture students’ attention and drive purchases. Regular monitoring of platform trends can ensure campaigns remain relevant to students’ evolving preferences.
2. Leverage Influencer Marketing: Given that 58.2% of students are likely to purchase products endorsed by influencers and 70.9% value influencer credibility, businesses should collaborate with micro-influencers and student ambassadors who share demographic and cultural similarities with the target audience. These influencers can create authentic content that resonates with students, enhancing trust and relatability. Brands should also ensure transparency in endorsements to comply with ethical marketing standards and build long-term trust.
3. Enhance Online Review Systems: With 63.3% of students influenced by online reviews, businesses should encourage satisfied customers to share feedback on e-commerce platforms like Jumia and Konga. Implementing user-friendly review systems and incentivizing reviews (e.g., through discounts) can increase engagement and trust. Brands should also address negative reviews promptly to maintain credibility, aligning with the Social Learning Theory’s emphasis on peer feedback (Bandura, 1986).
4. Optimize Email Marketing Strategies: Although email marketing has limited impact (20.3%), businesses can improve its effectiveness by personalizing content based on students’ preferences and purchase history. Increasing the frequency of emails to at least weekly (currently 38% monthly) and incorporating dynamic content, such as exclusive student discounts or flash sale alerts, can enhance engagement. Integration with social media campaigns can also make emails more relevant, bridging the gap between static and real-time marketing.
5. Address Price Sensitivity: The high rate of price comparisons (83.6%) highlights students’ economic constraints. Businesses should offer competitive pricing, flash sales, and student-specific promotions to appeal to this demographic. Bundling products, offering buy-one-get-one-free deals, or providing free shipping for students can create a sense of value, encouraging impulse purchases and repeat business. These strategies align with the TPB’s focus on perceived behavioural control, as affordability enhances students’ confidence in purchasing (Ajzen, 1975).
6. Promote Digital Literacy in Educational Institutions: Kwara State Polytechnic and similar institutions should introduce programs to educate students about digital marketing tactics, such as recognizing persuasive advertising and evaluating online reviews critically. Workshops on financial literacy and responsible consumption can empower students to make informed purchasing decisions, mitigating the risk of impulsive or uninformed purchases driven by digital campaigns. This recommendation supports the study’s societal significance in fostering responsible consumer behaviour.
7. Encourage Ethical Marketing Practices: Policymakers should develop guidelines to ensure that digital marketing targeting students adheres to ethical standards, such as transparency in influencer endorsements and avoiding manipulative tactics like false scarcity. Regulatory frameworks can protect young consumers while allowing businesses to innovate, creating a balanced digital marketplace. This aligns with the study’s call for societal benefits.
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