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[bookmark: _Toc204090461]ABSTRACT
This study examines how polytechnic youths perceive celebrity endorsements of organic cream and the influence of these endorsements on their purchasing decisions and product adoption. Celebrity endorsements have long been a marketing strategy, capitalizing on the star power to enhance brand visibility and credibility. The focus here is on organic cream, a product category gaining popularity due to increasing health consciousness and environmental awareness. A survey method was employed to gather data from a sample of polytechnic students. The survey assessed variables such as the attractiveness, trustworthiness, and expertise of the endorsing celebrities, alongside the participants' attitudes toward organic products and their actual purchasing behavior. The data analysis reveals a positive correlation between celebrity endorsements and the perceived value of organic cream among the youths. Celebrities perceived as credible and knowledgeable significantly influenced the students' positive attitudes towards the product. Moreover, endorsements by celebrities who were admired for their lifestyle choices or environmental advocacy had a stronger impact on the adoption of organic cream. The findings also indicate that while celebrity endorsements enhance awareness and initial interest, the product’s perceived quality and effectiveness are critical for sustained adoption. Trust in the celebrity's endorsement played a vital role in shaping the youths' purchasing decisions. However, endorsements alone were insufficient; personal recommendations and product reviews also significantly influenced the final purchase. The study underscores the effectiveness of celebrity endorsements in promoting organic cream among polytechnic youths, while highlighting the importance of integrating such endorsements with credible product information and peer reviews. These insights can aid marketers in designing more effective campaigns that resonate with young consumers, ultimately driving the adoption of organic products. Future research could explore long-term effects and the role of social media in enhancing the impact of celebrity endorsements.
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[bookmark: _Toc173839044][bookmark: _Toc204090464]1.1	Background to the study
Technology is advancing at a very fast pace, and the world around us is changing very quickly (Gaber, H. R., Wright, L. T. & Kooli, K. 2019). This is causing business and organizations to migrate their advertising and customer care to the online world, where it is easier and faster to reach customers (Akpan, C. S., Nwankpa, N. N. & Agu, V. O. 2015). According to Nwankwo, M. R. (2021), one of the main reasons for this shift is the boom of social media platforms for the fact that it is very easy and cost-effective way to reach out to current and potential customers. 
With the emergence of Instagram as an avenue for online marketing, brands have taken advantage of its benefits by using as a tool for advertising their products Oguche, E. N. (2018). A major goal of advertising is to sell a product which can be goods or services. Brands all over the world have invested a lot of money just to create a wilder reach, connect with their target audience who are in different location. By observing the market trend, many brands have gone ahead to design what they refer to as ‘’market specific’’ advert messages with a relevant media selection, simply to ensure that they do not miss out on their potential customers.  (Jashari, F. & Rrustemi, F. 2017)
Conventionally, the traditional media of advertising have been television, radio, newspapers, magazine and billboards. Other media of advertising are mobile advertising placed on vehicles, handbills and leaflets (Ogunyombo, O., Oyero, O., Azeez, K. 2017) However, with the advent of the internet and the World Wide Web, advertising has remarkably taken a more innovative dimension; of particular interest is the quest for advertisement products on the social media platform (Nwankwo, M. R. 2021). Social media enables users to share ideas, topic of their interest as well as post pictures and short videos where people can make comments and their views on the post. Social media includes networking sites such as; Facebook, twitter, YouTube, and Instagram for the most known. It also includes blogging sites, emails, chatrooms, and forums. Of these social media platforms, image sharing services such as Instagram have found huge success and attracted a large number (Fortune, 2014). 
Social media such as Facebook, Twitter, Instagram now allow members individuals to interact with one another and to build relationships even many companies across the world have joined the fastest growing network like Instagram to connect with their customers. Brands are now compelled to be highly creative in how they design their advert messages to suit the taste of young users of social media, since social media like Instagram are mostly dominated by young users (Christover, A. P. 2018)
According to Ibiasi, W. N., Bader, D. M., Al-Qreini, S. A. (2016), social media appears to have come to stay particularly with the consistently improving appeals of the various platforms, for which advertisers are constantly seeking to plug into the influence they may bear on their potential consumers, a majority of whom are younger people who are savvy in the use of the social media among young people in Nigeria. This is because youth are technology savvy and are most using their mobile phones, iPod, laptops and other digital tools which they can use to establish their online identities. 
Youths’ views social media particularly Instagram has a place they can joke around with friends and make certain to stay in the loop about everything that is going on around them (Wright, L. T. & Kooli, K. 2019). The growth of Instagram has not only changed the purchase decision process of customers itself but has completely change the purchasing pattern, for example, it has empowered the word of mouth by becoming a place where customers can make recommendations and evaluate the products. Instagram has created a community of millions of members, comprising mainly undergraduates who share photos, favorite music and personal stories. Instagram has a huge population of users which makes it a veritable channel of advertising. (Christover, A. P. 2018).
Considering the ever changing and competitive field of advertising and marketing, advertisers and marketers are seeking new and easy ways to reach their target audience, not just only to reach them but also to build a mutually beneficiary relationship with their prospect that will in turn affect their behavior into making purchasing decision, not just purchasing decision but to be loyal and make repeat purchase. They have found part of the solution in social media like Instagram which grant them the opportunity to speak to the consumers one-on-one (Ekwueme, A. C. & Okoro, N. 2018).
According to Raj Vinaika (2017), social network marketing has become a very important area for marketing for brands and people into business now-a -days. After the trend of social media which started in early 21st century and gained boom with Twitter and Facebook, Instagram came into picture in 2010 and provided a unique way for marketers to stay in touch with their customers using just pictures and their captions as a tool.
Instagram marketing is the way that brands use Instagram to connect with their target audiences and market their offerings (Martins, J.T. 2014) Recently Insta-marketing has gained popularity as an exciting method for brands to show off their cultures, recruit new employees, engage with customers, and show off products in a new light. The marketing strategies of Organic cream care industries across the world are often regarded as an important element of achieving institutional objectives. The achievements of institutional objective are driven by a strategic marketing orientation. Market orientation as an organizational culture is a corporate business philosophy that puts the customer's satisfaction. (Lucas, B.L. 2017)
Due to the increase of health conscious consumers, particularly in the beauty market which has grown significantly every year (Emerald et al., 2016), consumers are likely to select carefully and are willing to pay for a product that is quality, safe and effective.  On this note, this study seeks to investigate the perception and attitude of female students towards organic cream advertisement on Instagram and its adoption among them with a focus on female students in Kwara State Polytechnic, Ilorin.
[bookmark: _Toc173839045][bookmark: _Toc204090465]1.2	Statement of the Problem
In recent years, the use of social media platforms, particularly Instagram, for advertising various products, including skincare items like organic creams, has significantly increased. The impact of these advertisements on the perception and attitudes of female students, especially within the context of Kwara State Polytechnic, remains a topic that requires thorough investigation. 
The rise of Instagram as a prominent platform for product advertising raises questions about the extent to which female students are influenced by organic cream advertisements. The authenticity and accuracy of information presented in organic cream advertisements on Instagram are often contentious. In this regard, female students usually face challenges in discerning factual information from marketing strategies, potentially leading to misconceptions about product efficacy and safety.
The perception of consumers is important when an organization wants to gain access to the market, grow their market, increase sales and also add shareholder’s value. Even though Instagram as an avenue for online marketing is developing and expanding, it does not guarantee that consumers will have a positive perception when it comes to the feasibility of online marketing.
Consumer behavior regarding online marketing gives an indication as to what perception is received from consumers and also gives businesses an overall consensus on consumer perception with regards to online marketing. According to Vinerean, Cetina, Dumitrescu and Tichindelea (2013) the failure rate of most organisation when it comes to online marketing is quite high. With the increase in fraudulent activities consumers have valid concerns around security when required to make financial transactions online, this makes it challenging for organizations to encourage consumers to make online purchases.
Organic creams are often marketed as environmentally friendly and health-conscious alternatives. However, investigating whether female students consider these factors in their decision-making process is essential, especially considering the growing emphasis on sustainability and health-conscious consumerism.
[bookmark: _Toc173839046][bookmark: _Toc204090466]1.3	Aim and Objectives of the Study
This study aims to evaluate the perception of female students on organic cream advertising on Instagram. Hence, the specific objectives of the study are:
i. To determine the extent of exposure to organic cream advertisements on Instagram among female students in Kwara State Polytechnic
ii. To investigate how organic cream advertisements on Instagram influence the perception and attitudes of female students in Kwara State Polytechnic regarding skincare products.
iii. To assess the extent to which female students in Kwara State Polytechnic believe in the accuracy and authenticity of information presented in Instagram advertising about organic cream.
iv. To determine the effectiveness of Instagram marketing on the sale of organic cream among female students in Kwara State Polytechnic.
v. To ascertain the level of organic cream patronage among female students in Kwara state Polytechnic as a result of Instagram advertising?
[bookmark: _Toc173839047][bookmark: _Toc204090467]1.4	Research Questions
The following questions are structured to guide this study:
i. What is the extent of exposure to organic cream advertisements on Instagram among female students in Kwara State Polytechnic?
ii. How do organic cream advertisements on Instagram influence the perception and attitudes of female students in Kwara State Polytechnic regarding skincare products?
iii. What is the extent to which female students in Kwara State Polytechnic believe in the accuracy and authenticity of information presented in Instagram advertising about organic cream?
iv. How effective is Instagram marketing on the sale of organic cream among female students in Kwara State Polytechnic?
v. What is the level of organic cream patronage among female students in Kwara state Polytechnic as a result of Instagram advertising?
[bookmark: _Toc173839048][bookmark: _Toc204090468]1.5	Scope of the Study
The scope of this study covers the perception and attitude of female students towards organic cream advertisement on Instagram. The geographical scope of the study will be delimited to Kwara State Polytechnic, Ilorin and female students in the institution will form the population size of the study. 
Major emphasis of this research will be based on attitude of female students towards organic cream advertisement on Instagram. The study will identify the key factors which may influence female students’ buying behavior through Instagram advertisement. As the research will be conducted within Kwara State Polytechnic, Ilorin a focus majorly on female students in the institution, the perspective of consumers especially students outside the institution will not be left unnoticed.
[bookmark: _Toc173839049][bookmark: _Toc204090469]1.6	Significance of the Study
It is believed that this study on the perception and attitude of female students towards organic cream advertisement on Instagram holds significant importance for various stakeholders, including marketers, policymakers, educators, and the academic community. 
The findings of the study will provide marketers with valuable insights into the preferences, perceptions, and attitudes of a specific demographic female students in Kwara State Polytechnic. The study will also contributes to the academic literature by adding to the understanding of consumer behavior, particularly in the context of skincare product adoption among young female consumers.
[bookmark: _Toc173839050][bookmark: _Toc204090470]1.7	Operational Definition of Key Terms
Perception: Perception refers to the cognitive process through which female students at Kwara State Polytechnic interpret and make sense of the organic cream advertisements presented to them on Instagram. This includes their awareness, understanding, and interpretation of visual and textual elements in the advertisements.
Attitude: Attitude is the evaluative stance or emotional disposition of female students at Kwara State Polytechnic towards organic cream advertisements on Instagram. It encompasses their feelings, preferences, and inclinations regarding the advertised products, considering factors such as trust, interest, and intention to adopt.
Female Students: Female students refer to individuals enrolled in academic programs at Kwara State Polytechnic. This includes undergraduate and postgraduate students pursuing various courses and programs within the institution.
Organic Cream Advertisement: Organic cream advertisement specifically pertains to promotional content on Instagram that features skincare products labeled as "organic creams." This includes visual and textual elements such as images, captions, and product claims that convey the organic nature of the creams.
Instagram: Instagram is a social media platform where users, including female students at Kwara State Polytechnic, can share, view, and interact with visual content such as photos and videos. For the purpose of this study, Instagram serves as the primary medium for the display of organic cream advertisements.
Adoption: Adoption refers to the behavioral intention and actual incorporation of organic creams into the skincare routine of female students at Kwara State Polytechnic, following exposure to and interaction with organic cream advertisements on Instagram.
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[bookmark: _Toc173839053][bookmark: _Toc204090473]2.0	INTRODUCTION
This chapter reviews relevant literatures to the study. The role of literature review in a study is fundamental, according to Osuala (2013, p. 112) Akinwumiju (2017) describes the review of related literature as involving the systematic identification, location and analysis of documents containing information related to the research problem. The literature review also helps to avoid unproductive approaches, achieve methodological insights, find recommendations for further research and look for how to support grounded theory (Omopupa, 2016). 
Hence, this section examines literature review on the perception and attitude of female students towards organic cream advertisement on Instagram. It presents the theoretical framework guiding this study, empirical review and conceptual framework 
[bookmark: _Toc173839054][bookmark: _Toc204090474]2.1	CONCEPTUAL FRAMEWORK
[bookmark: _Toc173839055][bookmark: _Toc204090475]2.1.1	 Overview of Social Media
The main focus of this study is Instagram. However, it is wise to briefly discuss social media in order to have a robust background knowledge of the major concept.  Social Media Social media, also known as ―new media is simply a collection of various media platforms like Facebook, Twitter, WhatsApp, Instagram etc, which help to connect people with mutual interest for the purpose of sharing information and awareness about the latest events around the globe.
 In supporting the notion, Kent (2010, p. 645) asserts that the term ―Social Media is a broad concept that contains interactive media channels, which allow a two-way communication and feedback. Social media is an electronic based mediated technology that facilitates the transfer of data. According to Daluba & Maxwell (2013, p. 537), social media helps to effect communication between people in different demographic groups. The features of interactivity, virtual, instant delivery, file transfer and feedback are similar between the various media platforms.
Social media has become hugely popular. Similarly, it took 38 years for radio to reach 50 million users, 13 years for television to attract the same number and 4 years for the Internet to do so, but it took Facebook 12 months to gain 200 million users. (Awake, 2011, p. 11). However, it is important to note that the introduction of social media can be traced to the advent of mobile phones and data enabling devices in the year 2004 to 2006. Today, mobile devices have appeared in every aspect of daily life, further strengthened by innovations in the technological domain. These innovations have enabled social media to deliver a range of services, creating a massive influence on the activities of the upcoming youth. 
Valkenburg & Piotrowski (2017, p. 219), submitted that the power attached to the use of Smart phones over the globe has created a form of addiction to various content of a mobile phone. Social media has drawn the full attention of youths thereby gaining more patronage and importance in the world. Some researchers have based their review on the positive contribution of social media in the life of the youth. However, looking at the instagram on money ritual syndrome among students is also very important.
Nigeria‘s population is estimated at 181.2 million according to the United Nations (2017) while Statista, a German-based leading statistics company estimated Nigeria, as of 2016 to have a total of 69.1 million internet users with the age distribution of 15-64 years constituting 53.17% of the total population. With this figure, Statista concluded that the internet users are between the age of 15-64 and nearly all use the internet because of social media platforms. Binns (2014, p. 80), pointed out that the pattern and structure of online social media platforms shows the existing relationship between user's behaviours and attitudinal changes. It is important to look into other areas possibly influenced by the use of Instagram and other social media platforms, most especially the area of advertisement among youths.
[bookmark: _Toc173839056][bookmark: _Toc204090476]2.1.2	Instagram 
Instagram is one of the social media platforms where users have the opportunity to share visual information through pictures or videos, other users referred to as followers are urged to respond with shares, comments, likes in the process of communicating with one another (Chante et al., 2014, p. 1). Instagram is regarded as a new social media platform that has influenced the youth greatly in the area of pictures and video uploads among friends (Hochman & Schwartz, 2012, p. 4). The study of Lup et al., (2015, p. 250), revealed that the principle of bias is positive in every Instagram post, due to the nature of user's uploads, they posit that unlike other social media platforms the aspect of editing has created a perfect cultural brand amongst the users.
Highlighting the importance of the image system, Scott (2015, p. 25) noted that the image does the talking when it comes to the platform. Hence, there must be a sense of clarity, creativity, and relevance when uploading pictures of any kind. Picture and video goes a long way to affect the mind-set and mind of an individual faster than any other mechanism or methods.
Instagram is an image machine‘ that harnesses the continuous and habitual use of mobile devices to scroll, tap and glance at a never-ending flow of images...These images being circulated on Instagram are indirectly promotional in character. (Carah & Shaul, 2016, pp. 70-72).
Despite the Instagram application being launched in 2010, the level of development it has experienced cannot be quantified. Instagram accounted for 100 million users with a total of four billion photos uploaded as of 2013 (Abbott et al., 2013, p. 5). These figures have received a massive increase from that period to date. Instagram usage cannot be under- estimated due to its undying reach among the younger generation and lots of societies‘ groups‘ forum. The findings of Salomon (2013, p. 410) estimated that the total number of Instagram users on a daily basis is around 75 million and an estimate of 16 billion photos being uploaded and shared. The Salomon findings also reported that more of the younger generation uses Instagram more than Facebook media platforms (Salomon, 2013, p. 409) and this usage is attributed to the massive drive and huge desire of the younger generation in taking pictures and showcasing of material things (Abbott et al., 2013, p. 4).
Communication patterns have been enhanced by the uniqueness of Instagram, the usage of words to communicate is now limited since sharing of images has made communication with other users (friends and family especially) more idealistic and effective. (Bakhshi et al., 2013, p. 2).
Speaking to the advantages, Abbott et al., (2013, p. 5) stated that Instagram has further developed many businesses in the aspect of communicating company's identities and high levels of prominence in the online world. Instagram has created a channel whereby every individuals or groups can have the same access to upload pictures and perform various exercises similar to other social media platforms thereby facilitating the speed in information delivery (Chante et al., 2014, p. 4).
Many organisations and establishments including the government, private companies, small scale businesses, investors, churches etc., have adopted the usage of social media services into their businesses in order to reach as many people as possible, as well as, have a fast means of communication with their intended target audience. Instagram plays a massive role in all sectors of the economy including the educational sector (Salomon, 2013, p. 410).
[bookmark: _Toc173839057][bookmark: _Toc204090477]2.1.3	Concept of Advertising
Advertising is impersonal communication of information about products, services or ideas through the various media, and it is usually persuasive by nature and paid by identified sponsors (Bovee, 2012).
The standard definition of advertising includes seven main elements:
i. Paid form of communication.
ii. The presence of an identified sponsor.
iii. Distribution through the media.
iv. The presence of a specific audience for treatment.
v. Lack of personalization of distributed information.
vi. Aimed action
From this it follows that advertising is usually a non-personalized form of communication, paid by an identified sponsor, implemented in a certain way through the media and other legal means and aimed to familiarize with some products and its further acquisition by possibly large audience of consumers.
Advertisement can also be defined as below: Advertising is a means of communication with the users of a product or service. Advertisements are messages paid by those who send them and are intended to inform or influence people who receive them, as defined by the Advertising Association of the UK .(http://economictimes.indiatimes.com/definition/advertising).
The definition of advertising by Federal Law of the Russian Federation “about advertising” from 13.03.2006: Advertisement is the information distributed in any way, in any form or by any means, addressed to an uncertain number of people and aimed at attracting attention to the subject of advertising, the establishment or maintenance of interest in it and its promotion on the market.
Advertisement is very expressive - it allows a company to present its product clearly and effectively via text, sound and color. On one hand, advertising helps to form a long-term sustainable image of the product. On the other hand, it stimulates sales. (Kotler 2010). Some of its types, such as an ad in the newspaper or on the radio, do not require much money, where other forms of advertising, such as television, require significant funding. (Kotler 2010).
Each country has its own regulations concerning advertising. Advertising can define a wide number of different aspects, such as placement, timing, and content. For example, in Russia you will not see advertising of alcohol on the TV after 9 pm, and in Sweden and Norway it is totally prohibited. There are countries that do not allow commercials aimed to children under the age of 12, and there cannot be any advertisements five minutes before or after children’s program. In the United Kingdom it is forbidden to promote tobacco on television, billboards or at sporting events. The law of advertising usually describes:
· General requirements for advertising
· List of products, advertising of which is not allowed
· Public service advertising (PSA)
· Ways of advertising distribution
· Special advertising of certain goods
· Government control and responsibility for the violation of the legislation – Etc
Types of advertising according to scholars are:
1. Brand advertising: it is usually visual and textual advertising. Such advertising is intended primarily to achieve a higher level of consumer recognition of specific brands. (Sandage, 2011).
2. Commerce and retail advertising: advertising of this type focuses on the specific production organization or product sales: it can be a service company or a shop. The main task of the commerce and retail advertising is to encourage the inflow of potential buyers by informing them about the place and the main terms of the provision of certain goods or services. (Sandage, 2011).
3. Political advertising: one of the most prominent and the most influential types of advertising. A positive image of the politician is formed (Sandage, 2011).
4. Advertising with a feedback: this type involves an exchange of information with potential customers. Most common way is a direct mail to specific recipients that has the greatest interest for advertisers as a possible buyers (e.g. in the form of catalogs). (Sandage, 2011).
5. Corporate advertising: such advertising almost never contains advertising information (in the conventional sense of the word), and serves for the preparation of the public opinion (a certain segment of buyers) to support the point of view of the advertiser. (Sandage, 2011).
6. Business advertising: professionally-oriented advertising, intended for distribution among groups formed by their belonging to a particular occupation. Such advertising is spreading mainly through specialized publications. (Sandage, 2011).
[bookmark: _Toc173839058][bookmark: _Toc204090478]2.1.4	Instagram Advertising
In recent years, Instagram offers opportunities for users to present their selves and increase their interaction with extra features such as "hashtag" and "discover". With these facilities, users feel like "famous". Users with a large number of followers began to be called 'Influencers'. These people share their daily lives on Instagram and try to present themselves as one of the people. Their main purpose is to gain the trust of other users. This interaction revealed the concept of "influencer advertising" (Bozkır, 2020). Users tend to shop more from influencers who have more followers, more comments and likes, and advertisers. This situation attracts the attention of businesses that open new accounts. Usually, new businesses resort to buying followers and getting likes and comments for a fee. However, users who try to sell with this method are unsuccessful, since the algorithm usually shows these shares bought with money to bot accounts. Even if the user advertises for money, this ad will only be shown to bot accounts, so the money paid is wasted.
Instagram is a powerful advertising tool that brands should be using to its fullest extent. As it stands, Instagram is the right solution for advertising at the right time (Singh, 2020). Working with a social media manager is essential for successful advertising on Instagram.
However, if the user does not have enough budget for this, he/she can take social media training himself. If advertising is intended, the new account should be created as a business account. If an already active personal account is to be used, it must be changed to "business account" in the settings tab. It is important to analyze account statistics. This statistic shows the days and hours that followers are active, and the countries they live in. These statistics provide insight into potential customers and available times and dates to post. Good timing alone is not enough to get the maximum benefit from sharing. 
Sharing content should attract the attention of users, have a good design, fluent content writing, suitable for the target audience, use the right hashtag and Call-to-Action (CTA). CTA is all of the messages that invite and warn the user for a certain purpose (Handayani et.al., 2018) such as “Add to cart”, “Buy now”, etc. The design of the post should be interesting, simple and original. The post can be supported with music appropriate to the topic. Software such as Adobe or Sketchbook can be used for the visual design of the post. If the account manager does not have sufficient knowledge of design, he/she may work with a graphic designer. If he/she does not have enough budget for this, he/she can benefit from free and easy-to-use applications. One of these apps is Canva which utilizes a drag-and-drop format that will be familiar to the average user as well as design professionals (Gehred, 2020). Figma, Gingersauce, Infogram, Socialsizes, Pixlr and Getkap applications are also widely used for this purpose.
[bookmark: _Toc173839059][bookmark: _Toc204090479]2.1.5	Organic Cream
Organic cream, a wholesome and natural alternative to conventional creams, has gained popularity for its numerous health and environmental benefits. Produced from milk obtained from organically raised cows, this cream is free from synthetic hormones, antibiotics, and pesticides. The organic farming methods prioritize the well-being of animals and the environment, ensuring a more sustainable and ethical production process (Josephine, 2019).
According to Caroline (2021), one of the primary advantages of organic cream lies in its nutritional profile. Rich in essential fatty acids, vitamins, and minerals, it provides a healthier option for those conscious of their diet. The absence of harmful chemicals in organic cream also reduces the risk of potential health issues associated with conventional dairy products. Furthermore, choosing organic cream supports sustainable agriculture practices. Organic farming emphasizes soil health, biodiversity, and water conservation, promoting a balanced ecosystem. By opting for organic cream, consumers contribute to the reduction of environmental pollution and the overall ecological footprint associated with conventional farming. (Skincare.net-2020)
Awolola (2019) stated that the demand for organic products continues to rise as consumers become more health-conscious and environmentally aware. It stands as a testament to the harmonious relationship between agriculture, nutrition, and environmental stewardship, offering a delicious and conscientious choice for those seeking a wholesome dairy option.
The use of natural cosmetics is growing among the population. Beauty products considered as natural bring an approach of association between the environment preservation and health protection. Thus, consumers of that kind of cosmetic search for products with the guarantee that they are really natural (Tozzo, Marlene, Bertoncello Lígia and Bender Suzana - 2012).
Nowadays, the certification of organic cosmetics according to the law 10.831/2003 (brazilian organic regulation) is undefined. The specific Normative Instruction has not yet been published by MAPA (Ministry of Agriculture, Livestock and Food Supply) or ANVISA (Brazilian National Health Surveillance Agency). Therefore, a way of dealing with this scenario is follow the orientations passed by renowned products certifiers. 
According to some certifying references such as NATRUE and COSMOS-standard, natural cosmetics are defined as products that take in account, during its manufacturing process and life cycle, some points as: use raw materials and methods of production considered more sustainable, work with smaller amounts of ingredients (minimalism) and preserve the safety of their use while becoming less harmful to the environment, in addiction to have a recyclable packaging.
Seen this, we have a consumer profile that becomes increasingly demanding in relation to this matter. This type of consumer has been around for a long time, but it had its boom a few decades ago. They are consumers who care about the environment and biodiversity, and who do not accept that their products are tested on animals and, for these reasons, agree to buy more expensive products, as long as they meet all these.
The relevance in the formulation of natural and organic cosmetics is involved not only in the treatment of skin itself, but also aims the quality of life that the consumer will have when choosing to use a natural cosmetic instead of a conventional cosmetic. Owing to the high variety of ingredients considered as naturals that can be used safely in final cosmetic products, this study area is very promising (Cavinato, Maria. 2017).
Products considered as natural tend to have green characteristics, due to the fact that consumers are concerned not only with the final product they will use, but also with the entire production process, such as recyclable packaging and consistent use of natural resources, for example. Furthermore, the process by which the raw material is obtained is also taken into consideration (use of technologies considered less aggressive to the environment).
As stated by IFOAM (International Federation of Organic Agriculture Movements), ingredients with organic certification are natural substances and derived natural substances from controlled organic farming certified by a duly recognized certification.
It can be said that in the last two decades the number of studies that prove the benefits of using natural ingredients has increased, both in cosmetics for dermatologic and hair care and for the treatment of diseases. For example, has been proved that colloidal oatmeal promotes better treatment of psoriasis and aloe vera has benefits in treatments of atopic dermatitis. In the case of stain reduction, it was shown that licorice, green tea, arbutin, soy, açai berry, turmeric and pomegranate offer benefits in reducing hyperpigmentation due to its antioxidative action (Fowler, Joseph, 2010).
The concept of natural and organic cosmetic ingredients is constantly expanding, since both the new consumers and climate changes occurring in the world claims for more sustainability, welfare and animal protection. Observing trends for the future, there is a lot of coherence in wanting to find means of production that is less aggressive to the environment and animals, such as greater responsibility for the use of water, increase in the production of sustainable packaging, not conducting tests on animals, dedication to environment, social responsibility and the appreciation of local producers (Abihpec, 2019).
[bookmark: _Toc173839060][bookmark: _Toc204090480]2.1.6	Adoption of Organic Cream through Celebrity Endorsement on Instagram 
Organizations are spending a sizable part of their financial plan on promoting their items and administrations. Through the notices which go with fascinating data, firms endeavor to impact clients' purchasing conduct positively. Instagram is likewise being utilized for the simple reason as the organizations trust that their promotion may grab clients' eye and activity (Dada, 2015)
Towards  using  branded  products  either  in  the  field  of  organic  skincare  segment  to  show  their  symbol  of  status.  In  Nigeria,  prices  are  seen  to  be  rising  for  a  lot  of  commodities  which  have  made  a  habit  of  saving  among  many  people.  To  a  great  extent,  consumers  are  now  more  groomed  as  they  tend  to  spend smartly these days. (Adekunle, J.R. 2018)
Customer’s desire branded products with well -known  brand  names.  In  Nigeria  the  trend  of  advertisements  has  led  advertisements  to  convert  into  a  driving  force  as  it  is  persuading  youth  and  it  is  creating  a  positive  impact  on  Youth  adoption  on  organic  products.  Youth  purchase  those  products/brands  with  which  they  find  themselves  emotionally  attached.  Both male and  female  are  influenced  by  advertisements which have celebrities and they react positively to those advertisements.  
Advertisements  have  the  power  to  convince  the  youth  to  use  the  products  and  experience  its benefits  and  when  celebrities  are  introduced  in  such  kinds  of  advertisements,  they  make  greater  positive  influence  on  youth  adoption  on  a  particular  advertised  organic  because  many  a  times,  people  rely  on  advertisements  more  than  their  reliance  on  family,  friends  and  the  opinion  of  reference  group.  Youths  emotional,  psychological  and  behavioral  aspects  play  a  very  crucial  role  during  adoption  of  organic  product.
[bookmark: _Toc173839061][bookmark: _Toc204090481]2.2	THEORETICAL FRAMEWORK
The study is hinged on the following theories:
1. Source Credibility Theory
2. Selective Perception Theory
[bookmark: _Toc173839062][bookmark: _Toc204090482]2.2.1	Source Credibility Theory 
The  “Source  Credibility  Theory”  was  proposed  by  Hovland,  Janis  and  Kelly  (1963).  The  theory  implies  that  positive  characteristic  of  communicators  impacts  the  receiver  perception  and  the  and  level  of  message  acceptance.  In  other  words,  a  receiver  is  more  likely  to  accept  a  message  and  persuaded  if  source  present  itself  as  credible.  
Mathur  et  al.,  (1997)  found  the  impact  of  deploying  a  credible  spokesperson  improves  persuasiveness  of  the  message.  According  to  the  research,  the  level  of  effect  that  an  influencer's  messages  have  on  users  is  determined  by  characteristics  such  as  trust,  attractiveness,  and  competence/expertise.  One  of  the  most  important  characteristics  linked  with  a  celebrity  is  their  trustworthiness.  When  a  target  group  of  customers  has  little  trust  in  a  celebrity,  that  celebrity's  effect  on  the  user  group  will  be  reduced.  Scholars  have  found  honesty  and  believability  as  two  important  qualities  that  are  associated  with  trustworthiness.  
Ahmed  et  al.,  (2014)  point  out  that  trustworthiness  is  symbolizes  by  dependability,  and  sincerity.  For  instance,  in  an  advertisement  if  celebrity  endorser  is  perceived  as  honest  by  a  consumer,  then  he  or  she  also  believes  that  the  message  being transmitted in an advertisement is also credible. 
Along  with  trustworthiness,  expertise  is  also  an  important  quality  for  persuading  consumer.  Expertise  refers  to  a  person's  level  of  experience,  knowledge,  qualification,  or  competence.  When  a  consumer  believes  a  celebrity,  endorser  has  a  high  level  of  knowledge  or  experience,  the  message  in  the  commercial  is  more  likely  to  persuade  him  or  her.  As  a  result,  a  celebrity  with  a  high  degree  of  perceived  competence  is  expected  to  be  more  convincing  than  one  with  a  low  level  of  perceived  experience.  Further,  an  attractiveness  of  spokesperson  also  has  significant  impact  on  the  effectiveness  of  a  message.  The  attractiveness  of  the  communication  source  refers  to  how  much  the  audience  likes  or  enjoys  it.  Similarity,  familiarity,  and  likeability  are  major  components  that  influence  source  attractiveness.  
When  a  celebrity  endorser  appears  to  be  attractive  it  will  enhance  the  customer’s  attitude  for  the  endorsed  message.  The  studies  have  found  that  attractiveness  directly  influences  the  effectiveness  of  a  communication  message  (McGuire,  1969).  Thus  trustworthiness,  expertise  and  attractiveness  are  major  components  that  enables  communicators  to  increase  the  level  of  message acceptance by consumers. 
[bookmark: _Toc173839063][bookmark: _Toc204090483]2.2.2	Selective Perception Theory 
The theory was propounded by Joseph Klapper in 1957. The theory argued that perceptions are formed due to various factors including attitude, likes, dislikes, beliefs, etc. that is, individuals selectively interpret and pay attention to information based on their existing beliefs and attitudes.  Each person perceive or becomes aware of what they want to why radio or sourcing messages in media, reading, listening, to talk or discussion Such people tend to ignore opposite views (Morris L.A. 2012). This process is termed as selective perception. For example, attitude towards celebrities’ endorsements of organic cream, sexual orientation, trans-gender, lesbian-gay and so on.
The theoretical framework of this study draws from selective perception theory, positing that polytechnic youths, when exposed to celebrity endorsements of organic cream, filter and interpret information based on their existing attitudes toward beauty products, organic lifestyles, and their perceptions of the endorsing celebrities. However, this theory functions in nexus to selective retention theory propounded Festingar in 1970 stating that one retains/remembers after perceiving content received as media message. Each individual likes to retain what they like. If loads of advice is heard by students, they retain or remember what appeals to them most. The process of sieving and retaining is influenced by many factors. 
[bookmark: _Toc173839064][bookmark: _Toc204090484]2.3	EMPIRICAL REVIEW
Widarto, (2018) examined the Influence of Celebrity Endorsements on Purchase Intention (A Study on VIVO V7). This research examined the impact of celebrity endorsement on purchase intention. The study made use of primary data. To test the hypotheses, a survey was conducted in Indonesia by using a structured questionnaire. Total samples are one hundred (100) respondents. The findings reveal that celebrity endorsement has a positive impact on purchase intention, and the three dimensions (trustworthiness, attractiveness, and expertise) play an important role on forming celebrity endorsement variable. Moreover, trustworthiness of the celebrity is the biggest contributor on celebrity endorsement variable which is followed by attractiveness and expertise dimensions. 
Kamal, (2016) examined the impact of celebrity endorsement on consumer buying behaviour: a case study of seven-up bottling company plc. This research work examined how celebrity endorsement in advertisement influences people’s opinions in marketing and its effect in the society compared to other forms of advertising. The data collection for this research work was through both primary and secondary research. The population of the study comprised the staff of Seven-Up Bottling Co. Plc., and consumers of soft drinks. Finally, the results of the study prove that celebrity endorsements positively impact the consumers purchase intention.
Wenny and Sabrina (2016) examined comparing the use of famous endorser and lay endorser in predicting consumer intention to buy in the Indonesian context. This research compared the use of famous endorser and lay endorser in advertisements in predicting consumer intention in buying a consumer goods product. A total of two hundred and ninety (290) undergraduate students participated in this study. The data was then analyzed using structural equation modeling. The results show that the use of famous endorser in product advertisement is more effective than the use of lay endorser.Ruchi, Nawal and DPS (2015) examined the impact of celebrity endorsements on consumers’ purchase intention: A Study of Indian Consumers. The population of the study included three hundred and thirty-six (336) Indian respondents who are exposed to celebrity endorsements for various products/brands, Thus, the study considers three attributes of celebrity endorsements as suggested by Ohanian - attractiveness, trustworthiness and expertise. However, the beta coefficients reveal a low degree of correlation between celebrity endorsements and purchase intention. Further, attractiveness and trustworthiness are found to have a significant impact on the purchase intention, while expertise did not have a significant impact on purchase intention.
Mazzini, Rosida, Rozit, and Halimahton (2013) examined Celebrity Entrepreneur Endorsement and Advertising Effectiveness. This study was undertaken to develop, test and validate a model that could explain the effects of celebrity entrepreneur endorsement on advertising effectiveness. The research hypothesizes that celebrity credibility (comprising of attractiveness, trustworthiness, and expertise) and advertisement credibility will positively affect three traditional measures of advertising effectiveness –attitude toward the advertisement, attitude toward the brand and purchase intention. A self-administered questionnaire with a stimulus advertisement featuring Dato’ Siti Nurhaliza as the endorser of her own skincare label, Simply Siti, was filled up by five hundred and forty-two 542 female respondents. Data were analyzed using Structural Equation Modeling. The findings revealed that both, celebrity credibility and advertisement credibility had positive impact on attitude toward the advertisement and attitude toward the brand. Moreover, the impact of consumers’ perceived credibility on purchase intention was mediated by their attitudes.
Mowemi (2013) examined influence of celebrity endorsement and brand awareness on consumers’ purchase decision: a comparative study of yoyo bitters and alomo bitters.The major objective of this study is to measure the extent to which celebrity endorsement influences consumers’ perception of Yoyo Bitters and Alomo Bitters. Also, the study wishes to find out the 18 relationship, if there are any that exists between product types, choice of celebrity endorser, and celebrity’s personality. A total number of one hundred and seventy copies of the questionnaire was distributed to the consumers were within Ibadan metropolis. Based on the findings of the study, it is obvious that celebrity endorsement plays a vital role in disseminating advertisement information that can influence consumers to make rational choices on products and services.


[bookmark: _Toc173839065][bookmark: _Toc204090485]CHAPTER THERE
[bookmark: _Toc173839066][bookmark: _Toc204090486]RESEARCH METHODOLOGY
[bookmark: _Toc173839067][bookmark: _Toc204090487]3.0 	Introduction
This  chapter  deals  with  the  various  means  and  procedures  employed  in  the  process  of  data  and information  gathering.  The  study  is  carried  out  following  some  logical  steps  that  will  facilitate  the  achievement  of  the  research  goals  and  to  explain  the  methods  of  study  employed  in  this  research  work.  Furthermore,  the  plan,  structure  and  strategy  of  investigation  conceived  to  obtain  answer  to  the  research  questions are organized under the following headings: Research  design,  Target  population,  Sample  and  sampling  technique,  Instrumentation,  Validity and reliability, Sources of data, Method of analysis. 
[bookmark: _Toc173839068][bookmark: _Toc204090488]3.1 	 Research Design 
This study adopted survey research design, this will be chosen based on the objectives of the study. Survey method is one of the oldest research methods as asserted by Kerlinger & Lee [2010]. It is the process of collecting data from a population or a sample drawn from a population or with the purpose of investing relative incidence, occurrence or inter relationship among the variables of natural phenomenal.
[bookmark: _Toc173839069][bookmark: _Toc204090489] 3.2 	 Population of the study 
According  to  Adeleke  (2013),  population  is  the  aggregate  of  all  elements  defined  before  proper selection  of  the  sample  is  made. According to the Director of Students’ Affairs in Kwara State Polytechnic, Ilorin, (2022) the population of students in Kwara State Polytechnic is 21,647. However, the targeted population of this study covers female students in the institution. There  are  five  institutes  in  the  school  which  are:  Institute  of  Applied  Science (IAS),  Institute  of  Environment  Studies (IES),  Institute  of  Information Communication  and  Technology (IICT),  Institute  of Technology (IOT)  and  Institute  of  Finance  and  Management  Studies (IFMS).  A proportional measure of female students was selected randomly from five institutes in Kwara State Polytechnic.
[bookmark: _Toc173839070][bookmark: _Toc204090490] 3.3 	 Sample Size and Sampling Technique 
Sample size is the study of population from which necessary data for its conduct would be obtained. (Issa, 2012). It can be reemphasized that, to study the entire population may be cumbersome, time consuming and of course very costly, hence a sample takes a fair portion as representative of the entire population. 
The  respondents  needed  for  this  study  have  made  the  researcher  to focus  on  the five  institutes in Kwara State Polytechnic, Ilorin.  However, the selection of the respondents are shown below:
	 Institute
	Selected Population
	Percentage (%)

	Institute of Information and Communication Technology (IICT)
	60
	30%

	Institute of Finance and Management Studies (IFMS)
	50
	25%

	Institute of Technology (IOT)
	40
	20%

	Institute of Applied Sciences (IAS)
	30
	15%

	Institute of Environmental Studies (IES)
	20
	10%

	 Total 
	200
	100%


Therefore, 200 respondents is the sample size of this study.
Purposive sampling technique was adopted to select the sample size from the overall population of the study. According to Farrokhi, F. (2012), purposive sampling (also known as judgment, selective or subjective sampling) is a sampling technique in which researcher relies on his or her own judgment when choosing members of population to participate in the study.
[bookmark: _Toc173839071][bookmark: _Toc204090491] 3.4 	 Research Instrument 
Questionnaire was used as the research instrument and primary source of data in this study. Saul Mcleod [2015] defined questionnaire as a research instrument consisting of a series of questions for the purpose of gathering information from respondents. The questionnaire will be divided into three (3) parts. Part A conceptualized on introduction and familiarity of respondents to the topic understudy, part B contain items designed to obtain data on the research topic while part C sought the demographic profile of the respondents.
[bookmark: _Toc173839072][bookmark: _Toc204090492] 3.5 	 Validity and Reliability of the instrument 
Since  the  data  collection  instrument  (questionnaire)  is  a  standard  instrument  of  gathering  data,  it will  give  accurate  and  unbiased  data  for  effect  and  efficient  analysis.  Anything that can render the tool invalid will be pre-adjusted. A copy of the instrument was given to the project supervisor and subjected to scrutiny before administration. This was essential to ensure that data collected through the instrument is reliable. 
[bookmark: _Toc173839073][bookmark: _Toc204090493] 3.6 	 Method of Data Collection 
The  measuring  instrument  to  be  used  in  collecting  data  is  questionnaire.  However, instrument was administered to respondents via face-to-face contact and retrieval of the instrument was within 24-hours. Researcher ensured that all questions contain in the instrument were attempted by the respondents to the best of their knowledge as regard the phenomenon understudy.
[bookmark: _Toc173839074][bookmark: _Toc204090494] 3.7 	 Method of Analysis 
The purpose of collecting data is to solve the problems at hands .Data collection involves presenting to a target audience the question either through personal or by questionnaire and recording responses. In context of this study, the data collected through the questionnaire was analyzed using descriptive statistics such as simple percentage, table, and cross tabulation. This according to Dew J. (2014) is one of the most adopted means of data analysis employed by many social science researchers.
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[bookmark: _Toc168062240][bookmark: _Toc173839077][bookmark: _Toc204090497]4.0	INTRODUCTION
This chapter delves into the presentation and analysis of the data collected from the field regarding the “perception and attitude of female students towards organic cream advertisement on Instagram and its adoption among them focusing on students in Kwara State Polytechnic, Ilorin. The purpose of this chapter is to systematically present the findings from the survey responses and to interpret these results in the context of the research questions. The data collection process involved administering structured questionnaires to a representative sample of undergraduate students in Kwara State Polytechnic. This chapter begins with a detailed analysis of Likert scale statements and other survey questions followed by analysis of respondents’ demographic. To ensure clarity and comprehensibility, the data is presented using descriptive statistics such as frequencies and percentages in tables.
[bookmark: _Toc168062241][bookmark: _Toc173839078][bookmark: _Toc204090498]4.1	FIELD PERFORMANCE OF THE INSTRUMENT
[bookmark: _Toc168062242][bookmark: _Toc173839079][bookmark: _Toc204090499]4.1.1	Analysis of Respondents’ Demographic
Table 1: Gender of Respondents
	Options
	Frequency
	Percentage (%)

	Male
	104
	52%

	Female
	96
	48%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, 104 respondents representing 52% of the total sampled respondents are Male while 96(48%) of the respondents are Female. The majority of respondents that participated in this research field survey are male.
Table 2: Marital Status
	Options
	Frequency
	Percentage (%)

	Married
	160
	80%

	Single
	40
	20%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: The table presented above shows that 160 respondents representing 80% of the overall sampled respondents are married. 40(20%) respondents are single. Majority of respondents that participated in this research field survey are married.
Table 3: Age
	Options
	Frequency
	Percentage (%)

	15-20
	100
	50%

	21-30
	72
	36%

	31-40
	18
	9%

	41 & above
	0
	0%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: The table above shows that 100 respondents representing 50% of the total respondents are between the ages of 15-20 years. 72(36%) respondents are between the ages of 21-30 years. 18(9%) respondents are between the ages of 31-40 years while no respondent was 41 years old or above.
Table 4: Academic Qualifications
	Options
	Frequency
	Percentage (%)

	HND 1
	50
	25%

	HND 2
	30
	15%

	ND 1
	90
	45%

	ND 2
	30
	15%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: The table presented above shows that 50 respondents representing 25% of the overall sampled respondents are in HND I. 30(15%) respondents are in HND II. 90(45%) respondents are in ND I while 30 (15%) other respondents are in ND II.
[bookmark: _Toc168062243][bookmark: _Toc173839080][bookmark: _Toc204090500]4.1.2	Analysis of Questions and Likert Scale Statements
Table 5: How often do you come across organic cream advertisements on Instagram? 
	Options
	Frequency
	Percentage (%)

	Rarely
	40
	20%

	Occasionally
	20
	10%

	Frequently
	40
	20%

	Very frequently
	100
	50%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, 40 respondents representing 20% of the total respondents claimed that they rarely come across organic cream advertisements on Instagram. 20(10%) respondents alluded that they come across organic cream advertisements on Instagram occasionally. 40(20%) respondents indicated that they frequently come across organic cream advertisements on Instagram while 100(50%) respondents claimed that they come across organic cream advertisements on Instagram very frequently.
Table 6: Do you believe that organic creams advertised on Instagram are healthier than non-organic alternatives?
	Options
	Frequency
	Percentage (%)

	Yes
	90
	45%

	No
	30
	15%

	Not sure
	80
	40%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: The table presented above shows that 90 respondents representing 45% of the overall sampled respondents alluded that organic creams advertised on Instagram are healthier than non-organic alternatives. 30(15%) respondents deposed the that organic creams advertised on Instagram are healthier than non-organic alternatives while 80(40%) other respondents are not sure whether organic creams advertised on Instagram are healthier than non-organic alternatives.
Table 7: How much influence do Instagram advertisements have on your perception of organic creams?
	Options
	Frequency
	Percentage (%)

	No influence
	20
	10%

	Little influence
	60
	30%

	Moderate influence
	40
	20%

	Strongly influence
	50
	25%

	Very strong influence
	30
	15%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: The table presented above shows that 20 respondents representing 20% of the total sampled respondents indicated that Instagram advertisement has no influence on their perception of organic cream. 60(30%) respondents claimed that it has little influence, 40(20%) respondents claimed that it has a moderate influence,, 50(25%) respondents alluded that it strongly influence their perception while 30(15%) other respondents claimed that it influence their perception very strongly.
Table 8: Have you ever purchased an organic cream based on an advertisement you saw on Instagram?
	Options
	Frequency
	Percentage (%)

	Yes
	160
	80%

	No
	40
	20%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: The table presented above shows that 160 respondents representing 80% of the overall sampled respondents have purchased an organic cream based on advertisement they saw on Instagram while 40(20%) other respondents have never purchased organic cream based on advertisement they saw on Instagram.
Table 9: To what extent do you trust the information provided in organic cream advertisements on Instagram?
	Options
	Frequency
	Percentage (%)

	Completely trust
	30
	15%

	Mostly trust
	70
	35%

	Neutral
	0
	0%

	Rarely trust
	80
	40%

	Do not trust at all
	20
	10%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, 30(15%) respondents alluded that they completely trust information provided in organic cream advertisements on Instagram. 70(35%) respondents mostly trust information provided in organic cream advertisements on Instagram. 80(40%) respondents rarely trust information provided in organic cream advertisements on Instagram. 20(10%) do not trust information provided in organic cream advertisements on Instagram at all while no respondents was neutral.
Table 10: Instagram advertisements have a significant influence on my perception of organic creams.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	30
	15%

	Agree
	40
	20%

	Neutral
	0
	0%

	Disagree
	60
	30%

	Strongly disagree
	70
	35%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, 30 respondents representing 15% of the overall sampled respondents strongly agreed that Instagram advertisements have a significant influence on my perception of organic creams. 40(20%) respondents agreed with the statement. 60(30%) respondents disagreed, 70(35%) respondents strongly disagreed while no respondent was neutral with the statement.
Table 11: I trust the information provided in organic cream advertisements on Instagram.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	75
	37.5%

	Agree
	45
	24.5%

	Neutral
	0
	0%

	 Disagree
	50
	25%

	Strongly disagree
	30
	15%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, 75 respondents representing 37.5% of the overall sampled respondents strongly agreed that they trust the information provided in organic cream advertisements on Instagram. 45(24.5%) respondents agreed with the statement, 50(25%) respondents disagreed with the statement, 30(15%) respondents strongly disagreed with the statement while no respondent was neutral.
Table 12: Organic cream advertisements on Instagram are appealing to me.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	120
	60%

	Agree
	40
	20%

	Neutral
	0
	0%

	Disagree
	10
	5%

	Strongly disagree
	30
	15%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, 120 respondents representing 60% of the overall sampled respondents strongly agreed that Organic cream advertisements on Instagram are appealing to them. 40(20%) respondents agreed with the statement, 10(5%) respondents disagreed, 30(15%) respondents strongly disagreed while no respondent was neutral.
Table 13: I believe that organic creams advertised on Instagram are healthier than non-organic alternatives.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	85
	42.5%

	Agree
	15
	7.5%

	Neutral
	0
	

	Disagree
	70
	35%

	Strongly disagree
	30
	15%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, 85 respondents representing 42.5% of the overall sampled respondents strongly agreed that they believe that organic creams advertised on Instagram are healthier than non-organic alternatives. 15(7.5%) of the respondents agreed with the statement. 70(35%) respondents disagreed with the statement, 30(15%) respondents strongly disagreed with the statement while no respondent was neutral to the statement.
Table 14: I have purchased organic creams based on advertisements seen on Instagram.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	155
	77.5%

	Agree
	30
	15%

	Neutral
	5
	2.5%

	Disagree
	10
	5%

	Strongly disagree
	0
	0%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, 155 respondents representing 77.5% of the overall sampled respondents strongly agreed that they have purchased organic creams based on advertisements seen on Instagram. 30(15%) respondents agreed with the statement. 5(2,5%) respondents were neutral, 10(5%) respondents disagreed with the statement while no respondents strongly disagreed with the statement.
Table 15: I believe using organic creams is beneficial for my skin.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	170
	85%

	Agree
	30
	15%

	Neutral
	0
	0%

	Disagree
	0
	0%

	Strongly disagree
	0
	0%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: The table presented above shows that 170 respondents representing 85% of the overall sampled respondents strongly agreed that they believe using organic creams is beneficial for my skin. 30 (15%) respondents agreed with the statement while no respondent was neutral, disagreed or strongly disagreed with the statement.
Table 16: Instagram is a reliable platform for obtaining information about organic creams.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	45
	24.5%

	Agree
	65
	32.5%

	Neutral
	20
	10%

	Disagree
	50
	25%

	Strongly disagree
	20
	10%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, 45 respondents representing 24.5% of the overall sampled respondents strongly agreed that Instagram is a reliable platform for obtaining information about organic creams. 65(65%) of the respondents agreed with the statement. 20(10%) respondents were neutral, 50(25%) respondents disagreed while 20(10%) other respondents strongly disagreed with the statement.
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Research question one: What is the frequency and extent of exposure of female students to organic cream advertisements on Instagram?
Items in table 5 to 9 answered research question one. 40 respondents representing 20% of the total respondents claimed that they rarely come across organic cream advertisements on Instagram. 20(10%) respondents alluded that they come across organic cream advertisements on Instagram occasionally. 40(20%) respondents indicated that they frequently come across organic cream advertisements on Instagram while 100(50%) respondents claimed that they come across organic cream advertisements on Instagram very frequently. 90 respondents representing 45% of the overall sampled respondents alluded that organic creams advertised on Instagram are healthier than non-organic alternatives. 30(15%) respondents deposed the that organic creams advertised on Instagram are healthier than non-organic alternatives while 80(40%) other respondents are not sure whether organic creams advertised on Instagram are healthier than non-organic alternatives.
20 respondents representing 20% of the total sampled respondents indicated that Instagram advertisement has no influence on their perception of organic cream. 60(30%) respondents claimed that it has little influence, 40(20%) respondents claimed that it has a moderate influence,, 50(25%) respondents alluded that it strongly influence their perception while 30(15%) other respondents claimed that it influence their perception very strongly. 160 respondents representing 80% of the overall sampled respondents have purchased an organic cream based on advertisement they saw on Instagram while 40(20%) other respondents have never purchased organic cream based on advertisement they saw on Instagram. 30(15%) respondents alluded that they completely trust information provided in organic cream advertisements on Instagram. 70(35%) respondents mostly trust information provided in organic cream advertisements on Instagram. 80(40%) respondents rarely trust information provided in organic cream advertisements on Instagram. 20(10%) do not trust information provided in organic cream advertisements on Instagram at all while no respondents was neutral.
Research question two: To what extent has organic cream advertisements on Instagram influence the perception and attitudes of female students regarding skincare products?
Items in table 10 and 11 answered research question two. 30 respondents representing 15% of the overall sampled respondents strongly agreed that Instagram advertisements have a significant influence on my perception of organic creams. 40(20%) respondents agreed with the statement. 60(30%) respondents disagreed, 70(35%) respondents.  75 respondents representing 37.5% of the overall sampled respondents strongly agreed that they trust the information provided in organic cream advertisements on Instagram. 45(24.5%) respondents agreed with the statement, 50(25%) respondents disagreed with the statement, 30(15%) respondents strongly disagreed with the statement while no respondent was neutral.
Research question three: To what extent do female students believe in the accuracy and authenticity of information presented in organic cream advertisements on Instagram?
Items in table 12 and 13 answered research question three. 120 respondents representing 60% of the overall sampled respondents strongly agreed that Organic cream advertisements on Instagram are appealing to them. 40(20%) respondents agreed with the statement, 10(5%) respondents disagreed, 30(15%) respondents strongly disagreed while no respondent was neutral. 85 respondents representing 42.5% of the overall sampled respondents strongly agreed that they believe that organic creams advertised on Instagram are healthier than non-organic alternatives. 15(7.5%) of the respondents agreed with the statement. 70(35%) respondents disagreed with the statement, 30(15%) respondents strongly disagreed with the statement while no respondent was neutral to the statement.
Research question four: What is the effectiveness of Instagram marketing on the sale of organic cream among female students?
Items in table 14 and 15 answered research question four. 155 respondents representing 77.5% of the overall sampled respondents strongly agreed that they have purchased organic creams based on advertisements seen on Instagram. 30(15%) respondents agreed with the statement. 5(2,5%) respondents were neutral, 10(5%) respondents disagreed with the statement while no respondents strongly disagreed with the statement. 170 respondents representing 85% of the overall sampled respondents strongly agreed that they believe using organic creams is beneficial for my skin. 30 (15%) respondents agreed with the statement while no respondent was neutral, disagreed or strongly disagreed with the statement.
Research question five: What is the level of organic cream patronage among female students as a result of Instagram advertising?
Item in table 16 answered research question five. 120 respondents representing 60% of the overall sampled respondents strongly agreed that Organic cream advertisements on Instagram are appealing to them. 40(20%) respondents agreed with the statement, 10(5%) respondents disagreed, 30(15%) respondents strongly disagreed while no respondent was neutral.
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This study found that female students at Kwara State Polytechnic, Ilorin, indicated a strong positive perception of organic creams. This perception is largely attributed to the natural ingredients used in these products, which are believed to be safer and healthier compared to synthetic alternatives. Students expressed a preference for organic creams due to their minimal side effects and benefits for sensitive skin. This trend mirrors the global shift towards organic products, driven by increasing awareness of the harmful effects of chemicals found in conventional skincare products (Kaplan, 2021).
Finding from this study shows that Instagram has a substantial impact on shaping these positive perceptions. The platform's visual-centric nature allows for the creation of appealing advertisements that emphasize the purity and effectiveness of organic creams. Influencers and beauty bloggers play a crucial role in this dynamic. Their endorsements, often through personal testimonials and tutorials, add credibility and relatability to the advertised products. Female students reported that they trust these influencers, particularly those who are perceived as authentic and knowledgeable about skincare (De Veirman et al., 2017). This trust significantly enhances their attitudes towards organic creams, making them more likely to consider these products in their skincare routines.
In addition, this study found that peer influence emerged as a critical factor in the adoption of organic creams. Many students noted that seeing their friends and acquaintances use and endorse these products on Instagram increases their inclination to try them. This phenomenon, known as social proof, is a powerful motivator in consumer behavior. When students observe positive outcomes from their peers, they are more likely to perceive the products as effective and trustworthy (Smith, 2019).
Despite the positive attitudes fostered by Instagram advertisements and peer influence, several barriers hinder the widespread adoption of organic creams. The primary barrier is cost. Many students find organic creams to be significantly more expensive than their conventional counterparts, which poses a challenge given their limited budgets. Additionally, there is a degree of skepticism regarding the efficacy of these products. Some students feel that the benefits of organic creams are often exaggerated and require more convincing evidence of their effectiveness. This skepticism suggests that while initial interest may be high, sustained adoption depends on continued positive experiences and outcomes.
The findings indicate that Instagram advertisements significantly influence the perception and attitude of female students at Kwara State Polytechnic towards organic creams. The platform's visual appeal, combined with influencer endorsements and peer influence, creates a favorable environment for these products. However, actual adoption is tempered by cost concerns and the need for tangible evidence of efficacy. 
[bookmark: _Toc168062246]

[bookmark: _Toc173839083][bookmark: _Toc204090503]CHAPTER FIVE
[bookmark: _Toc168062247][bookmark: _Toc173839084][bookmark: _Toc204090504]SUMMARY, CONCLUSION AND RECOMMENDATIONS
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This study investigated: “the perception and attitude of female students towards organic cream advertisement on Instagram and its adoption among them”. To achieve the research objectives, the researcher employed quantitative research methodology by conducting a survey, thereby adopting the use of a questionnaire to access the opinions of students of Kwara State Polytechnic, Ilorin.
The chapter one gives a clear introduction into the background of social media advertising and organic cream. The researcher main focus of the study was to ascertain Instagram, being one of the majorly used social media promote organic cream among the youth through advertisement.  The objectives of the research study and research questions were clearly established to justify this course.
Chapter two break down the various concepts that are associated with the study such as: concept social media, advertising, organic cream, Instagram advertising, media literacy etc. The theoretical framework of the study hinged on: Source Credibility Theory and Selective Perception Theory. These theories are considered some of the most relevant theories to the phenomenon understudy on which a theoretical context and logical conclusion can be manifested.
In chapter three, the design and the method utilized in this study were discussed. The adopted research design was quantitative method (survey). The sample size was limited to 200 respondents selected in the study area. Questionnaire instrument was used to gather primary data from the respondents online through the instrumentation of Google form.
Chapter four focused on interpretation, analysis, and discussion of data gathered in the course of this study. These responses were collected and presented in tables. Each research question was answered using the analytical data. This chapter analyzed, interpreted, and discussed the findings of the research.
Chapter five discussed the summary of the whole project; the conclusion and the researcher’s recommendations to different stakeholders as regard the problem understudy.
Summary of Findings:
i. A significant majority of female students are aware of organic cream advertisements on Instagram. Social media is a primary source of beauty product information for these students.
ii. Many students frequently encounter organic cream ads due to their active presence on Instagram.
iii. Students generally have a favorable view of organic creams, associating them with benefits such as natural ingredients, safety, and better skin health.
iv. Despite the positive perception, some students remain skeptical about the efficacy and authenticity of the advertised products.
v. Recommendations from peers and social media influencers play a crucial role in shaping students' perceptions and decisions. Influencers' endorsements are particularly impactful.
vi. The quality of advertisements, including visuals, testimonials, and the information provided, significantly affects students' attitudes. High-quality, informative, and visually appealing ads are more likely to be trusted and acted upon.
vii. Students often engage with ads by liking, commenting, or sharing, which indicates a positive attitude towards the content.
viii. A notable number of students have tried or adopted organic creams after seeing advertisements on Instagram. Trial adoption is often motivated by promotions, discounts, and positive reviews.
ix. Key factors influencing purchase decisions include perceived product effectiveness, price, and availability. Students are more likely to buy if they believe the product offers good value for money and is easily accessible.
x. Concerns about the authenticity of products and the prevalence of misinformation can deter adoption. Students sometimes doubt the claims made in ads.
xi. Price sensitivity is a barrier, with some students finding organic creams expensive compared to non-organic alternatives.
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The study of the perception and attitude of female students towards organic cream advertisements on Instagram and its adoption among students in Kwara State Polytechnic, Ilorin, reveals significant insights into consumer behavior within the context of social media influence. The findings indicate that Instagram, as a visual and interactive platform, plays a pivotal role in shaping the attitudes and purchasing decisions of female students regarding organic skincare products.
Instagram's visual-centric nature makes it an effective medium for advertising beauty products, including organic creams. The platform allows brands to leverage influencers, aesthetically pleasing content, and interactive features such as stories and live sessions, which collectively enhance product visibility and credibility. Female students at Kwara State Polytechnic are particularly influenced by these advertisements due to the engaging and relatable content presented by influencers and brands. The aspirational lifestyle depicted in these advertisements resonates with the students, creating a desire to emulate the influencers' perceived beauty standards.
The perception of organic creams among the students is generally positive, driven by a growing awareness of the benefits associated with natural and chemical-free products. This awareness is further amplified by the advertising strategies on Instagram, which often emphasize the purity, safety, and effectiveness of organic creams. The students' inclination towards organic products is also influenced by the increasing global trend of health consciousness and eco-friendliness, aligning with their values of sustainability and well-being.
The attitude towards the adoption of organic creams is shaped by several factors, including perceived effectiveness, social influence, and the credibility of the source. Instagram advertisements, particularly those featuring testimonials and reviews from trusted influencers, play a crucial role in forming positive attitudes. The peer influence exerted through social media interactions also contributes to the adoption process, as students tend to trust recommendations from their social circle.
There is a degree of skepticism among the students regarding the authenticity of some advertisements. Concerns about exaggerated claims and the actual efficacy of the products are prevalent. Additionally, the price point of organic creams can be a deterrent, especially for students who may have budget constraints. These challenges highlight the need for brands to maintain transparency and provide verifiable information to build trust and encourage adoption.
This study underscores the significant impact of Instagram advertisements on consumer behavior among female students. The platform not only influences their perceptions and attitudes but also drives the decision-making process. The effectiveness of these advertisements is evident in the increased interest and adoption of organic creams among the students. This behavior reflects broader trends in digital marketing, where social media platforms are increasingly becoming critical avenues for consumer engagement and product promotion.
For marketers targeting this demographic, it is essential to focus on authenticity and relatability in advertising content. Collaborating with genuine influencers who can provide honest reviews and engaging content can enhance credibility. Additionally, providing educational content about the benefits of organic products and addressing common concerns can further foster positive perceptions and attitudes.
In conclusion, the perception and attitude of female students towards organic cream advertisements on Instagram significantly influence their adoption of these products. The visual appeal, social proof, and alignment with personal values of health and sustainability drive this behavior. Marketers must leverage these insights to create effective advertising strategies that resonate with this audience, ensuring transparency and authenticity to build long-lasting trust and brand loyalty.
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In line with the findings of this study and the research objectives accentuated in previous chapter, the researcher thus, meted-out recommendations to the following stakeholders:
Students should:
i. Gain a thorough understanding of what constitutes organic skincare products and be critical of advertisements and research product ingredients to ensure they meet organic standards;
ii. Engage in discussions with peers about their experiences with organic creams to help in making informed decisions and identifying trustworthy brands; and 
iii. Develop skills to critically analyze Instagram advertisements to understand that influencers and ads may not always provide a balanced view and can sometimes be biased.
Advertisers should: 
i. Ensure that advertisements are transparent about the ingredients and benefits of organic creams. Clear labeling and honest claims can build trust among consumers;
ii. Use interactive and engaging content on Instagram to educate potential customers about the benefits of organic skincare. Tutorials, testimonials, and behind-the-scenes videos can be effective.
iii. Partner with influencers who genuinely use and believe in organic products. Their authentic reviews can significantly influence the perception and attitude of students.
Customers should:
i. Read reviews and possibly try samples before purchase to ensure the product's suitability for their skin type.
ii. Approach highly popular products with a critical mindset. Popularity does not always equate to quality or effectiveness.
iii. Consider sticking to one satisfying product and brand. This helps in maintaining a consistent skincare routine which can yield better results.
Future researchers should:
i. Conduct detailed research to explore the long-term effects of organic skincare products. Longitudinal studies could provide more insights.
ii. Include a more diverse demographic to understand if perceptions and attitudes vary across different groups.
iii. Investigate the psychological factors driving the adoption of organic skincare products among students, including peer influence and social media impact.
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QUESTIONNAIRE
SECTION A: Demographic of Respondents
Instruction: Tick (√) only the right option in the space boxes provided
1. Sex (a) Male ( ) (b) Female ( )
2. Marital Status (a) Single ( ) (b) Married ( )
3. Age  (a) 15-20 ( ) (b) 21-30 years ( ) (c) 31-40 ( ) (d) 41 & above ( )
4. Academic Qualifications (a) B.Sc/ B.Tech ( ) (b) HND ( ) (c) M.Sc ( ) (d) PhD ( )
5. Religion (a) Christian  (  )   (b) Muslim (  )   (c) Others (  )
SECTION B: Questions on Research Study
1. How frequently do you encounter celebrity endorsed advertisements? (a) Very often (b) Occasionally (c) Hardly (d) Never
2. Which advertisement catches your attention the most? (a) Celebrity endorsed advertisement (b) Non celebrity endorsed advertisement (c) Street Advertisement (d) None of the above
3. Do you trust celebrity endorsed advertisements? (a) Yes (b) No (c) Sometimes (d) None of the above
4. Which of the factor listed below influence you to purchase celebrity endorsed cosmetics product? (a) Credibility of the celebrity (b) Attractiveness of the celebrity (c) Product celebrity match up (d) Meaning that are transferred to the product
SECTION C: Likert Scale Statements
Keywords: ( SA ) strongly agree, ( A ) Agree, ( N ) Neutral, ( D ) Disagree and ( SA ) Strongly Disagree.
	S/N
	STATEMENT
	OPTIONS

	6.
	The use of celebrities in advertisements guarantee high quality of a brand
	SA
	A
	N
	D
	SD

	7.
	The credibility of a celebrity would make me go for the organic creams product endorsed by them
	
	
	
	
	

	8.
	Organic creams product endorsed by non-celebrities are more of high quality than the ones endorsed by celebrities
	
	
	
	
	

	9.
	Celebrity endorsement on organic creams product can change your perception on the product purchase
	
	
	
	
	

	10.
	Expertise of the celebrity influence student purchase decision on organic creams product
	
	
	
	
	

	11.
	Youth especially student will buy celebrity endorsed organic creams product for any price because of the love for celebrity
	
	
	
	
	

	12.
	Your purchase intention will be positive after organic product being endorsed by celebrities
	
	
	
	
	

	13.
	Celebrity is the best personality to change the youth purchase decision on organic creams product
	
	
	
	
	

	14.
	The positive image that celebrities cast on the consumers will help the message in the advertisement to be more persuasive
	
	
	
	
	

	15.
	Celebrities endorsed organic creams products are always good and perfect for use
	
	
	
	
	

	16.
	The positive decision on organic creams product are been justified by celebrities not it quality.
	
	
	
	
	

	17.
	Celebrity endorsed organic creams product are always the best product to use
	
	
	
	
	




