CHAPTER ONE
INTRODUCTION
1.1 Background of the Study
The use of influencer marketing has grown so significant that it is now believed to influence the buying behavior of undergraduates. Influencer marketing can be described as the process of identifying, supporting, and collaborating with individuals who are actively involved in high-impact conversations. It is a strategic form of online marketing where brands focus on engaging a segment of influential people rather than a broad base of potential customers (Abanesha, 2019).
The rapid spread and advancement of social media technologies have transformed society, enabling information to reach diverse audiences instantly, regardless of location. This has empowered brands to extend their reach without the barriers of distance or time.
Although brands were able to market and sell their products and services before the advent of online marketing, their customer base was often limited, which could disadvantage them due to geographical constraints.
Influencer marketing refers to promoting products and services through individuals who can influence the buying decisions of others (Cacaca, 2017). This influence usually stems from the influencer’s fame, reputation, fan base, or expertise. Social media influencing is often likened to word-of-mouth marketing, as it strengthens brand credibility and creates favorable conditions for promotion (Jagice, 2019).
By consistently engaging with their audience and providing insightful content, influencers can effectively persuade their followers to try specific products or patronize particular brands. Brands collaborate with influencers to promote their products and services, reaching target audiences and building awareness, especially among those previously unfamiliar with the brand. Followers often trust influencers’ endorsements, seeing them as personal recommendations rather than sales pitches. These collaborations may involve compensation, free products, or other forms of rewards, as influencers drive their audience toward patronizing the brand.
In today’s highly competitive market, marketing has become a powerful communication tool. Influencer marketing, in particular, helps brands promote goods, services, and ideas through shared information and personalized messages. Recognizing the evolving marketplace and the diminishing influence of traditional media, many organizations now adopt social media platforms and influencers as vital promotional strategies.
Branding, once focused mainly on celebrities, has evolved to include everyday individuals who have gained substantial social media followings. Influencer marketing has rapidly become one of the fastest-growing tools for reaching new customers (Byrne, 2017). Its effectiveness is based on the trust and confidence consumers place in influencers, many of whom are bloggers who publicly share their experiences and interests (Byrne, 2017).
The core of influencer marketing lies in product promotion. An essential factor is that influencers must be familiar with and preferably have personal experience with the product they promote. Authenticity is key; influencers who recommend products they do not know can harm both their credibility and the brand’s reputation. As this trend grows, companies are expected to develop deeper, more transparent partnerships with influencers, opening new opportunities for both parties (Hughes, 2017).
Globally, the value of influencer marketing is rising, with many companies increasingly partnering with micro-influencers. While follower counts and engagement rates are often used to measure success, these metrics can sometimes be misleading. Influencer marketing is now a dominant strategy in many industries, yet little is known about the specific factors that drive its success at different stages of consumer decision-making.
Influencer marketing operates on the principle of trust, much like traditional commercials featuring celebrities. It aligns with the concept of the "trusted advisor," influencing consumer choices through perceived authenticity.
Consumer buying behavior refers to the multi-step decision-making process individuals undergo to satisfy their needs and wants. There is no universal buying pattern, as consumer behavior varies based on psychological, environmental, and situational factors (De Veirman, 2018). It is essential for organizations to identify the most effective methods to influence consumer decisions, as the type and method of influencing significantly affect brand patronage.
 with targeted audiences across various social platforms.


















CHAPTER FOUR
DATA PRESENTATION, ANALYSIS, AND INTERPRETATION
4.0 Introduction
This chapter presents and analyzes the data collected from the respondents concerning the audience perceptions of the role of mass media in the fight against teenage rape in Ilorin. The data is presented using frequency tables and percentages. Each section corresponds with the objectives of the study and the research questions.
4.1 Data Presentation
SECTION A: PERSONAL DATA OF RESPONDENTS
	Variables
	Frequency
	Percentage (%)

	Gender
	
	

	Male
	45
	45%

	Female
	55
	55%

	Age
	
	

	16–20
	20
	20%

	21–25
	60
	60%

	26–30
	15
	15%

	Above 30
	5
	5%

	Level of Study
	
	

	ND1
	20
	20%

	ND2
	25
	25%

	HND1
	25
	25%

	HND2
	30
	30%



Table 1 reveals that 45% of the respondents are male, while 55% are female. This shows that there are slightly more female respondents than male respondents in the study.
The age distribution shows that 60% of the respondents fall within the age bracket of 21–25 years, while 20% are between 16–20 years, 15% are between 26–30 years, and 5% are above 30 years. This indicates that the majority of the respondents are young adults within the age range of 21–25 years.
Regarding the level of study, 30% of the respondents are HND2 students, 25% are HND1 students, another 25% are ND2 students, and 20% are ND1 students. This suggests that the responses were fairly distributed across different academic levels, with a slight concentration in the final year (HND2).
SECTION B: EXPOSURE AND ENGAGEMENT WITH INFLUENCERS
	Variables
	Frequency
	Percentage (%)

	1. Which platform(s) do you mostly use to follow influencers?
	
	

	Instagram
	35
	35%

	TikTok
	30
	30%

	Facebook
	10
	10%

	Twitter/X
	15
	15%

	YouTube
	8
	8%

	Others
	2
	2%

	Total
	100
	100%

	2. Do you actively follow social media influencers?

	
	

	Yes
	75
	75%

	No
	25
	25%

	Total 
	100
	100%

	How often do you interact with influencer content (likes, comments, shares, views)?
	
	

	Very Often
	20
	20%

	Often
	35
	35%

	Occasionally
	30
	30%

	Rarely
	10
	10%

	Never
	5
	5%

	Total 
	100
	100%

	3. What type of influencers do you follow most?

	
	

	Fashion
	30
	30%

	Tech
	15
	15%

	Fitness
	10
	10%

	Lifestyle
	25
	25%

	Education
	10
	10%

	Comedy/Entertainment
	10
	10%

	Total 
	100
	100%

	4. Have you ever purchased a product or service because an influencer recommended it?
	
	

	Yes
	70
	70%

	No
	30
	30%

	Total 
	100
	100

	5. Do you trust the product reviews or endorsements made by social media influencers?
	
	

	Yes
	50
	50%

	No
	30
	30%

	Not Sure
	20
	20%

	Total 
	100
	100%


Source: Field Work 2025
Table 4.1 reveals that 35% of the respondents mostly use Instagram to follow influencers, followed by 30% who use TikTok, 15% who use Twitter/X, 10% who use Facebook, 8% who use YouTube, and 2% who use other platforms. This suggests that Instagram and TikTok are the most popular platforms for following influencers among KwaraPoly students.
Furthermore, 75% of the respondents actively follow social media influencers, while 25% do not. This indicates that a significant majority of the students are actively engaged with influencers on social media.
The table also shows that 35% of respondents often interact with influencer content, 30% interact occasionally, 20% interact very often, while 10% rarely interact and 5% never interact at all. This suggests that most respondents are frequently engaged with influencer content through likes, comments, shares, or views.
In terms of influencer types, 30% of the respondents mostly follow fashion influencers, 25% follow lifestyle influencers, 15% follow tech influencers, while 10% each follow fitness, education, and comedy/entertainment influencers. This indicates that fashion and lifestyle influencers are the most followed categories among the students.
Also, 70% of the respondents have purchased a product or service because an influencer recommended it, while 30% have not. This suggests that influencer marketing has a strong impact on the purchasing behavior of KwaraPoly students.
Lastly, 50% of the respondents trust product reviews or endorsements made by influencers, 30% do not trust them, while 20% are not sure. This indicates that while many students trust influencer recommendations, a significant portion still questions the authenticity or reliability of such endorsements.
SECTION C: INFLUENCE OF SOCIAL MEDIA INFLUENCERS ON BRAND PATRONAGE.
Research Question 1:
To what extent do social media influencers influence KwaraPoly students’ discovery and perception of new brands?
Table 2: Influence of Social Media Influencers on Brand Discovery and Perception
	S/N
	STATEMENT
	SA
	A
	N
	D
	SD
	Total

	1
	Influencers help me discover new brands and products.
	35
	40
	15
	5
	5
	100

	2
	Influencer recommendations feel more trustworthy than traditional advertisements.
	30
	35
	20
	10
	5
	100

	3
	I am more likely to try a product endorsed by a popular influencer.
	40
	30
	15
	10
	5
	100

	4
	Influencers affect my perception of brand quality.
	25
	40
	20
	10
	5
	100

	5
	I follow influencers whose lifestyle or values align with mine.
	30
	40
	15
	10
	5
	100


Source: Field Work 2025
Table 2 reveals that 75% of respondents agree that influencers help them discover new brands and products, while 25% either disagreed or were neutral. This suggests that a significant portion of KwaraPoly students rely on influencers for brand discovery.
Also, 65% of respondents agree that influencer recommendations feel more trustworthy than traditional advertisements, indicating that influencers play a critical role in shaping trust in product endorsements.
Furthermore, 70% of respondents are more likely to try a product endorsed by popular influencers, while 30% were not fully influenced by such endorsements.
In addition, 65% of respondents acknowledge that influencers affect their perception of brand quality, showing that influencers are key to shaping consumer impressions of brands.
Lastly, 70% of respondents follow influencers whose lifestyles or values align with theirs, suggesting that students are more inclined to engage with influencers they personally relate to.
Research Question 2:
How do social media influencers affect the purchasing decisions and brand loyalty of KwaraPoly students?
Table 3: Influence of Social Media Influencers on Purchasing Decisions and Brand Loyalty
	S/N
	STATEMENT
	SA
	A
	N
	D
	SD
	Total

	1
	I have become loyal to a brand because an influencer I like consistently promotes it.
	30
	35
	20
	10
	5
	100

	2
	I often compare influencer-recommended products before making a purchase.
	25
	40
	15
	15
	5
	100

	3
	The number of likes, comments, and views on a post influences my decision to try a brand.
	20
	35
	20
	15
	10
	100

	4
	Influencer giveaways and promo codes encourage me to patronize certain brands.
	35
	40
	10
	10
	5
	100

	5
	I share influencer content about products I find interesting or useful.
	30
	35
	20
	10
	5
	100


Source: Field Work 2025
Table 4.2 reveals that 65% of respondents have become loyal to a brand because an influencer they like consistently promotes it, while 35% either disagreed or were neutral. This suggests that influencers strongly contribute to brand loyalty among KwaraPoly students.
Also, 65% of respondents often compare influencer-recommended products before making a purchase, indicating that influencers play a substantial role in shaping purchasing decisions.
In addition, 55% of respondents stated that the number of likes, comments, and views on a post influences their decision to try a brand, while 45% were less influenced by such social metrics.
Furthermore, 75% of respondents are encouraged to patronize certain brands through influencer giveaways and promo codes, which shows that incentives from influencers are effective in driving brand engagement.
Lastly, 65% of respondents share influencer content about products they find interesting or useful, suggesting that influencers also contribute to product visibility through content sharing.
Research Question 3:
What are the challenges and concerns KwaraPoly students face regarding the credibility and authenticity of social media influencers?
Table 4: Challenges and Concerns About Influencer Credibility
	S/N
	STATEMENT
	SA
	A
	N
	D
	SD
	Total

	1
	Some influencers promote products they don’t actually use.
	40
	35
	10
	10
	5
	100

	2
	I’ve regretted buying a product based on an influencer’s misleading promotion.
	30
	35
	15
	15
	5
	100

	3
	I prefer influencers who give honest, personal reviews.
	45
	35
	10
	5
	5
	100

	4
	I sometimes find it hard to distinguish between paid ads and genuine influencer content.
	35
	30
	15
	15
	5
	100

	5
	Influencer marketing is becoming too repetitive or unrealistic.
	25
	30
	20
	15
	10
	100


Source: Field Work 2025
Table 4.3 reveals that 75% of respondents agree that some influencers promote products they don’t actually use, while 25% either disagreed or were neutral. This suggests that there are concerns about the authenticity of influencer promotions among KwaraPoly students.
Also, 65% of respondents have regretted buying a product based on an influencer’s misleading promotion, showing that trust issues and promotional dishonesty are significant challenges.
Furthermore, 80% of respondents prefer influencers who give honest, personal reviews, indicating that transparency and authenticity are highly valued by students.
Additionally, 65% of respondents admitted that they sometimes find it difficult to distinguish between paid ads and genuine influencer content, suggesting that some promotional content lacks clear identification.
Lastly, 55% of respondents feel that influencer marketing is becoming too repetitive or unrealistic, which may lead to decreased interest or trust in influencer promotions over time.
4.2. Analysis Of Research Questions
Research Question 1: To what extent do social media influencers influence KwaraPoly students’ discovery and perception of new brands?
The first research question sought to determine the extent to which social media influencers influence KwaraPoly students' discovery and perception of new brands. The findings reveal that a significant number of respondents (75%) agreed that influencers help them discover new brands and products, while 25% either disagreed or were neutral. This suggests that social media influencers play a major role in introducing new brands to students within the institution. Additionally, 65% of the respondents agreed that influencer recommendations feel more trustworthy than traditional advertisements, indicating that influencers have built a stronger level of credibility compared to conventional marketing channels.
Furthermore, 70% of the respondents agreed that they are more likely to try a product endorsed by a popular influencer. This highlights the persuasive power that influencers have in shaping students' consumer behavior. Also, 65% of the respondents acknowledged that influencers affect their perception of brand quality, showing that influencers can influence not only the discovery of new brands but also the perceived value of these brands. Moreover, 70% of the respondents stated that they follow influencers whose lifestyle or values align with theirs, suggesting that personal connection and relatability are key factors that drive students’ engagement with influencers. Overall, the findings show that social media influencers significantly impact brand awareness and perception among KwaraPoly students.
Research Question 2: How do social media influencers affect the purchasing decisions and brand loyalty of KwaraPoly students?
The second research question aimed to assess how social media influencers affect the purchasing decisions and brand loyalty of KwaraPoly students. The analysis shows that 65% of the respondents confirmed they have become loyal to a brand because an influencer they admire consistently promotes it, while 35% either disagreed or remained neutral. This indicates that influencers can build long-term consumer relationships and loyalty through sustained promotion. Additionally, 65% of the respondents stated that they often compare influencer-recommended products before making a purchase, which demonstrates that influencers not only inspire interest but also drive deeper product consideration among potential buyers.
Moreover, 55% of the respondents reported that the number of likes, comments, and views on a social media post influences their decision to try a brand. This reflects the power of social proof in shaping consumer decisions within the student community. The analysis further reveals that 75% of the respondents are encouraged to patronize certain brands through influencer giveaways and promo codes, which shows that such marketing strategies are highly effective among KwaraPoly students. Additionally, 65% of the respondents said they share influencer content about products they find interesting or useful, suggesting that influencers contribute to peer-to-peer promotion and extended brand visibility. These results collectively indicate that social media influencers strongly influence both the purchasing decisions and brand loyalty of students.
Research Question 3: What are the challenges and concerns KwaraPoly students face regarding the credibility and authenticity of social media influencers?
The third research question focused on identifying the challenges and concerns KwaraPoly students face regarding the credibility and authenticity of social media influencers. The findings reveal that 75% of the respondents believe some influencers promote products they do not actually use, while only 25% either disagreed or were uncertain. This suggests that trust issues regarding influencer authenticity are widespread among the student population. Additionally, 65% of the respondents admitted to regretting purchasing products based on misleading influencer promotions, highlighting the potential risks and dissatisfaction that can arise from influencer marketing.
Furthermore, a notable 80% of the respondents expressed a preference for influencers who provide honest and personal product reviews, indicating that authenticity and transparency are highly valued by students. The analysis also shows that 65% of the respondents sometimes find it difficult to distinguish between paid advertisements and genuine influencer content, which raises concerns about clarity and honesty in social media promotions. Lastly, 55% of the respondents feel that influencer marketing is becoming too repetitive or unrealistic, which may gradually reduce the effectiveness of influencer campaigns if not addressed. These findings collectively reveal that while influencers have considerable impact, there are significant concerns about honesty, transparency, and promotional saturation among KwaraPoly students.
4.3. Discussion of Findings
The findings of this study have provided valuable insights into how social media influencers impact brand patronage among KwaraPoly students. The study revealed that social media influencers play a significant role in brand discovery, product perception, purchasing decisions, and brand loyalty within the student population.
From the analysis of the first research question, it was established that social media influencers greatly influence the discovery and perception of new brands among KwaraPoly students. A majority of respondents agreed that influencers help them discover new products and that influencer recommendations often feel more trustworthy than traditional advertisements. This finding aligns with the Uses and Gratifications Theory, which suggests that audiences actively seek media that satisfy their personal needs. In this case, students intentionally follow influencers to obtain useful information about brands and products. The study also showed that students are more likely to try a product endorsed by an influencer they admire, indicating that influencers have a direct impact on consumer behavior. Additionally, the fact that many students follow influencers whose lifestyles or values align with theirs demonstrates the importance of relatability and shared identity in influencing consumer choices.
Regarding the second research question, the study found that social media influencers significantly affect the purchasing decisions and brand loyalty of KwaraPoly students. The majority of respondents indicated that they have become loyal to brands consistently promoted by influencers. The findings also showed that students actively compare influencer-recommended products before making purchases, which suggests that influencers serve as important reference points in the decision-making process. Moreover, the number of likes, comments, and views on a post was reported to influence students' willingness to try a brand, indicating that social proof remains a strong motivator in consumer behavior. Additionally, influencer giveaways and promo codes were found to be highly effective in encouraging brand patronage among students. This supports the notion that interactive and reward-based marketing strategies can drive higher consumer engagement. The fact that many students also share influencer content about products they find interesting suggests that influencers not only affect individual purchasing decisions but also contribute to product visibility and peer-to-peer promotion.
For the third research question, the study uncovered several challenges and concerns related to the credibility and authenticity of social media influencers. A large number of respondents believe that some influencers promote products they do not actually use, which raises significant trust issues. Many students also admitted to regretting purchases based on misleading influencer promotions. This finding highlights the growing concern about deceptive practices in influencer marketing and the need for more authenticity in product endorsements. Interestingly, most students indicated that they prefer influencers who offer honest, personal reviews, underscoring the importance of transparency in building long-term trust. Additionally, some students found it difficult to distinguish between paid advertisements and genuine influencer content, pointing to the increasing sophistication of sponsored content and the potential for consumer confusion. Lastly, the perception that influencer marketing is becoming too repetitive or unrealistic suggests that students are becoming more critical and selective about the influencer content they engage with.
In summary, the findings reveal that social media influencers hold significant power in shaping brand perceptions, purchasing behaviors, and loyalty among KwaraPoly students. However, the study also highlights credibility issues that could undermine the long-term effectiveness of influencer marketing if not addressed. For influencers and brands to maintain trust and influence, there is a clear need for more honest, transparent, and relatable content that resonates with the target audience.











CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1 Summary
This study examined the impact of social media influencers on brand patronage among students of Kwara State Polytechnic (KwaraPoly). The study explored the extent to which social media influencers influence brand discovery, affect purchasing decisions, and the challenges students face regarding influencer credibility. The research was guided by three research questions and data were collected using a structured questionnaire distributed to 100 respondents.
The analysis revealed that a majority of KwaraPoly students rely on social media influencers for discovering new brands and trust their product recommendations more than traditional advertisements. The findings also showed that many students are more likely to try products endorsed by influencers they admire, and they tend to follow influencers whose lifestyles align with their personal values.
Additionally, the study found that social media influencers significantly influence purchasing decisions and brand loyalty. Most respondents indicated that they have become loyal to brands consistently promoted by influencers. Influencer giveaways, promo codes, and social media engagement (likes, comments, and views) were found to be powerful drivers of consumer interest and brand patronage. Moreover, students were willing to share influencer content about products they found interesting or useful.
However, the study also revealed major concerns about influencer credibility. Many students believe that some influencers promote products they do not actually use, and several respondents admitted to regretting purchases based on misleading promotions. Students expressed a preference for influencers who offer honest, personal reviews and pointed out the difficulty in distinguishing between genuine content and paid advertisements. The repetitive nature of influencer marketing was also noted as a growing concern.
5.2 Conclusion
Based on the findings, it can be concluded that social media influencers play a substantial role in shaping brand awareness, perception, and consumer behavior among KwaraPoly students. Influencers have become trusted sources of product information and have a strong influence on students' purchasing decisions and brand loyalty.
However, despite their growing influence, there are significant challenges regarding the authenticity and credibility of social media influencers. Mistrust, misleading promotions, and repetitive marketing strategies can potentially reduce the effectiveness of influencer marketing over time. Therefore, for influencers and brands to maintain relevance and consumer trust, there is a need to prioritize transparency, honesty, and meaningful engagement with their audience.
5.3 Recommendations
Based on the findings of this study, the following recommendations are made:
1. Influencers Should Promote Authenticity: Social media influencers should only endorse products and services they genuinely use and believe in to maintain trust and credibility among their followers.
2. Brands Should Partner with Credible Influencers: Companies should carefully select influencers who have a track record of honest reviews and strong audience engagement, rather than focusing solely on follower counts.
3. Clear Disclosure of Sponsored Content: Influencers and brands should clearly indicate when a post is a paid advertisement to help followers easily distinguish between promotional and personal content.
4. Innovative and Varied Marketing Strategies: Brands and influencers should adopt creative and diverse approaches to influencer marketing to prevent content from becoming repetitive or unrealistic.
5. Educate Consumers on Influencer Marketing: There should be increased efforts to educate students and social media users on how to critically evaluate influencer content to avoid falling victim to misleading promotions.
6. Future Research: Further studies should be conducted to assess the long-term impact of influencer marketing on consumer trust and loyalty in different educational and geographical settings.
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Appendix
DEPARTMENT OF MASS COMMUNICATION
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY (IICT)
KWARA STATE POLYTECHNIC, ILORIN
Dear Respondent,
I am a final-year student of Mass Communication, HND2, conducting a research study titled:
“Assessing the Impact of Social Media Influencers on Brand Patronage Among KwaraPoly Students.”
This questionnaire is designed strictly for academic purposes. Your answers will be kept confidential and used solely for research analysis.
INSTRUCTIONS:
Please tick [√] the option that best represents your views. The questionnaire is divided into three sections:
Section A (Personal Data), Section B (Exposure and Engagement), and Section C (Influence on Brand Patronage).
SECTION A: PERSONAL DATA
1. Gender: Male [ ] Female [ ]
1. Age: 16–20 [ ] 21–25 [ ] 26–30 [ ] Above 30 [ ]
2. Level of Study: ND1 [ ] ND2 [ ] HND1 [ ] HND2 [ ]
3. Faculty/School: __________________________
SECTION B: EXPOSURE AND ENGAGEMENT WITH INFLUENCERS
1. Which platform(s) do you mostly use to follow influencers?
Instagram [ ] TikTok [ ] Facebook [ ] Twitter/X [ ] YouTube [ ] Others (specify): ___________ 
1. Do you actively follow social media influencers? Yes [ ] No [ ]
2. How often do you interact with influencer content (likes, comments, shares, views)?
Very Often [ ] Often [ ] Occasionally [ ] Rarely [ ] Never [ ]
3. What type of influencers do you follow most? Fashion [ ] Tech [ ] Fitness [ ] Lifestyle [ ] Education [ ] Comedy/Entertainment [ ]
4. Have you ever purchased a product or service because an influencer recommended it? Yes [ ] No [ ]
5. Do you trust the product reviews or endorsements made by social media influencers?
Yes [ ] No [ ] Not Sure [ ]
SECTION C: INFLUENCE OF SOCIAL MEDIA INFLUENCERS ON BRAND PATRONAGE
Instruction: Tick [√] the option that best expresses your opinion.
Key:
SA = Strongly Agree | A = Agree | N = Neutral | D = Disagree | SD = Strongly Disagree
RQ 1: To what extent do social media influencers influence KwaraPoly students’ discovery and perception of new brands?
	s/n
	STATEMENT
	SA
	A
	N
	D
	SD

	1
	Influencers help me discover new brands and products.
	
	
	
	
	

	2
	Influencer recommendations feel more trustworthy than traditional advertisements.
	
	
	
	
	

	3
	I am more likely to try a product endorsed by a popular influencer.
	
	
	
	
	

	4
	Influencers affect my perception of brand quality.
	
	
	
	
	

	5
	I follow influencers whose lifestyle or values align with mine.
	
	
	
	
	


RQ2: How do social media influencers affect the purchasing decisions and brand loyalty of KwaraPoly students?
	s/n
	STATEMENT
	SA
	A
	N
	D
	SD

	1
	I have become loyal to a brand because an influencer I like consistently promotes it.
	
	
	
	
	

	2
	I often compare influencer-recommended products before making a purchase.
	
	
	
	
	

	3
	The number of likes, comments, and views on a post influences my decision to try a brand.
	
	
	
	
	

	4
	Influencer giveaways and promo codes encourage me to patronize certain brands.
	
	
	
	
	

	5
	I share influencer content about products I find interesting or useful.
	
	
	
	
	


RQ3: What are the challenges and concerns KwaraPoly students face regarding the credibility and authenticity of social media influencers?
	s/n
	STATEMENT
	SA
	A
	N
	D
	SD

	1
	Some influencers promote products they don’t actually use.
	
	
	
	
	

	2
	I’ve regretted buying a product based on an influencer’s misleading promotion.
	
	
	
	
	

	3
	I prefer influencers who give honest, personal reviews.
	
	
	
	
	

	4
	I sometimes find it hard to distinguish between paid ads and genuine influencer content.
	
	
	
	
	

	5
	Influencer marketing is becoming too repetitive or unrealistic.
	
	
	
	
	



