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entertainment swiftly disappear and advertisers are left in the lurch. This new, jarring media
universe is forged by the interaction of converging technologies and the changes they drive in how,
when, and why people consume them (and the advertisements they contain)” (Baran, 2013, p.320).
It suffices to say that experts’ projection on the influence of these platforms on the general
advertising activities within the scope of integrated marketing communication cannot be over
emphasised.

Muhammad and Faraz (2011), described integrated marketing

communication as: “A strategic business process used to plan, develop,

execute and evaluate coordinated, measurable, persuasive brand

communication programmes over time with consumers, customers,

prospects, and other targeted, relevant external and internal audiences. The

key difference in this definition of Integrated Marketing Communication

(IMC) from that of just marketing communication is highlighted by the

use of three words: 1) strategic, ii) evaluate and iii) measurable. In essence,

IMC enforces use of marketing communication mix in such a way that it is

strategically designed to achieve certain objectives, measured to enforce

accountability over marketers and are evaluated over time” (p.9).

Also, Maplestone (2013) defines IMC as “an audience driven a business process of
strategically managing stakeholders, content, channels, and results of brand communication
programs”. (p.19) In view of these descriptions, it should be noted that the media have undergone
an extensive phase of development in the last ten years. Previously, marketers focused on
promoting their product/service in traditional media like TV, radio, newspapers. However, the
marketing world has gone digital as technology has become an important part of daily lives
(Muhammad & Faraz, 2011). These changes significantly dovetailed into the vibrant adoption of
the social media in the space of integrated marketing communication of which advertising plays a
major role.

Social media has become a public sphere wherein individuals share opinions, insights,

experiences and perspectives. In this new world of social interaction, marketers connect and
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communicate with consumers in order to influence their purchasing decisions (Rammnarain &
Govender, 2013). Rammnarain and Govender (2013) use the term ‘consumer generated media’
interchangeably with social media when he said that: “they are a variety of new sources of online
information that are created, initiated, circulated and used by consumers intent on educating each
other about products, brands, services, personalities, and issues” (Maplestone, 2013, p.19).

Ganguly (2015) notes that social media advertising has come a long way in a relatively short
period of time. Social media platforms, including, wikis, blogs, micro-blogs, vlogs, podcasts and
content communities, seem to have shifted audiences from traditional, objective, rational and
institutional perspectives of social networking to subjective, emotive, personalised perspectives
(Kumara as cited in Rammnarain & Govender, 2013). The shift is driven by advancement in
communication technology (Belch &Belch cited in Adelabu, 2015).

Advertising on the internet takes a variety of forms. Advertisers are charged various
amounts of fee relative to what they advertise and duration of adverts in specific blogs. They also
use the pay per click advertising where advertisers only pay when a customer clicks on the ad and
links to the advertiser’s website (Adelabu 2015). Some other forms of online advertising include
display advertisements, search-related advertisements, and online classifieds. The most common
form is banners, banner-shaped advertisements found at the bottom, top, left, right or centre of a
web page, pop-ups and interstitials. Pop-ups are online advertisements that appear suddenly in a
new window in front of the window being viewed. Interstitials are online advertisements that appear
between screen changes on a web-site, especially while a new screen is loading (Kotler, Armstrong,
Wong, & Saunders, 2008). The relevance of social media can be seen in television advertisements
which sign off with a plea for consumers to visit their websites, Facebook or Twitter page with the

promise of an exciting online experience, fun incentives and a sense of community that people
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actually want to get involved with. This situation is also very prominent in the Nigerian market
particularly for products targeting the youths (Otugo, Uzuegbunam & Obikeze 2015).
2.2.8 Problems in Social Media Advertising

Despite the prospects of social media in advertising, it has its attendant challenges. Recent
studies have highlighted the impact of user-generated content (UGC) and social networking as
significant forces on the internet, presenting both opportunities and challenges for marketers (Smith
et al., 2022). Traditionally, marketers have been able to buy time or space on fixed media in a
controlled context that almost guaranteed them that their messages will not be delivered in a hostile
or inappropriate environment. However, such guarantees are harder to make as the lack of control
can be a source of great anxiety for marketers (Muhammad & Faraz, 2011).

User Generated Content (UGC) requires marketers to alter their approach and become more
conversational with their target audiences on the social media platforms but the results may be that
of mixed reactions due to the unique and complex level of engagement. Discussions on UGC sites
are conversations initiated, maintained and owned by customers themselves; hence marketers are
required to be smart and react in a manner that meets the expectations of individuals on the
platforms else, they risk the disapproval of their target audiences. (Muhammad & Faraz, 2011)
Adelabu (2015), further identified some weaknesses of online/social media advertisement which
include:

e Measurement Problems: one of the greatest disadvantages of the internet is the lack of
reliability of the research numbers generated.

e Clutter: as the number of ads proliferates, the likelihood of one’s ad being noticed drops
accordingly. The result is that some advertisements may not get noticed, and some

consumers may become irritated by the clutter.
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e Poor Reach: while internet numbers are growing by leaps and bounds, its reach still lags
behind that of television.

e Irritation: numerous studies have reported on the irritating aspects of some Web tactics.
These studies have shown consumers’ discontent with clutter, e-mail SPAM, and pop-ups
and pop-unders. These irritating aspects can deter visitors from coming to or returning to the
sites.

2.2.9 Consumers’ Attitude toward Social Media Advertising

According to Philip, Armstrong and Opresnik (2018), attitude could be positive and
negative due to the extent of favorability attached to feelings. Attitude has three com-ponents
named as affect, cognition and behaviour, which means to feel, believe or behave about/to the
object (Yavuz & Cansiz, 2019). Customer attitude towards networking advertisement is cognitive
and can be positive or negative (Kornias & Halalalu, 2012). Moreover, they are deemed to be a vital
indicator of advertisement success, therefore, studying the factors affecting the behaviour of
customers is very important in designing advertisements and especially for social media. Reports
regarding the attitude of customers towards generalized advertisements state the development of
positive attitude in customers is linked to interactivity and personalization (Hadija, Barnes & Hair
2012). Huge numbers of advertising models have been developed to explain attitude dependency on
various factors (Kornias & Halalau, 2012).

An example of traditional advertising models includes a Pollay and Mittal model developed
in 1993, which consisted of seven factors (Kornias & Halalau, 2012). The model displayed product
information, entertainment and social information as utility factors. In addition to these factors, four
socio-economic factors are also included. This model is limited by factors such as the difficulty in

articulating the economic factors, and considering only traditional advertisement systems, which
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makes this system unusable in the study of the analysis of customer attitude towards advertisements
(Komias & Halalau, 2012).

Another model was developed by Ducoffe in 1996. It includes information, entertainment
and irritation as its three factors. Unlike Pollay and Mittal, 1993 model, socio-economic factors are
not considered. These factors have been also analysed by various researchers for determining
customer attitude towards advertisement. The model is found to be simple and effective (Kornias &
Halalau, 2012). In 2001, one additional factor, credibility, was integrated by Bracket and Carr to
Ducoffe’s (1996) model as a component, as it offered further explanation of the attitude toward
advertising construct.

Further in 2012, interactivity was added to the above-combined model by Logan et al
(2012). This study has two dimensions: the first dimension focuses on the use of all the four factors
described by Ducoffe (1996) and Bracket and Carr (2001), including entertainment as a factor. The
second dimension of research user-related variables is analyzed. Attitude is a derived composite
outcome of the interaction between a person’s beliefs (cognitive thoughts) and expressed emotions
(affective feelings) with respect to those beliefs. Knowledge of these interactions can help to predict
a consumer’s behaviour (conative action) (Asiegbu Powei & Iruka, 2012). Review of all the attitude
associated factors has been carried out by many researchers and was found to be useful (Ducoffe,
1996; Brackett & Carr, 2001; Kornias & Halalau, 2012; Lou & Yuan, 2019).

2.2.10 Consumer Perception on Social Media Advertising

Shiff and Morgaeu (2003), assert that perception determines which of the different products
category consumer will choose. Shiff and Morgaeu (2003) add that perception could be a person’s
personal views or feelings about a particular product and service. Shiff and Morgaeu (2003), further

observe that through social media advertising, large audiences can be reached with just a simple
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message that presents them the opportunities to understand the product, its primary function and
how it relates to other products.

Abimaje (2014), indicate that the purpose of social media advertising is to make potential
buyers respond more favourably to the firm’s offering. Abimaje (2014), adds that social media
advertising provides information, creates and modifies consumers’ desire and provides reasons for
preferring a particular product. According to Vani, Babu and Panchanatham (2011), the captivating
and persuasive nature of social media advertising creates want through passive compulsion so that
the consumer will buy the product. Abimaje (2014), further adds that social media advertising also
helps society by improving competition, lowering prices, encouraging more product choices,
supporting the media and providing information.

According to Solomon (2002), the central goal of any given advertisement is to persuade
customers by changing and modifying their attitudes towards the product. Abimaje (2014), observes
that before a consumer can consider a product, the consumer must be aware of the existence of such
product, hence a consumer’s choice is limited to the set of product he is aware of and this awareness
is a function of the demography of the consumer and his exposure to the advertisement. Abimaje
(2014), asserts that every advertising campaign is based on six principles which are; to secure
attention, to arose interest, to develop and sustain the interest, to create desire, to incite action and to
create goodwill.

Wellbacher (2003), asserts that for consumers’ perception of social media advertising to be
better understood, advertisers need to consider their beliefs and feelings about such social media
advertising as well as the way consumers behave towards it. According to Wellbacher (2003), the
trust consumers hold about the credibility of an advertisement will likely influence information

offered by such advertisement. He observes that if consumers do not trust the media, then they are
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less likely to pay attention to it. Wellbacher (2003), further adds that every piece of advertising
message and the media used for the dissemination of the information should be credible enough 'so
that consumer will have no reason to distrust both the message and the medium. This way,
consumer will hold the organization in high esteem and regard their product or brand as worth
buying.

2.3  Empirical Report Review

Chrisniyanti and Fah (2022) “researched on the impact of social media marketing on
purchase intention of skincare products among Indonesian young adults”. This study aims to
nvestigate the impact of social media marketing activities (SMMAs) on purchase intention of
skincare products among Indonesian young adults. The secondary objective of this study is to
nvestigate the mediating effect of subjective norms, perceived behavioral control, brand awareness,
ind social brand engagement on the relationship between social media marketing activities on
urchase intention of skincare products. This study adopted theory of planned behavior. This study
dopts a quantitative cross-sectional method.

A total of 271 responses were collected from the respondents aged 18 to 34 years old
hrough non-probability sampling. It was found that social media marketing activities (SMMAs)
ave a positive significant impact on purchase intention of skincare products among Indonesian
oung adults. Additionally, the relationship between social media marketing activities and purchase
ntention was significantly mediated by subjective norms, perceived behavioral control, brand
wareness, and social brand engagement. The findings of this study will assist skincare brands’
narketers and future researchers to have useful insight into the impact of social media marketing

ctivities on purchase intention of skincare products. Chrisniyanti and Fah (2022)’s research is
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relevant to this study because they both show the relationship between social media marketing
activities and purchase intention of consumers.

Ihinmoyan (2022) researched on the “effects of digital advertising on consumer buying
behaviour in Nestle Plc Nigeria Lagos”. This study seeks to investigate the effects of digital
advertising on consumer buying behaviour in Nestle Plc Lagos Nigeria. The study adopted
mediation reality theory, shifting reality theory and the magic of the meaning theory. The researcher
adopted the cross sectional design. The population for the study were customers of Nestle Nigeria
Plc and purposive sampling technique was used in selecting the sample of 100 participants (40%)
male and (60%) female. Results from the study revealed that there was a significant relationship
between digital advertising and consumer buying behavior in Nestle Nig Plc [r (98) = 295 p <
.05];there is a significant influence of consumer buying behavior in Nestle Nig Plc [F (2, 99)
=27.361; p<0.05].It was recommended that digital advertising information should be clear, concise,
consistent and compelﬁng to attract more customers.; companies should conduct quarterly digital
marketing research, so as to gather information as regard the digital platforms to meet the target
market in order to meet the projected sales and profit level set by them. Thinmoyan (2022) research
is relevant to this present study because they both examine the significant relationship between
digital advertising and consumer buying behavior.

Aji, Nadhila and Sanny (2020) researched on “effect of social media marketing on
Instagram towards purchase intention: Evidence from Indonesia’s ready-to-drink tea industry”. This
study attempts to investigate whether Social Media Marketing Activity (SMMA) carried out by
companies / brands have a positive impact on their brand equity, e-WOM distribution on social
media and customers' purchase intention. The objective of this paper is to investigate the impact of

SMMA towards customers' purchase intention. The study adopted psychometric theory. The
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researchers tried to survey the results of previous studies to give more benefits to the readers and
researchers in this area of study. Research data was collected using an online questionnaire survey
of 114 participants of Instagram users in Indonesia. The results of structural equation modelling
supported the current model’s validity and indicated a positive effect of SMMA towards brand
equity. Moreover, brand equity had a positive impact on Electronic-Word of Mouth (e-WOM); and
e-WOM maintained a positive influence towards customers' purchase intention. Finally, SMMA
also has showed a direct impact to customers' purchase intention. Aji, Nadhila and Sanny (2020)’s
study is relevant to this present study because they both highlighted the effect of social media
marketing towards purchase habit of consumers.

Zeqiri, Ibraimi and Zuferi (2019) conducted a research on the “impact of billboard
advertising on consumer buying behavior”. The study found the effect of billboard advertisements
on consumer buying behaviour. It also sees factors like, lay out, size, visual appeal, texts, etc., that
play an important role in consumer buying behaviour. The study uses secondary and primary data.
The secondary data is collected from literature review, whereas the primary data is collected
through a structured questionnaire with the Likert Scale (1 denoting consumer’s “completely
disagreed” position, and “5 denoting completely agreed” position, with 3 being a neutral position.
The collected data is analyzed using the SPSS statistical software. The results of the analysis show
that consumers agree that billboard advertising is important and has an impact on consumer
purchase decisions. So, the study offers some insights for companies in order to use them in their
outdoor advertisements. Zeqiri, Ibraimi and Zuferi (2019)’s study is relevant to this present research
because the both show the importance and impact of advertising on consumer purchase decisions.

Binwani and Ho (2019) researched on the “effects of social media on cosmetic brands.

Social media has become an increasingly important platform for brands in order to showcase their
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products”. The social media posts can reach a wide range of potential customers from all over the
world and generate buzz, particularly in the cosmetics industry. This study extends Kim and Ko’s
(2012) research by examining the role of social media marketing activities in enhancing brand
equity, value equity and relationship equity, specifically among cosmetic users. Findings from 201
cosmetic users revealed that social media marketing activities influence users’ perception on brand,
value and relationship equity with the cosmetic brands differently as compared to Kim and Ko’s
(2012) findings in the luxury segment. This study also finds varying role of relationship equity and
value equity in forming brand equity and influencing the degree towards cosmetic customers’ future
purchase intention. Binwani and Ho (2019)’s research is relevant to this present study because they
both expatiate the important role advertising plays and how advertisement is influencing the degree
towards cosmetic customers’ future purchase intention.

Nwankwo and Ifejiofor (2018) did a research on Social media: A critical examination of its
effect on students’shopping habits. The reason for this study is to examine the effect of social media
advertisement on students’ shopping habit in Nigeria, as well as examine the effect of social media
credibility on students’ shopping habits in Nigeria. The research focused on internet users (students)
from five selected Local Government Councils (Oyi, Idemili North and South, Onitsha North and
South) particularly those who use social media sites. Data was collected using questionnaires and
interviews from the population of internet users of the selected five selected Local Government
Councils. A sample of 150 internet users was drawn from the population. Regression statistics was
used to analyse the established variables. The test conducted show that social media advertisement
and credibility has significant effect on students’ shopping habit. Based on the outcome of the
findings, the authors recommend that advertisers should give all the details that are needed for easy

patronage of the products. In addition, users of social media in promotion of products, especially
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manutacturers and middlemen, should know that the credibility of any social platform creates an
added advantage to the profit of that organization. Nwankwo and Ifejiofor (2018)’s study is relevant
to this present study because they both try to understand how social media advertisement and
credibility has significant effect on students’ shopping habit.

Alalwan, (2018) did a research investigating the “impact of social media advertising features
on customer purchase intention”. The purpose of this paper is to research empirically, the impact of
social media on the purchasing behavior of consumers, and especially on how the feedbacks and
reviews influence each of the stages of the consumer decision making process, a sample of 828
randomly selected, Moroccan social media users, was investigated through a survey. The study
examined social commerce intentions through the uses and gratifications theory. The results show
that consumers' purchasing decision is highly influenced by social media networks. According to
the results, the influence of social media on information and evaluation of alternatives stages is
higher than the rest of the stages of the purchase decision making process. Finally, almost most of
the survey respondents (85, 4 %) believe that social media has an impact on our purchasing
behavior. The study recommended that E-commerce companies are increasingly encouraging their
users to connect to social media venues such as Facebook and Pinterest. The main strategic goal of
such social connections is to boost user interaction and adoption on social media. Alalwan, (2018)’s
study is relevant to this present study because the both try to understand if consumers' purchasing
decision is highly influenced by social media networks.

Anatasia, Sunitarya and Adriana (2016) researched on the “effects of advertising strategies
on consumer trust:a case of skin care products in Taiwan”. The main aim of this study was to
develop advertising strategies in order to increase consumer trust. Four advertising elements:

celebrity endorsement, branding, product attribute, and third party certification were investigated.
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Data were collected to answer two research questions: (1) To investigate the advertising strategies
of skin care products leading to consumer trust, (2) To know the effects of advertising strategies in
skin care products on consumer trust. The study was anchored on equity theory A 5-point Likert
scale survey was distributed to the female population in Taipei area. Via online and personal
approaches, 266 questionnaires were returned. Targeting on 18-30 years old female skin care
product users who stay in Taipei area more than six months, 240 qualified questionnaires were
analyzed. The four independent variables are found having a significant relationship with trust in
skin care advertising, in which branding has the greatest influence on increasing consumer trust.
The control variable which is financial status is not found having statistically significant effect on
consumer trust. To conclude, this study is dedicated to the communities in order to optimize their
marketing strategies. Anatasia, Sunitarya and Adriana (2016)’s study is relevant to this present
study because they both show how advertising is a good tool for creating awareness and persuading
customer to choose appliances of their choice.

Muhammad, and Dwi, (2015) researched on the “impact of online advertising on consumer
attitude and interests buy online”. The objective of study is to find out to the impact of Online
Advertising on Consumer Attitude and Interests Buy Online. The theory study is based on online
advertising on consumer Attitude and Interests Buy Online a research theoretical framework is
constructed to illustrate the impact of online advertising on Consumer Attitude and Interests Buy
Online. The study consisted 90 sampled respondents make shopping online. It findings of the study
found that most of the online advertisement platform makes is easy for the audience to engage with
your advertisement or products. As an advertiser we would be able to get more feedback from the
audience and thereby improve the quality of our advertisement going forward. The study

recommended that it can be inferred that marketer’s efforts have gone well beyond just mere selling
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of the products and goods. The study had made sure that efforts taken by the marketers to create
awareness about the product, made them understand the importance of the product and prepared
them to buy branded products through online advertising. Muhammad, and Dwi (2015) research is
relevance to this present study because they both are trying to understand the impact advertising has
on consumer attitude and interests buy online. The study both try to explain the efforts taken by the
marketers and organizations to create awareness about the product, importance of the product and

prepared them to buy branded products through online advertising.
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CHAPTER THREE
METHOD OF THE STUDY

3.1 Research Design

A research design is a systematic plan used to investigate a scientific problem (Rahman, Ali,
& Khan, 2021). The research design adopted in this study is qualitative research design utilizing a
self-administered questionnaire.
3.2 Research Method

Research method refers to the description of how research will be done in order to ensure
valid and reliable study. For this study, survey method was used to samples the opinion of
respondents with the use of questionnaire.
3.3  Population of the Study

Ogundipe, Lucas and Sanni (2006) defined population as “the totality of all elements,
subjects or members that possess a specified set of one or more common definite attributes”. In this
research, the population of the study are undergraduates of Kwara State University, Malete. Thus,
the undergraduate students of Kwara State University are the sample size for this study. The total
population of undergraduates of Kwara State University in figure is 18,970 as at the time of this
study according to KWASU Registry. Thus, the population of the entire students of KWASU
represents the universe of the study.
3.4  Sample Size and Sampling Technique

Rahman, Tabash, Salamzadeh, Abduli and Rahaman (2022) describes sampling as the
process of selecting a suitable sample, while a sample is a subset of the population that is taken to

be representative of the entire population. The sample is an important feature of any study in which
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the goal is to make inferences about a population from a sample (Rahman, Tabash, Salamzadeh,
Abduli & Rahaman (2022).

To reach the 18,970 population will be almost impossible for the researcher because of the
sheer size. Thus, a sample becomes imperative. A sample is a subset of the population the
researcher actually examines to gather her data. The sample size for this study is calculated using
the Taro Yamanne formula, which is represented below:

n= N
1+N (e)?

Where: n= the sample size
N = the finite population size

e = level of significance (at 0.05 or 5% level of significance)

n= 18,970

1+18, 970 (0.05) 2
n= 18,970

1+18, 970 x 0.0025
n= 18,970

1+47.425
n= 18,970

T48425

n=  391.7, approximately to (392).

Thus, based on the calculation, 392 respondents was used as sample size for the study.
3.5 Research Instrument

According to Aini, Zaharuddin and Yuliana (2018), research instrument for the data
collection means the tools which will be used to coliect data for the purpose of testing hypothesis or

answering research questions. A well-structured questionnaire was used as the measuring
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instrument, because of the survey method that was adopted in this study, which gave room for
people’s opinions. The questions were structured in both close and open-ended formats. The
questionnaire was structured in two sections, section B consisted of questions that gave answers to
the research questions, while section would A consisted of demographic questions of the research.
3.6  Validity of the Research Instrument

Validity is an attempt to find out whether the test really measures what it is supposed to
measure (Kiley & Vaisey, 2020). Therefore, this supposes that after the researcher administers the
instrument, the researcher will examine the degree to which the responses of the respondents are
identical for the set of data. To ensure appropriateness of the research instrument, the questionnaire
was subject to the scrutiny of my supervisor and other lecturers in the Mass communication
department. Also, a pilot test was done on 20 undergraduates students of University of Ilorin to find
out if the instrument is valid. The result was used to adjust the instrument.
To ensure appropriateness of the research instrument, a face validity was carried out by an expert
for vetting and corrections to avoid errors and omissions before used.
3.7  Reliability of the Research Instrument

Before the commencement of data analysis, the reliability test was carried out to establish
that the instrument and its constructs had internal consistency and had actually measure what they
were designed to measure. For ascertaining the reliability, the researcher employed the Cronabach’s
Alpha Test of reliability. The reliability test was carried out to determine the consistency of all
responses given by respondents to the 18 items in the questionnaire used to get respondents
perception on impact of social media advertising on purchasing habit of undergraduates students of
Kwara State University, Malete. It also examines the interconnectedness of responses using

Cronabach’s Alpha (o) with a coefficient value ranging from 0 to 1 (Tavakol & Dennick, 2011).
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4.2 Analysis of Data on the Research Questions

Table 4.1: Demographic Characteristics of the respondents

Demography of Respondent for Survey Questionnaire

S/N  Respondent’s % (n) % (n)
Demographic
Variables
1. Gender Male Female
166(47.4%) 184(52.6%)
2 Age 16-20 21-25
100(28.6%) 104(29.7%)
3 Marital Status ~ Single Married
293 (83.7) 57(16.3%)
4 Religion Islam Christianity
207(59.1%) 143(40.9%)
5 Level 100 Level 200 Level
70(20%) 90(25.7%)

% (n) % (n) % (n)
26-30 31&
above
106(30.3%)
40(11.4%)
Divorced Separated
Others
300 Level 400 Level 500 Level
82(23.4%)

Total (n)

350
(100%)
350

(100%)

350
(100%)
350
(100%)
350

70(20%)  38(10.9%) (100%)

Table 4.1 shows that 47.4% of the respondents are males while 52.6% are females. On the

age of the respondents, 28.6% of the respondents are within the ages of 16-20 years, 29.7% are

within the ages of 21-25yrs, 30.3% within the ages of 26-30yrs and 11.4% are 31yrs and above. On

the respondent’s marital status, 293 or 83.7% are single and 57 or 16.3% are married. On the

religion, 207 or 59.1% of the respondents are Muslims while 143 or 40.9% of the respondents are

Christians. One the level of the respondent’s, 20% are in 100L, 25.7% in 200L, 23.4% are in

300Level, 20% are in 400L and 10.9% are in 500 Level.
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Research Question Une: 10 what extent are undergraduates exposed to advertisements on

social media?

Table 4.2: The extent to which undergraduates’ are exposed to advertisement on social media.

SN

updated about certain

products on social media

46

Statements % (n) % @m % @) % (n) % (n)

. Do you have a social media Yes No
account? 350 -

(100%)

. Which of the following Facebook Tiktok WhatsApp Instagram Others
social media platforms do 36 76 96 108 34
you see advertisement (10.3%) 21.7%) (27.4%) (30.9%) (9.7%)

. Are you aware of social Yes No
media advertising? 350 o

(100%)

.1 see advertisements on SA A U D SD

social media everyday 156 146 20 11 17
(44.6%)  (41.7%) (5.7%) (B.1%) (4.9%)

. I see advertisements of SA A U D SD
different products on social 182 107 36 25 -
media once in a day (52%) (30.6%) (10.3%) (7.1%)

.1 am not aware of SA A U D SD
advertisement on social - 30 176 144
media (8.6%) (50.3%) (41.1%)

. I regularly watch, read SA A U D SD
or/and listen to 132 144 36 17 21
advertisement to be (37.7%)  (41.1%) (10.3%) (4.9%) (6%)

Total

350
(100%)

350
(100%)

350
(100%)

350
(100%)

350
(100%)

350
(100%)

350
(100%)
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Table 4.2 above shows the extent to which undergraduates’ are exposed to advertisement on
social media. On the statement “Do you have a social media account?” 100% of the respondents
have social media account. On the statement “Which of the following social media platforms do you
see advertisement” 10.3% of the respondents choose Facebook, 21.7% of the respondents choose
Tiktok, 27.4% of the respondents choose WhatsApp, 30.9% of the respondents choose Instagram,
while 9.7% of the respondents choose others. On the statement “dre you aware of social media
advertising?” 100% i.e. all of the respondents said they are aware of social media advertising. On
the statement “I see advertisements on social media everyday”, 44.6% of the respondents strongly
agreed that they see advertisements on social media everyday, 41.7% agreed, 5.7% were undecided,
3.1% disagreed while 4.9% strongly disagreed with the statement. On the statement “I see
advertisements of different products on social media once in a day”, 52% of the respondents
strongly agreed, 30.6% agreed, 10.3% were undecided while 7.1% disagreed with the statement. On
the statement “/ am not aware of advertisement on social media”, 8.6% were undecided, 50.3%
disagreed while 41.1% strongly disagreed that they are not aware of advertisement on social media.
On the statement “I regularly watch, read or/and listen to advertisement to be updated about
certain products on social media”, 37.7% of the respondents strongly agreed that they regularly
watch, read or/and listen to advertisement to be updated about certain products on social media,
41.1% agreed, 10.3% were undecided, 4.9% disagreed while 6% strongly disagreed with the
statement.

From the above table undergraduates of Kwara State University are exposure to social
media advertisement of different products, most of them regularly watch, read or/and listen to the

social media advertisement to be updated about products.
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Research Question Two: On which social media platforms do undergraduates mostly view

advertisements?

Table 4.3: The social media platforms which undergraduates’ are likely to make purchasing

decisions
SN Statements SA A U D SD Total
8. Instagram. 182 142 26 - - 350
(52%) (40.6%) (7.4%) (100%
9. Tiktok. 122 124 26 42 36 350
(B4.9%) (35.4%) (74%) (12%) (10.3%) (100%
10. WhatsApp. 122 124 26 42 36 350
(26.3%) (35.4%) (74%) (12%) (10.3%) (100%
11. Twitter. 94 85 34 70 67 350
(26.9%) (24.3%) (9.7%) (20%) (19.1%) (100%
12. Facebook. 150 144 26 13 17 350
(42.9%) (41.1%) (7.4%) (3.7%) (4.9%) (100%
13. Others. 94 85 34 70 67 350
26.9%) (24.3%) (9.7%) (20%) (19.1%) (100%

Table 4.3 above shows the social media platforms on which undergraduates’ mostly view

advertisements. On the statement “Instagram”, 52% of the respondents strongly agreed, 40.6%

agreed, and 7.4% were undecided that the social media platforms on which undergraduates’ mostly

view advertisements is Instagram. On the statement “Tiktok”, 34.9% of the respondents strongly

agreed, 35.4% agreed, 7.4% were undecided, 12% disagreed while 10.3% strongly disagreed that

the social media platforms on which undergraduates’ mostly view advertisements is Tiktok. On the
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statement “WhatsApp”, 34.9% of the respondents strongly agreed, 35.4% agreed, 7.4% were
undecided, 12% disagreed while 10.3% strongly disagreed that the social media platforms on which
undergraduates’ mostly view advertisements is WhatsApp. On the statement “Twitter”, 26.9% of
the respondents strongly agreed, 24.3% agreed, 9.7% were undecided, 20% disagreed while 19.1%
strongly disagreed that the social media platforms on which undergraduates’ mostly view
advertisements is Twitter. On the statement “Facebook”, 42.9% of the respondents strongly agreed,
41.1% agreed, 7.4% were undecided, 3.7% disagreed and 4.9 strongly disagreed that the social
media platforms on which undergraduates’ mostly view advertisements is Facebook. On the
statement “others”, 26.9% of the respondents strongly agreed, 24.3% agreed, 9.7% were undecided,
20% disagreed while 19.1% strongly disagreed that the social media platforms on which
undergraduates’ mostly view advertisements are other ones not mentioned.

From the above table the social media platforms on which undergraduates’ mostly view
advertisements is through Instagram, Facebook, Tiktok as well as Whatsapp and social media
advertisements have significant influence on Kwara State University undergraduate awareness

about products.

49




image52.png
Research Question Three: What factors are likely to influence undergraduates' exposure to

advertisements on social media platforms?

Table 4.4: The factors that are likely to influence undergraduates’ exposure to advertisements

on social media platforms

SN Statements SA A U D SD Total
14. Social media advertisement help 146 164 20 12 8 350
me to know about new products 417%) (46.9%) (5.7% 3 49% 2 3%
that are available in the market. £ K LB . (100%)
15. Social media advertisements are 150 160 40 - - 350
informative, provides detail (42.9%) (45.7%) (11.4%
description about products and / ) (100%)
demonstrate the way of usage of
the product.
16. I feel satisfied when I get 150 160 40 - - 350
exposed to the advertisement of (42.9%) (45.7%) (11.4%
the product I like on social ¢ ! (100%)
media platform.
17 Social media advertisements 150 138 25 20 17 350
lead me to do a repeat purchase (42.9%) (394%) (1.1%) (57%) (4.9%
of a product. ) ¢ ) ) (00za)
18. Social media advertisement help 142 188 20 - - 350
me to know about new products (40.6%) (53.7%) (5.7%) (100%)

that are available in the market.

Table 4.4 above shows the factors that are likely to influence undergraduates’ exposure to

dvertisements on social media platforms. On the statement “social media advertisement helped me

o0 know about new products that are available in the market”, 41.7% of the respondents strongly

igreed, 46.9%, 5.7% were undecided, 3.4% disagreed while 2.3% strongly disagreed that social

nedia advertisement help me to know about new products that are available in the market. On the
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statement “social media advertisements are informative, provides detail description about products
and demonstrate the way of usage of the product”, 42.9% of the respondents strongly agreed that
social media advertisements are informative, provides detail description about products and
demonstrate the way of usage of the product, 45.7% agreed while 11.4% were undecided with the
statement. On the statement “/ feel satisfied when I get exposed to the advertisement of the product I
like on social media platform”, 42.9% of the respondents strongly agreed, 45.7% agreed while
11.4% were undecided with the statement. On the statement “social media advertisements lead me
to do a repeat purchase of a product”, 42.9% of the respondents strongly agreed that social media
advertisements lead me to do a repeat purchase of a product, 39.4% agreed, 7.1% were undecided,
5.7% disagreed while 4.9% strongly disagreed with the statement. On the statement “social media
advertisement help me to know about new products that are available in the market”, 40.6% of the
respondents strongly agreed, 53.7% agreed while 5.7% were undecided that social media
advertisement them to know about new products that are available in the market.

From the above table social media advertisement have an influence the buying habit of
Kwara State University undergraduates has it lead them to do a repeat purchase of a product. Kwara
State University undergraduates affirm that are satisfied with been exposed to social media advert
as it is informative and provides detail description about products.

4.3  Discussion of Findings

The findings from the study are discussed in line with the objectives of the study and the
research questions that were raised at the beginning of the study.

Research question one deals with the extent that undergraduates are exposed to
advertisements on social media. Based on the findings of this study, undergraduates of Kwara State

University are exposure to social media advertisement of different products, most of them regularly
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watch, read or/and listen to the social media advertisement to be updated about products. This is in
line with Bandura (1986), Gerbner, Gross, Morgan, Signorielli and Shanahan (1980) cultivation
theory that deduced that the audience has to pay attention to their messages, learn the contents of
the messages and make appropriate changes in their attitudes or beliefs, or produce the designed
behavioural responses. Thus, this theory also helps to explain the relationship between Kwara State
University undergraduates and influence social media advertising have on their choice and buying
habit of a particular product.

The research question two deals with the social media platforms undergraduates mostly
view advertisements. From the findings, the social media platforms on which undergraduates’
mostly view advertisements is through Instagram, Facebook, Tiktok as well as Whatsapp and social
media advertisements have significant influence on Kwara State University undergraduate
awareness about products. This is in line with Folarin (1998) uses and gratification theory that
indicatd the media and content choice is generally rational and directed towards certain specific
goals and satisfactions. Folarin (1998) uses and gratification theory also explains how many
organizations, companies, establishments makes use of social media advertising in promoting their
products and services because it is a medium to many who are not exposed to radio, television,
cinema, newspaper and have a significant amount of purchasing power that advertisers cannot
ignore.

The research question three deals with the factors that are likely to influence undergraduates'
exposure to advertisements on social media platforms. From the result social media advertisement
have an influence the buying habit of Kwara State University undergraduates has it lead them to do
a repeat purchase of a product. Kwara State University undergraduates affirm that are satisfied with

been exposed to social media advert as it is informative and provides detail description about
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