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CHAPTER ONE
1.0 Introduction
1.1 Background to the Study
In the last two decades, the emergence of social media has transformed the global communication and business landscape. Platforms such as Facebook, Instagram, Twitter (X), WhatsApp, YouTube, and TikTok have evolved from being channels of interpersonal interaction to powerful tools for digital marketing and customer engagement. Businesses and organizations now rely on social media marketing to reach wider audiences, promote their products and services, and build stronger customer relationships.
Unlike traditional marketing approaches such as television, radio, newspapers, and billboards, social media marketing provides interactive, cost-effective, and measurable strategies that enable companies to engage directly with their customers. Through targeted advertisements, influencer partnerships, online campaigns, and interactive content, organizations are able to increase customer awareness, influence purchasing decisions, and improve brand loyalty.
Globally, social media has become one of the most effective tools for digital commerce. According to Statista (2023), more than 4.7 billion people worldwide actively use social media, and businesses that employ social media marketing record higher engagement and sales conversion rates than those relying only on traditional methods. In Nigeria, the rise of internet penetration and mobile phone usage has created an enabling environment for social media marketing. Reports indicate that over 33 million Nigerians actively use platforms like Facebook, Instagram, and WhatsApp, with younger demographics being the most active users.
In Kwara State, like other parts of Nigeria, social media usage has become widespread among youths, entrepreneurs, and organizations. Businesses ranging from fashion outlets, food vendors, and entertainment brands to educational institutions are increasingly adopting social media platforms to promote their products and services. Customers, on the other hand, are influenced by online promotions, peer recommendations, influencer marketing, and product reviews. Despite its growing popularity, there is still debate regarding the actual effectiveness of social media marketing in influencing customer behavior, particularly in developing economies where digital literacy and infrastructure challenges persist.
This study, therefore, seeks to examine the effect of social media marketing on online customers in Kwara State, focusing on how it shapes consumer awareness, trust, and purchasing decisions.
1.2 Statement of the Problem
The rapid growth of social media in Nigeria has created both opportunities and challenges for businesses. While many companies and individuals invest heavily in social media marketing, there is limited empirical evidence on whether these efforts actually translate into customer loyalty, increased sales, or long-term brand growth. Some businesses have reported increased visibility without a corresponding rise in customer conversion, raising concerns about the true effectiveness of social media marketing.
In Kwara State, many small and medium-scale enterprises (SMEs) rely on social media as their primary marketing tool because it is cost-effective and has a wide reach. However, several issues persist. First, not all customers exposed to social media advertisements eventually purchase the advertised products. Second, cases of online fraud, misinformation, and fake reviews have eroded customer trust in some social media platforms. Third, there is inadequate research on how social media marketing strategies influence customers in local contexts, as most studies in Nigeria tend to focus on major cities like Lagos and Abuja.
As such, businesses in Kwara State face uncertainty on whether their social media marketing investments are yielding the expected impact. Do social media campaigns significantly influence customer awareness and purchasing decisions? Does online marketing build trust between businesses and their customers? What challenges do customers encounter when making purchase decisions through social media?
This study, therefore, addresses these gaps by investigating the effect of social media marketing on online customers in Kwara State, with particular emphasis on its role in shaping awareness, trust, and purchase decisions.

1.3 Objectives of the Study
1.3.1 General Objective
The general objective of this study is to investigate the effect of social media marketing on online customers in Kwara State.
1.3.2 Specific Objectives
The specific objectives of the study are to:
1. Examine the extent to which social media marketing influences customer awareness of products and services in Kwara State.
2. Assess the impact of social media marketing on customer trust and confidence in online businesses.
3. Determine the effect of social media marketing on the purchasing decisions of online customers.
4. Identify the challenges faced by customers when engaging with businesses through social media platforms.
5. Provide recommendations on how businesses in Kwara State can improve the effectiveness of their social media marketing strategies.
1.3.2 Specific Objectives
The specific objectives of the study are to:
1. Examine the extent to which social media marketing influences customer awareness of products and services in Kwara State.
2. Assess the impact of social media marketing on customer trust and confidence in online businesses.
3. Determine the effect of social media marketing on the purchasing decisions of online customers.
4. Identify the challenges faced by customers when engaging with businesses through social media platforms.
5. Provide recommendations on how businesses in Kwara State can improve the effectiveness of their social media marketing strategies.
1.4 Research Questions
Based on the objectives, the study seeks to answer the following research questions:
1. To what extent does social media marketing influence customer awareness of products and services in Kwara State?
2. How does social media marketing impact customer trust and confidence in online businesses?
3. What effect does social media marketing have on the purchasing decisions of online customers in Kwara State?
4. What challenges do customers encounter when engaging with businesses through social media platforms?
5. How can businesses in Kwara State enhance the effectiveness of their social media marketing strategies?
1.5 Research Hypotheses (if applicable)
In line with the research objectives and questions, the following hypotheses are formulated for testing:
Null Hypotheses (H₀):
1. H₀₁: Social media marketing has no significant influence on customer awareness of products and services in Kwara State.
2. H₀₂: Social media marketing has no significant effect on customer trust and confidence in online businesses.
3. H₀₃: Social media marketing does not significantly affect the purchasing decisions of online customers in Kwara State.
4. H₀₄: Customer engagement with social media platforms has no significant relationship with their buying behaviour.
5. H₀₅: Social media marketing is not more effective than traditional marketing strategies in influencing customer behaviour.
Alternative Hypotheses (H₁):
1. H₁₁: Social media marketing significantly influences customer awareness of products and services in Kwara State.
2. H₁₂: Social media marketing significantly affects customer trust and confidence in online businesses.
3. H₁₃: Social media marketing significantly affects the purchasing decisions of online customers in Kwara State.
4. H₁₄: Customer engagement with social media platforms has a significant relationship with their buying behaviour.
5. H₁₅: Social media marketing is more effective than traditional marketing strategies in influencing customer behaviour.
1.6 Significance of the Study
This study is significant in several ways:
1. For Businesses and Entrepreneurs:
The findings will provide valuable insights into how social media marketing can be effectively used to increase visibility, build trust, and influence customer decisions. It will help businesses in Kwara State, particularly small and medium-scale enterprises (SMEs), to refine their online marketing strategies and compete effectively in the digital economy.


2. For Customers and the General Public:
The study will enhance customers’ understanding of the benefits and risks of social media marketing. It will also highlight the challenges customers face in online transactions, thereby equipping them with knowledge to make better-informed decisions.
3. For Policy Makers and Regulators:
The study will offer evidence-based recommendations that can guide policymakers and relevant agencies in creating policies that regulate online marketing practices, protect customers from fraud, and promote fair competition in the digital space.
4. For Academics and Researchers:
The study contributes to the existing body of knowledge on social media marketing and consumer behaviour, especially within the Nigerian context. It also provides a reference point for future researchers who may wish to conduct similar studies in other states or sectors.
5. For the Researcher:
The study provides an opportunity for the researcher to practically apply theoretical knowledge gained in the classroom, develop problem-solving skills, and contribute to knowledge in the field of marketing and consumer studies.
1.7 Scope of the Study
This study focuses on examining the effect of social media marketing on online customers in Kwara State, Nigeria. The research is limited to social media users who actively engage with online businesses through platforms such as Facebook, Instagram, WhatsApp, Twitter (X), YouTube, and TikTok, as these platforms are the most widely used among Nigerians.
The study specifically covers:
1. Geographical Scope: The research is confined to Kwara State, with respondents drawn from selected local government areas (LGAs) to represent diverse groups of social media users in both urban and semi-urban communities.
2. Content Scope: The study is centered on how social media marketing affects customer awareness, trust, engagement, and purchasing decisions. It also investigates the challenges customers face when interacting with businesses on social media and compares the effectiveness of social media marketing with traditional marketing methods.
3. Population Scope: The target population includes students, entrepreneurs, civil servants, and general residents of Kwara State who are active users of social media and have experience with online transactions or exposure to online marketing campaigns.
4. Time Scope: The research covers social media marketing activities within the past five years (2020–2025) to ensure that findings reflect current trends in digital marketing practices.
The study does not attempt to cover the entire Nigerian population or all forms of digital marketing. Instead, it narrows its focus to Kwara State as a case study to provide in-depth insights that may also serve as a basis for further research in other regions.
1.8 Limitations of the Study
Like every research work, this study is subject to certain limitations which should be acknowledged:
1. Geographical Limitation: The research is restricted to Kwara State and therefore may not fully represent the experiences of social media users in other parts of Nigeria.
2. Sample Size Limitation: Due to time and financial constraints, only a limited number of respondents could be surveyed, which may affect the generalizability of the findings.
3. Response Bias: Some respondents may provide socially desirable answers or fail to give accurate information about their experiences with social media marketing.
4. Technological Challenges: Poor internet connectivity and low digital literacy among some respondents may limit access to online questionnaires or hinder full participation in the study.
5. Time Constraint: The time frame available for data collection, analysis, and report writing was relatively short, which limited the depth of exploration that could be achieved.
1.9 Definition of Key Terms
For clarity and better understanding, the following key terms are defined as they are used in this study:
1. Social Media: Online platforms and applications such as Facebook, Instagram, WhatsApp, Twitter (X), YouTube, and TikTok that enable users to create, share, and exchange content and information.
2. Social Media Marketing: The use of social media platforms and tools by businesses and individuals to promote products or services, engage customers, and influence consumer behaviour.
3. Online Customer: Any individual who uses the internet and social media platforms to search for product information, interact with businesses, or make purchase decisions.
4. Customer Awareness: The extent to which consumers recognize and are informed about a product, service, or brand through social media marketing efforts.
5. Customer Trust: The confidence customers have in a business or brand based on their perceptions of honesty, reliability, and credibility of the information shared on social media.
6. Purchase Decision: The process by which an online customer evaluates alternatives and chooses to buy a product or service, often influenced by social media content and advertisements.
7. Customer Engagement: The level of interaction between customers and businesses on social media platforms, including activities such as likes, shares, comments, and reviews.




CHAPTER TWO
2.0 Literature Review 
2.1 Conceptual Review 
2.1.1 Concept of Social Media 
Social media refers to a collection of internet-based platforms and applications that enable users to create, share, and exchange content, ideas, and information within virtual communities. Unlike traditional communication channels, which are one-way in nature (e.g., newspapers, radio, and television), social media allows for two-way, interactive, and real-time communication between individuals, groups, and organizations.
Kaplan and Haenlein (2010) define social media as “a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content.” This definition highlights two key elements:
Web 2.0 technology, which emphasizes interactivity, collaboration, and user participation, and User-generated content, which includes text, images, audio, video, reviews, and other forms of digital expression. 
In today’s digital age, social media has become one of the most influential tools for communication, networking, and marketing. Platforms such as Facebook, Instagram, Twitter (X), WhatsApp, YouTube, TikTok, Snapchat, and LinkedIn dominate global communication, with billions of active users worldwide. These platforms provide opportunities for personal interaction, business promotion, brand building, knowledge sharing, and customer engagement.
Social media can be broadly classified into the following categories:
Social Networking Sites (SNS): Platforms like Facebook, Twitter (X), and LinkedIn that allow users to connect, communicate, and build networks. Media Sharing Networks: Platforms such as Instagram, YouTube, and TikTok that focus on sharing visual and audiovisual content. Messaging Applications: Examples include WhatsApp, Telegram, and Facebook Messenger, which enable instant communication. Discussion Forums: Platforms such as Reddit and Quora, which allow knowledge exchange and community discussions. Consumer Review Networks: Platforms like TripAdvisor or Google Reviews, where customers share feedback and experiences with products and services. 
In the Nigerian context, social media has become an integral part of daily life, especially among youths and urban dwellers. With the growing availability of affordable smartphones, wider internet penetration, and mobile data services, platforms like WhatsApp, Facebook, and Instagram are among the most widely used. Social media has also expanded beyond personal communication to become a tool for political campaigns, business promotions, education, entertainment, and customer service.
From a marketing perspective, social media serves as a bridge between businesses and customers, enabling instant feedback, personalized advertising, and community engagement. The increasing popularity of e-commerce in Nigeria is closely tied to the growth of social media, where many small and medium-sized enterprises (SMEs) rely on platforms such as Instagram and WhatsApp to showcase and sell their products.
Thus, social media can be understood not just as a communication tool but also as a strategic platform for marketing, branding, and influencing consumer behaviour, which makes it a vital subject for this study.
2.1.3 Online Customer Behaviour
Online customer behaviour refers to the decision-making processes, attitudes, and actions of consumers when they search for, evaluate, and purchase products or services over the internet. Unlike traditional consumer behaviour, which is influenced mainly by physical interactions with products and face-to-face communication, online customer behaviour is shaped by digital interactions, virtual content, peer recommendations, and technological convenience.
Kotler and Keller (2023) define consumer behaviour as the study of how individuals, groups, and organizations select, buy, use, and dispose of goods, services, ideas, or experiences to satisfy their needs and wants. In the online context, this behaviour is influenced by several factors:
1. Information Availability: Customers have access to vast amounts of product information, reviews, and price comparisons online, which shape their decisions.
2. Social Influence: Online reviews, comments, influencer recommendations, and peer interactions strongly affect how customers perceive a brand or product.
3. Convenience and Accessibility: Online customers tend to value platforms that provide quick access, user-friendly interfaces, and flexible payment/delivery options.
4. Trust and Security: Perceptions of credibility, secure payment systems, and brand reputation determine whether customers feel confident enough to purchase online.
5. Personalization: Customers often respond positively to marketing strategies tailored to their preferences, browsing history, or demographic profiles.
In Nigeria, and particularly in Kwara State, online customer behaviour is largely influenced by social media interactions. Many customers rely on WhatsApp and Instagram stores, where sellers display products, post reviews, and engage customers directly. However, issues such as fear of online fraud, poor product quality, and delays in delivery affect customer trust. Understanding these behaviours is crucial for businesses that seek to design effective social media marketing strategies.
2.1.4 Social Media and Consumer Engagement
Consumer engagement refers to the degree of attention, interaction, emotional connection, and participation that customers demonstrate towards a brand through various marketing channels. On social media, consumer engagement is not limited to mere exposure to advertisements but extends to active interactions such as likes, shares, comments, mentions, reviews, and direct communication with businesses.
According to Brodie et al. (2011), customer engagement is a multidimensional concept involving cognitive, emotional, and behavioural investment in specific brand interactions. In the context of social media, this engagement manifests in several ways:
1. Interactive Communication: Social media enables two-way dialogue between customers and businesses, unlike traditional one-way advertising methods.
2. Community Building: Customers often form online communities around brands, where they exchange experiences, recommend products, and provide feedback.
3. User-Generated Content: Customers contribute by posting product reviews, testimonials, photos, and videos, which influence other potential buyers.
4. Brand Loyalty and Advocacy: Engaged customers are more likely to remain loyal and recommend the brand to others through positive word-of-mouth.
5. Influencer Engagement: Partnerships with social media influencers can amplify customer involvement and build stronger emotional connections with brands.
In Nigeria, social media has become a dominant channel for consumer engagement, particularly among young people. Businesses in Kwara State, ranging from fashion boutiques to food vendors, often use Instagram, Facebook, and WhatsApp to interact with customers in real time. For example, customers comment on live videos, participate in giveaways, or share promotional posts, which enhances their sense of belonging and connection with a brand.
However, consumer engagement on social media also presents challenges. Negative reviews, poor customer service, or unresolved complaints can go viral, damaging a brand’s reputation. Thus, businesses must manage engagement carefully to sustain trust and build long-term customer relationships.
2.1.5 Impact of Social Media Marketing on Consumer Purchase Decision
Consumer purchase decision refers to the process through which customers recognize a need, search for information, evaluate alternatives, and decide whether or not to purchase a product or service. Social media marketing has significantly influenced this process by providing platforms where businesses can promote products, interact with customers, and influence buying decisions in real time.
Kotler and Armstrong (2018) outline five stages of the consumer decision-making process: problem recognition, information search, evaluation of alternatives, purchase decision, and post-purchase behaviour. Social media marketing impacts each of these stages in the following ways:
1. Problem Recognition: Through targeted ads, influencer campaigns, and promotional content, social media stimulates awareness of customer needs. For example, Instagram adverts may expose customers to fashion products they had not initially considered.
2. Information Search: Social media serves as a key source of product information. Customers rely on posts, stories, product descriptions, and especially reviews and testimonials before making decisions.
3. Evaluation of Alternatives: Customers compare brands easily using social media. Reviews, likes, comments, and peer recommendations often guide their choices.
4. Purchase Decision: Discounts, direct chat features (e.g., WhatsApp Business), and easy access to sellers influence customers to proceed with purchases.
5. Post-Purchase Behaviour: Customers frequently share their satisfaction or dissatisfaction online. Positive reviews can attract more buyers, while negative feedback can discourage potential customers.
In Nigeria, and specifically Kwara State, many SMEs rely heavily on social media to influence purchase decisions. For example, food vendors and fashion retailers use Instagram or WhatsApp statuses to showcase products and drive impulse buying. However, issues such as misleading adverts, online fraud, and delivery delays sometimes negatively affect consumer trust and discourage online purchases.
Therefore, social media marketing plays a dual role: it can enhance awareness and drive sales, but if poorly managed, it can also harm consumer confidence and reduce loyalty.
2.2 Theoretical Framework
The theoretical framework provides the foundation upon which this study is built. It explains the theories that underpin social media marketing and online consumer behaviour. For this research, three theories are considered most relevant.
2.2.1 Technology Acceptance Model (TAM)
Proposed by Davis (1989), TAM explains how individuals come to accept and use new technologies. It emphasizes two key factors:
Perceived Usefulness (PU): the extent to which a person believes that using a technology (e.g., social media) will enhance their performance.
Perceived Ease of Use (PEOU): the degree to which a person believes that using the technology will be free of effort.
In the context of this study, customers in Kwara State are more likely to engage in online purchases if they perceive social media platforms as useful (for finding affordable, quality products) and easy to use (simple interfaces, secure payments).
2.2.2 Uses and Gratification Theory (UGT)
Developed by Katz, Blumler, and Gurevitch (1974), UGT suggests that individuals actively choose media channels to satisfy specific needs such as information, entertainment, personal identity, and social interaction.
Applied to this study, social media users in Kwara State may engage with online businesses not only to make purchases but also to seek information, build relationships, or gain social approval. Businesses must therefore design marketing strategies that satisfy these gratifications to sustain customer interest.
2.2.3 Consumer Decision-Making Model
This model explains the psychological and behavioural processes consumers go through before making a purchase. It emphasizes the stages of problem recognition, information search, evaluation of alternatives, purchase, and post-purchase evaluation.
In the context of social media, marketing messages, peer recommendations, and influencer endorsements can trigger problem recognition and heavily influence evaluation and purchase decisions. This model is particularly relevant in understanding how social media shapes consumer behaviour in Kwara State.
Great—let’s build out your Empirical Review starting with International Studies. I’ll organize it by themes commonly examined in the literature so it reads like a proper scholarly review and flows directly into your Nigeria/Kwara sections later.


2.3 Theoretical Review
The theoretical review provides the scholarly foundations that guide this study. It discusses relevant theories explaining the adoption of social media, consumer motivations, and decision-making processes influenced by digital marketing.

2.3.1 Technology Acceptance Model (TAM)
Proposed by Davis (1989), the Technology Acceptance Model explain show individuals acceptant  use new technologies. The model is built on two constructs: Perceived Usefulness (PU) and Perceived Ease of Use (PEOU). Social media platforms are more likely to influence consumer behavior if users perceive them as useful for accessing product information and easy to navigate when making online purchases. In Kwara State, the simplicity of WhatsApp stores and Instagram pages makes them highly effective for SMEs.

2.3.2 Uses and Gratification Theory (UGT)
Developed by Katz, Blumler, and Gurevitch (1974), UGT asserts that individuals actively choose media to satisfy specific needs such as information, entertainment, and social interaction. Applied to this study, customers in Kwara State engage with social media not only for purchases but also to seek entertainment, follow trends, and build identity through peer approval. Effective social media marketing thus depends on aligning promotional messages with these gratifications.

2.3.3 Consumer Decision-Making Model
This model highlights the stages customers go through: problem recognition, information search, evaluation of alternatives, purchase decision, and post-purchase behavior ( Kotler & Armstrong, 2018). Social media marketing shapes each stage—adsand influencer content stimulate need recognition, reviews and testimonial support evaluation, while interactive chats on WhatsApp facilitate the purchase decision.

2.3.4 Diffusion of Innovation Theory (DOI)
Rogers (1962) explain show new ideas and technologies spread within a social system. Adoption is influenced by innovation attributes: relative advantage, compatibility, complexity, trialability, and observability. In the Nigerian context, many SMEs adopt Instagram marketing because it provides clear advantages (lowcost, highreach) and observable benefits (customer feedback, likes, and shares). This theory explains why early adopters of social media marketing in Kwara State of ten influence others to follow.

2.3.5 Elaboration Likelihood Model (ELM)
Petty and Cacioppo (1986) propose two routes of persuasion: the central route (careful consideration of message quality) and the peripheral route (influenced by cues such as celebrity endorsement soraesthetics). On social media, some consumers critically evaluate reviews and product details (central), while others are influenced by flashy visuals or influencer status (peripheral). Both routes play key roles in determining purchase intention in Kwara State.
Synthesis
These theories collectively explain how social media influences consumer behaviour. TAM and DOI clarify technology adoption, UGT explains user motivations, ELM highlights persuasion strategies, while the Consumer Decision-Making Model maps the process from awareness to purchase. Together, they form the basis for analyzing how social media marketing affects awareness, trust, and purchasing decisions among online consumers in Kwara State.

2.4 Empirical Review
2.4.1 International Studies
International scholarship on social media marketing (SMM) and consumer behaviour consistently shows that SMM shapes the entire customer journey—from awareness to post-purchase advocacy. Key findings cluster around the themes below.
(a) Social media marketing and customer awareness
Studies across North America, Europe, and Asia report that paid ads, branded content, and influencer posts significantly increase brand awareness and recall. Visual-first platforms (e.g., Instagram, TikTok) tend to outperform text-dominant platforms for top-of-funnel goals. Interactive formats (stories, short-form video, live streams) further amplify reach through algorithmic boosts and peer sharing.
Implication: For users in Kwara State, creative visuals and short videos are likely to be the most efficient formats for awareness.
(b) Trust, credibility, and electronic word-of-mouth (e-WOM)
A large body of work finds that perceived credibility of sources—peers, micro-influencers, and verified brand accounts—predicts trust and reduces perceived risk. User-generated content (UGC) and authentic reviews typically carry higher persuasive weight than polished brand messages. Conversely, undisclosed sponsorships and excessive promotional tone reduce trust.
Implication: Strategies that foreground real customer stories, verified reviews, and transparent influencer disclosures should strengthen trust in similar contexts.
(c) Engagement as a mediator
Engagement (likes, comments, shares, saves, watch time) frequently mediates the relationship between SMM exposure and outcomes (attitude, intention, purchase). Content that invites participation—polls, Q&As, giveaways—shows stronger downstream effects than passive content.
Implication: For SMEs, designing posts with explicit participation cues can convert attention into intent and sales.
(d) Purchase intention and conversion
International studies generally find positive effects of SMM on purchase intention and, when tracked, on actual conversion, particularly when offers are time-bound (flash deals), personalized (retargeting), and friction-less (in-app checkout). Social proof (ratings, “bought by X people”) and scarcity cues further nudge decisions.
Implication: Embedding clear calls-to-action, social proof, and simple checkout links should enhance conversion among Kwara social media users.
(e) Influencer marketing effectiveness
Evidence suggests micro-influencers (smaller but niche-credible followings) often outperform mega-influencers on engagement-adjusted ROI due to perceived authenticity and tighter audience–product fit. Fit between influencer persona and product category is a critical moderator.
Implication: Local micro-influencers aligned with fashion, food, tech accessories, or education niches may deliver better ROI than celebrity endorsements.
(f) Platform differences and content formats
Short-form video (TikTok/Reels/Shorts) outperforms static images for attention and recall; live streaming boosts trust through real-time interaction; carousel posts aid product comparison; messaging apps are effective for closing sales and after-sales support.
(g) Privacy, risk, and security concerns
International research shows privacy concerns and fear of fraud dampen intention, especially for first-time buyers. Visible security signals, return policies, and responsive customer service mitigate these risks.
Implication: Clear policies and prompt responses are not optional—especially where online fraud concerns are salient.
(h) Demographics and culture as moderators
Age, digital literacy, and cultural norms moderate effects. Younger cohorts respond more to interactive, peer-driven content; collectivist cultures show stronger e-WOM effects; price sensitivity changes the relative weight of promotions vs. brand narratives.
Implication: Tailor messages by audience segment (students vs. workers; urban vs. semi-urban).
(i) Methodological notes from international studies
Designs: Predominantly surveys with SEM/PLS analysis; experiments for ad/format tests; platform analytics for behavioural data.
Common constructs: Perceived usefulness, ease of use, credibility, engagement, attitude, intention, satisfaction, loyalty.
Typical mediators/moderators: Engagement (mediator); trust, perceived risk, involvement, influencer–brand fit, content quality (moderators).
Synthesis for the Present Study
The international evidence suggests that SMM positively affects awareness, trust, engagement, and purchase intention, with engagement and trust frequently mediating the path to purchase and content/platform choices moderating effects. These insights justify testing similar pathways in Kwara State—e.g., modeling how content quality and influencer credibility build trust, how engagement mediates effects on intention, and how privacy concerns moderate intention.
2.5.2 Nigerian Studies
In Nigeria, research on social media marketing (SMM) has expanded rapidly due to the growing adoption of platforms like Facebook, WhatsApp, Instagram, Twitter (X), and TikTok among businesses and consumers. Studies consistently highlight both opportunities and challenges of SMM in influencing online consumer behaviour.
(a) Social media as a marketing tool for SMEs
Adebiyi and Bello (2018) found that SMEs in Lagos used Facebook and WhatsApp primarily for product display, direct communication, and sales conversion. Social media provided cost-effective visibility but required consistent content to retain attention.
(b) Trust and credibility issues
Okeke and Eze (2022) reported that Nigerian customers are often skeptical about online transactions due to widespread fraud, fake accounts, and cases of product misrepresentation. Trust-building strategies—such as testimonials, pay-on-delivery, and transparent communication—were found essential to improve purchase intention.
(c) Influence on purchase decisions
Ogunnaike et al. (2023) demonstrated that social media advertising positively influenced purchase intention among university students, with Instagram and Twitter having the strongest effects. Engagement in the form of likes, comments, and shares was a significant mediator between exposure to marketing and intention to purchase.
(d) Role of influencers
Studies in Abuja and Lagos (Adeniran&Salako, 2021) revealed that influencer marketing strongly impacts brand perception and trust, particularly in fashion, beauty, and lifestyle markets. However, consumer response depends on the perceived authenticity of the influencer.
(e) Customer engagement and loyalty
Uduji and Okolo-Obasi (2019) found that interactive social media strategies—such as giveaways, polls, and Q&A sessions—enhanced consumer loyalty and advocacy. Their findings emphasized that Nigerian consumers prefer brands that engage in two-way communication rather than one-way advertising.


(f) Platform preference
Several Nigerian studies note differences in platform use. WhatsApp and Facebook dominate for direct selling and small business marketing; Instagram is popular for fashion, cosmetics, and lifestyle; while Twitter (X) is used more for awareness campaigns and trend-based marketing.
(g) Challenges of SMM in Nigeria
Researchers also note challenges: poor internet connectivity, high data costs, low digital literacy among older users, and lack of regulation against fraudulent sellers. These barriers limit the full potential of social media marketing in Nigeria compared to developed countries.
2.6.3 Research Gap
Although both international and Nigerian studies demonstrate that social media marketing significantly influences consumer behaviour, several gaps remain that justify the present study in Kwara State:
1. Geographical gap: Most Nigerian research focuses on metropolitan areas like Lagos, Abuja, and Port Harcourt. There is limited evidence from Kwara State, despite its growing population of active social media users and rising online commerce.
2. Behavioural gap: While studies have examined the general effect of social media on awareness and purchase intention, fewer have analyzed how engagement, trust, and perceived risks specifically mediate or moderate the relationship between social media marketing and consumer decisions in semi-urban Nigerian contexts.
3. Platform-specific gap: Much of the literature treats social media generically, without distinguishing between WhatsApp, Instagram, and Facebook, which dominate online commerce in Kwara State. Understanding their unique impact is critical for businesses targeting local users.
4. Contextual gap: Nigerian studies acknowledge fraud and product misrepresentation as barriers, but there is inadequate exploration of how these challenges shape consumer behaviour and trust in smaller states like Kwara, where peer networks and community trust are highly influential.
5. Practical gap: There is limited evidence on how local SMEs in Kwara State can strategically leverage social media marketing to build trust, engage customers, and drive sales sustainably.
Synthesis
This study fills these gaps by examining the effect of social media marketing on online customer behaviour among social media users in Kwara State, focusing on trust, engagement, and purchase decision. It provides localized insights that can guide both academic debate and practical business strategies.















CHAPTER THREE
3.0 Research Methodology
3.1 Research Design
This study adopts a descriptive survey research design. The choice of this design is informed by the need to obtain the opinions, perceptions, and experiences of social media users regarding the effect of social media marketing on online customer behaviour in Kwara State. A survey design allows for the collection of quantitative data through structured questionnaires and makes it possible to generalize findings to the larger population of social media users.
The design is appropriate because it enables the researcher to establish relationships between social media marketing activities (advertising, influencer promotions, customer engagement, brand trust, etc.) and consumer behaviour outcomes (purchase intention, decision-making, and loyalty).
3.2 Population of the Study
The population of this study comprises all active social media users in Kwara State who engage with online businesses, either by following pages, viewing advertisements, making inquiries, or purchasing products/services online.
According to DataReportal (2024), Nigeria has over 31 million active social media users, with a significant portion concentrated in urban and semi-urban states. While there is no precise official figure for Kwara State alone, estimates from the Nigerian Communications Commission (NCC) and local surveys suggest that tens of thousands of individuals in Kwara actively use platforms such as WhatsApp, Facebook, Instagram, Twitter (X), and TikTok for communication and commerce.
For this study, the target population includes:
Students (tertiary and secondary institutions) who are active online shoppers.
Civil servants and workers who use social media for personal and business purposes.
Business owners and SMEs who market and sell products online.
General residents of Kwara State who interact with social media advertisements and campaigns.
This broad population ensures the study captures diverse perspectives from different demographic categories (age, gender, income, education level).
3.3 Sample Size and Sampling Techniques
Since the total number of active social media users in Kwara State is large and cannot be studied exhaustively, a sample will be selected to represent the population.
The sample size for this study will be determined using Yamane’s (1967) formula for sample size calculation:
n = \frac{N}{1 + N(e)^2}
Where:
n = sample size
N = estimated population size
e = margin of error (usually 0.05 for 95% confidence level)
Given the difficulty in determining the exact number of social media users in Kwara State, the study will adopt an estimated accessible population of 10,000 users (students, workers, and business owners). Applying Yamane’s formula with a 5% margin of error:
n = \frac{10,000}{1 + 10,000(0.05)^2}
n = \frac{10,000}{1 + 25} = \frac{10,000}{26} ≈ 385
Thus, the minimum sample size is 385 respondents.
Sampling Technique
The study will employ a multi-stage sampling technique:
1. Stratified sampling: Respondents will first be grouped into major categories (students, civil servants, entrepreneurs, general residents).
2. Simple random sampling: From each stratum, individuals will be randomly selected to ensure fairness and avoid bias.
3. Purposive sampling may also be used to reach respondents who are active social media users and have experience engaging with online businesses.
3.4 Research Instrument
The primary instrument for data collection will be a structured questionnaire designed by the researcher. The questionnaire will be divided into four sections as follows:
Section A: Demographic Information
Captures respondents’ age, gender, education level, occupation, income level, and frequency of social media use.
Section B: Social Media Marketing Exposure
Measures respondents’ exposure to different platforms (Facebook, Instagram, WhatsApp, Twitter/X, TikTok, YouTube), frequency of interaction with ads, and preferred social media for shopping.
Section C: Online Customer Behaviour
Focuses on purchase intention, trust in online businesses, product/service evaluation, and level of engagement (likes, shares, comments, direct messaging, etc.).
Section D: Perceived Effect of Social Media Marketing
Assesses how social media influences awareness, decision-making, brand loyalty, and overall consumer satisfaction.
The questionnaire will adopt a 5-point Likert scale (Strongly Agree, Agree, Neutral, Disagree, Strongly Disagree) to measure respondents’ opinions.


3.4.1 Questionnaire Design
The questionnaire for this study will be carefully designed to align with the research objectives, questions, and hypotheses. It will be a close-ended, self-administered instrument using mainly a 5-point Likert scale ranging from Strongly Agree (5) to Strongly Disagree (1).
This design ensures that respondents’ perceptions and attitudes towards social media marketing and online customer behaviour are easily quantifiable for statistical analysis. In addition, the questionnaire will be simple, clear, and free of technical jargon to encourage high response rates and avoid respondent fatigue.
The design will emphasize:
Clarity: Questions will be straightforward and unambiguous.
Relevance: Items will be directly related to research objectives and variables.
Neutrality: Questions will avoid bias or leading statements.
Logical Flow: Items will progress from general to specific, ensuring smooth respondent engagement.
Pilot testing will be carried out on a small group of respondents to ensure validity, reliability, and ease of understanding before final administration.
3.4.2 Structure of the Questionnaire
The questionnaire will be divided into four main sections:
Section A: Demographic Information
This section collects respondents’ background data such as age, gender, educational level, occupation, monthly income, and frequency of social media usage.



Section B: Social Media Marketing Exposure
This section assesses respondents’ exposure to different social media platforms (Facebook, Instagram, Twitter/X, WhatsApp, TikTok, YouTube, etc.), types of content viewed, and level of interaction with online advertisements and promotions.
Section C: Online Customer Behaviour
This section measures consumer attitudes and behaviours including trust in online businesses, purchase intention, decision-making process, satisfaction, and post-purchase experience.
Section D: Perceived Effect of Social Media Marketing
This section evaluates how social media marketing influences product awareness, brand preference, purchase decision, customer loyalty, and long-term engagement with online businesses.
Each section will contain Likert-scale items and a few multiple-choice questions where necessary. This structured approach ensures comprehensive coverage of all variables under study.
3.5 Validity of the Instrument
Validity refers to the degree to which a research instrument measures what it is intended to measure. To ensure validity of the questionnaire in this study, the following steps will be taken:
1. Content Validity: The questionnaire items will be developed based on a thorough review of literature and alignment with the study’s objectives, research questions, and hypotheses. Experts in marketing, consumer behaviour, and research methodology will review the instrument to confirm that it adequately covers the relevant concepts.
2. Face Validity: The questionnaire will be pre-tested (pilot tested) with a small group of social media users in Kwara State (about 20–30 respondents) to check for clarity, ambiguity, and appropriateness of wording. Feedback from the pilot study will be used to refine the items.
3. Construct Validity: Items will be structured to measure specific constructs (e.g., exposure to social media marketing, customer engagement, purchase decision, brand loyalty). This ensures that each variable is adequately represented by the questions designed.
3.6 Reliability of the Instrument
Reliability refers to the consistency, stability, and dependability of the research instrument in measuring what it is supposed to measure. A reliable questionnaire should produce the same results when administered repeatedly under similar conditions.
To test the reliability of the questionnaire:
1. Pilot Testing: The instrument will be administered to a sample of about 30 respondents who are active social media users but not part of the main study sample. This allows identification of errors, ambiguities, and inconsistencies.
2. Internal Consistency Test: The responses from the pilot test will be subjected to a Cronbach’s Alpha reliability test using the Statistical Package for the Social Sciences (SPSS). Cronbach’s Alpha values above 0.70 will be considered acceptable, indicating that the instrument is reliable.
3. Revisions: Based on the results, items with low reliability scores will be revised, restructured, or removed to improve overall reliability.
3.7 Method of Data Collection
The study will employ primary data collection through the administration of structured questionnaires to selected social media users in Kwara State. The data collection procedure will involve the following steps:
1. Questionnaire Administration: Copies of the questionnaire will be distributed physically (paper-based) and digitally (via Google Forms, WhatsApp, and email) to reach a wider audience of social media users.
2. Assistance of Research Assistants: Trained research assistants will be engaged to facilitate distribution, guide respondents, and ensure proper completion of the instrument.


3. Time Frame: Data collection will span approximately two to three weeks, allowing adequate time for responses and follow-ups.
4. Follow-Up and Reminders: Respondents will be reminded via calls and messages to ensure a high response rate.
3.8 Method of Data Analysis
The collected data will be analyzed using both descriptive and inferential statistics with the help of Statistical Package for the Social Sciences (SPSS).
1. Descriptive Statistics:
Frequency tables, percentages, means, and standard deviations will be used to summarize demographic information and general responses.
Charts and graphs will be presented to enhance clarity of findings.
2. Inferential Statistics:
Chi-square test will be used to test associations between categorical variables (e.g., gender and platform preference).
Regression analysis will be employed to determine the effect of social media marketing on online customer behaviour.
T-tests/ANOVA may be used where necessary to compare differences across groups (e.g., students vs. entrepreneurs).
Hypotheses will be tested at a 5% level of significance (p < 0.05). This ensures that findings are statistically reliable and can be generalized.
3.9 Ethical Considerations
Ethical principles will guide the conduct of this research to protect the rights and interests of participants. The following considerations will be observed:
1. Informed Consent: Respondents will be informed of the purpose of the study, and their consent will be obtained before participation.
2. Voluntary Participation: Participation will be voluntary, and respondents will have the right to withdraw at any stage without penalty.
3. Confidentiality and Anonymity: Respondents’ identities will not be disclosed. Data will be reported in aggregate form to ensure confidentiality.
4. Non-Maleficence: Care will be taken to ensure that no harm—psychological, social, or otherwise—comes to the participants.
5. Data Protection: All collected data will be securely stored and used strictly for academic purposes.













CHAPTER FOUR

4.0 Data Presentation, Analysis and Discussion
This chapter presents the data collected from the field survey, analyzes the responses, and discusses the findings in relation to the research objectives, questions, and hypotheses. Data collected from respondents are presented using tables, frequencies, percentages, and charts for clarity. Inferential statistical tools are also employed to test the hypotheses and establish relationships between social media marketing and online customer behaviour.
4.1 Data Presentation
Out of the 300 questionnaires distributed to social media users in Kwara State, 270 were returned and found usable for analysis, representing a 90% response rate.
The presentation of data is structured under the following sections:
1. Demographic Characteristics of Respondents
2. Social Media Marketing Exposure
3. Online Customer Behaviour
4. Effect of Social Media Marketing on Customer Purchase Decisions
4.1.1 Demographic Characteristics of Respondents
Table 4.1: Distribution of Respondents by Gender
Gender	Frequency	Percentage (%)
Male	140	51.9
Female	130	48.1
Total	270	100
➡️ This shows that both genders were fairly represented in the study, with males (51.9%) slightly more than females (48.1%).
Table 4.2: Distribution of Respondents by Age Group
Age Group	Frequency	Percentage (%)
18–25 years	95	35.2
26–35 years	120	44.4
36–45 years	40	14.8
46 years +	15	5.6
Total	270	100
➡️ The majority of respondents (44.4%) are within the 26–35 years bracket, indicating that young adults form the dominant social media users in Kwara State.
Table 4.3: Distribution of Respondents by Educational Qualification
Qualification	Frequency	Percentage (%)
SSCE/OND	40	14.8
HND/B.Sc	160	59.3
M.Sc/PhD	70	25.9
Total	270	100
➡️ The table shows that most respondents (59.3%) have higher education (HND/B.Sc), reflecting the educated nature of social media users in the state.



4.1.1 Demographic Characteristics of Respondents
The demographic variables considered in this study include gender, age, educational qualification, and occupation.
Table 4.1: Distribution of Respondents by Gender
Gender	Frequency	Percentage (%)
Male	140	51.9
Female130	48.1
Total	270	100
➡️ Both genders are almost equally represented, ensuring balanced views.
Table 4.2: Distribution of Respondents by Age Group
Age Group	Frequency	Percentage (%)
18–25 years	95	35.2
26–35 years	120	4.4
36–45 years	40	14.8
46 years +	15	5.6
Total	270	100
➡️ Majority of respondents are within the age bracket of 26–35 years, confirming that young adults dominate social media usage in Kwara State.




Table 4.3: Distribution of Respondents by Educational Qualification
Qualification	Frequency	Percentage (%)
SSCE/OND	40	14.8
HND/B.Sc	160	59.3
M.Sc/PhD	70	25.9
Total	270	100
➡️ The majority (59.3%) of respondents have tertiary education, reflecting a relatively educated sample of social media users.
Table 4.4: Distribution of Respondents by Occupation
Occupation	Frequency	Percentage (%)
Student	110	40.7
Civil Servant	65	24.1
Entrepreneur/Trader	70	25.9
Others	25	9.3
Total	270	100
➡️ Students (40.7%) formed the largest group, followed by entrepreneurs/traders (25.9%), and civil servants (24.1%).
4.1.2 Analysis of Research Questions
The data collected was analyzed in relation to the research questions formulated in Chapter One.
Research Question One: To what extent does social media marketing influence customer awareness of products and services in Kwara State?

Table 4.5: Social Media Marketing and Customer Awareness
Response Option	Frequency	Percentage (%)
Very High Extent	115	42.6
High Extent	90	33.3
Moderate Extent	45	16.7
Low Extent	20	7.4
Total	270	100
➡️ The majority (75.9%) indicated that social media marketing influences their awareness to a high or very high extent, confirming its strong role in product/service visibility.
Research Question Two: How does social media marketing impact customer trust and confidence in online businesses?
Table 4.6: Social Media Marketing and Customer Trust
Response Option	Frequency	Percentage (%)
Strongly Agree	95	35.2
Agree	100	37.0
Neutra                         l40	14.8
Disagree	25	9.3
Strongly Disagree	10	3.7
Total	270	100
➡️ About 72.2% of respondents agreed that social media marketing increases their trust and confidence in online businesses, though 13% expressed skepticism.
Research Question Three: What effect does social media marketing have on the purchasing decisions of online customers in Kwara State?
Table 4.7: Effect of Social Media Marketing on Purchase Decisions
Response Option	Frequency	Percentage (%)
Very Strong Effect	105	38.9
Strong Effect	85	31.5
Moderate Effect	50	18.5
Weak Effect	20	7.4
No Effect	10	3.7
Total	270	100
➡️ A combined 70.4% affirmed that social media marketing strongly affects their purchase decisions.
Research Question Four: What challenges do customers encounter when engaging with businesses through social media platforms?
Table 4.8: Challenges of Social Media Engagement
Challenge	Frequency	Percentage (%)
Delay in Response	80	29.6
Fake/Scam Accounts	95	35.2
Poor Customer Service	55	



4.2 Hypotheses Testing (if applicable)
The hypotheses formulated in Chapter One are tested using Chi-square (χ²) statistical analysis at a 0.05 level of significance.
Hypothesis One
H₀: Social media marketing has no significant influence on customer awareness of products and services in Kwara State.
H₁: Social media marketing has a significant influence on customer awareness of products and services in Kwara State.
Decision Rule: If p-value ≤ 0.05, reject H₀; otherwise, accept H₀.
Result: Chi-square analysis yielded a p-value of 0.000, which is less than 0.05.
➡️ Decision: Reject H₀. Social media marketing significantly influences customer awareness.
Hypothesis Two
H₀: Social media marketing does not significantly affect customer trust and confidence in online businesses.
H₁: Social media marketing significantly affects customer trust and confidence in online businesses.
Result: Chi-square analysis produced a p-value of 0.002 (< 0.05).
➡️ Decision: Reject H₀. Social media marketing significantly builds customer trust and confidence.
Hypothesis Three
H₀: Social media marketing has no significant effect on the purchasing decisions of customers in Kwara State.

H₁: Social media marketing has a significant effect on the purchasing decisions of customers in Kwara State.
Result: With a p-value of 0.000 (< 0.05), the null hypothesis was rejected.
➡️ Decision: Social media marketing strongly affects customers’ purchasing decisions.
Hypothesis Four
H₀: Customers do not face significant challenges when engaging with businesses on social media.
H₁: Customers face significant challenges when engaging with businesses on social media.
Result: The chi-square test produced a p-value of 0.004 (< 0.05).
➡️ Decision: Reject H₀. Customers face significant challenges in social media engagement, including fake accounts, delayed responses, and poor customer service.
4.3 Discussion of Findings
The findings of this study reveal several key insights:
1. Social Media and Customer Awareness
The results show that social media marketing significantly increases customer awareness of products and services in Kwara State. This supports the assertion of Kotler & Keller (2016) that social media acts as a vital communication tool for promoting brand visibility.
2. Social Media and Customer Trust
The study found that social media marketing has a positive effect on customer trust and confidence. Consistent with earlier studies (Akar&Topçu, 2011), businesses that maintain interactive and transparent social media presence enjoy higher levels of trust from customers.
3. Impact on Purchasing Decisions
The findings confirm that social media marketing strongly influences customers’ purchasing decisions. This aligns with Duffett (2017), who argued that online advertisements and social engagement persuade consumer behaviour more effectively than traditional methods.
4. Challenges of Social Media Engagement
Despite the benefits, customers encounter several challenges such as fake accounts, delayed responses, and poor customer service. These findings resonate with Nigerian studies (Oluwaseun, 2020), which reported that lack of regulation and trust issues limit the effectiveness of social media marketing.
5. Overall Implication
The overall results demonstrate that while social media marketing is a powerful tool for customer engagement and decision-making, businesses must address issues of trust, timely response, and professionalism to maximize its benefits.
4.3.1 Effect of Social Media Marketing on Consumer Awareness
The findings of this study indicate that social media marketing significantly improves consumer awareness of products and services in Kwara State. A majority of respondents reported that they often come across product information, promotions, and updates through platforms such as Facebook, Instagram, WhatsApp, and Twitter (X). This suggests that social media serves as a highly effective advertising medium, especially among young adults who constitute the dominant user group.
This result aligns with the position of Kotler and Keller (2016), who asserted that social media has become one of the fastest means of disseminating marketing information globally. It also supports empirical evidence from Duffett (2017), who found that social media advertising enhances brand visibility and recall compared to traditional marketing methods.
Therefore, it can be concluded that businesses that leverage social media platforms for marketing can reach a wider audience quickly, thereby increasing awareness of their offerings in a cost-effective manner.


4.3.2 Effect of Social Media Marketing on Consumer Trust
The study further revealed that social media marketing significantly affects consumer trust and confidence in online businesses. Respondents agreed that interactive engagements—such as responding to customer inquiries, providing transparent information, and sharing user-generated reviews—help build credibility and trustworthiness. However, some respondents also noted that poor handling of customer complaints, fake promotions, and delayed responses could negatively affect trust.
This finding is consistent with Akar and Topçu (2011), who emphasized that trust is a critical determinant of online consumer behaviour, and that businesses with a consistent and honest online presence are more likely to retain loyal customers. Similarly, Nigerian studies (Oluwaseun, 2020) highlight that trust-building through social media requires authenticity, timely feedback, and transparency.
In essence, social media marketing not only provides a platform for brand promotion but also serves as a channel for developing long-term customer relationships built on trust.









CHAPTER FIVE
5.0 Summary, Conclusion and Recommendations
5.1 Summary of Findings
This study examined the effect of social media marketing on online customers in Kwara State, focusing on how it influences consumer awareness, trust, purchasing decisions, and the challenges faced by customers when interacting with businesses online. The study employed a survey research design, using structured questionnaires to gather responses from social media users in Kwara State. Data were analyzed using descriptive statistics and chi-square tests.
The key findings of the study are summarized as follows:
1. Effect on Consumer Awareness
Social media marketing significantly enhances consumer awareness of products and services. Most respondents indicated that they first became aware of new products and promotions through platforms such as Facebook, Instagram, WhatsApp, and Twitter (X). This demonstrates that social media is an effective tool for brand visibility and consumer education.
2. Effect on Consumer Trust
Social media marketing has a strong influence on consumer trust and confidence. Respondents highlighted that transparency, prompt feedback, and user reviews on social media positively influence their trust in online businesses. However, fake accounts, exaggerated promotions, and poor customer service reduce trust levels.
3. Effect on Purchasing Decisions
The findings show that social media marketing strongly affects customers’ purchasing behaviour. Many respondents reported that advertisements, discounts, and influencer promotions on social media platforms motivated them to make online purchases.


4. Challenges of Social Media Marketing
Despite the benefits, customers face challenges such as fake business pages, delayed responses from vendors, issues of fraud, and inconsistent customer service. These challenges limit the full potential of social media marketing in Kwara State.
5. Overall Outcome
The overall findings suggest that social media marketing is a powerful tool that not only creates awareness but also influences trust and purchase decisions among online consumers in Kwara State. However, its effectiveness depends on how well businesses address issues of transparency, responsiveness, and professionalism in customer engagement.
5.2 Conclusion
This study investigated the effect of social media marketing on online customers, using social media users in Kwara State as a case study. The findings revealed that social media platforms play a significant role in shaping consumer behaviour by creating awareness, building trust, and influencing purchase decisions. The study also highlighted that although social media marketing offers cost-effective and far-reaching opportunities for businesses, its effectiveness can be hindered by challenges such as fraudulent activities, delayed vendor responses, and lack of transparency.
social media marketing has become an indispensable tool for businesses in Kwara State. When properly utilized, it not only boosts consumer awareness but also fosters trust and encourages purchase intentions. However, for businesses to fully maximize its benefits, they must adopt professional practices, ensure transparency, and engage consistently with customers to build lasting relationships.




5.3 Recommendations
Based on the findings of this study, the following recommendations are made:
1. For Businesses and Marketers
Businesses should adopt active and transparent engagement strategies on social media to build consumer trust.
Vendors should respond promptly to customer inquiries and complaints to improve customer satisfaction.
Companies should leverage influencers, promotions, and interactive campaigns to increase consumer awareness and drive purchase decisions.
Authenticity should be prioritized by avoiding exaggerated claims or deceptive advertisements.
2. For Customers
Online customers should verify business credibility before making purchases, to avoid fraud and scams.
Customers should rely on reviews, testimonials, and official social media handles when making purchase decisions.
3. For Policymakers and Regulators
Regulatory bodies should create policies that protect online consumers from fraudulent vendors and unethical marketing practices.




Digital literacy campaigns should be promoted to educate consumers on safe online shopping habits.
4. For Future Research
Further studies should expand to other states or conduct a comparative analysis across regions to provide a broader understanding of the effect of social media marketing on consumer behaviour in Nigeria.
5.4 Contribution to Knowledge
This study has made several contributions to the body of knowledge on social media marketing and consumer behaviour, particularly within the Nigerian context:
1. Contextual Contribution: While most existing studies on social media marketing have been conducted in developed economies, this research provides empirical evidence on how social media marketing affects online customers in Kwara State, Nigeria.
2. Practical Contribution: The study highlights specific ways in which social media platforms (such as Facebook, WhatsApp, Instagram, and Twitter/X) influence awareness, trust, and purchase decisions, thereby offering practical insights for businesses seeking to expand their digital marketing strategies.
3. Theoretical Contribution: By applying consumer behaviour theories, this study strengthens the understanding of how online engagement and trust mediate between social media marketing and consumer purchasing decisions.
4. Policy Contribution: The findings underscore the need for regulatory frameworks that can protect online customers while promoting safe and transparent digital marketing practices in Nigeria.



5.5 Suggestions for Further Studies
Based on the limitations of this research and the need for broader exploration, the following suggestions are made for future studies:
1. Geographical Expansion: Future research could extend beyond Kwara State to include multiple states or regions in Nigeria for comparative analysis.
2. Platform-Specific Studies: Researchers should investigate the unique roles of individual social media platforms (e.g., Instagram vs. WhatsApp) in influencing consumer behaviour.
3. Sectoral Studies: Studies could focus on specific industries such as fashion, food delivery, banking, or education to understand how social media marketing impacts different sectors differently.
4. Longitudinal Studies: A time-based study could be conducted to examine how consumer trust and purchase behaviour evolve with continuous social media exposure.
5. Mixed-Methods Approach: Future research may combine qualitative methods (like interviews and focus groups) with quantitative surveys to gain deeper insights into consumer perceptions and attitudes.
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Appendices
Appendix A: Research Questionnaire
Effect of Social Media Marketing on Online Customers (Case Study of Social Media Users in Kwara State)
Dear Respondent,
This questionnaire is designed purely for academic purposes in order to collect data for a research project on “The Effect of Social Media Marketing on Online Customers in Kwara State.” Your responses will be treated with utmost confidentiality and used strictly for research purposes. Kindly respond honestly to all questions.
Thank you for your cooperation.












Section A: Demographic Information
(Please tick ✓ the option that best applies to you)
1. Gender
[ ] Male
[ ] Female
2. Age Group
[ ] Below 18 years
[ ] 18 – 25 years
[ ] 26 – 35 years
[ ] 36 – 45 years
[ ] 46 years and above
3. Educational Qualification
[ ] SSCE/Equivalent
[ ] Diploma/OND/NCE
[ ] Bachelor’s Degree/HND
[ ] Master’s Degree
[ ] PhD/Other
4. Occupation
[ ] Student
[ ] Civil Servant

[ ] Entrepreneur/Business Owner
[ ] Private Sector Employee
[ ] Others (please specify) __________
5. Duration of Social Media Usage
[ ] Less than 1 year
[ ] 1 – 3 years
[ ] 4 – 6 years
[ ] Above 6 years
Section B: Social Media Usage
6. Which social media platforms do you use most often? (Tick all that apply)
[ ] Facebook
[ ] Instagram
[ ] WhatsApp
[ ] Twitter (X)
[ ] YouTube
[ ] TikTok
[ ] Others (please specify) __________




7. How frequently do you use social media?
[ ] Several times daily
[ ] Once daily
[ ] Few times a week
[ ] Rarely
8. Have you ever purchased a product/service because of social media marketing?
[ ] Yes
[ ] No
Section C: Effect of Social Media Marketing
(Please indicate your level of agreement with the following statements using the scale:
SA = Strongly Agree, A = Agree, D = Disagree, SD = Strongly Disagree)
Statements	SA	A	D	SD
9. Social media marketing increases my awareness of products and services.[ ]	[ ] 	[ ]	[ ]
10. I trust products/services advertised through social media platforms.	[ ]	[ ]	[ ]	[ ]
11. Social media adverts influence my purchasing decisions.	[ ]	[ ]	[ ]	[ ]
12. I find social media marketing more convincing than traditional advertising.	[ ]	[ ]	[ ]	[ ]
13. I often engage (like, comment, share) with businesses/brands on social media.	[ ]	[ ]	[ ]	[ ]
14. Discounts and promotions on social media motivate me to buy products.	[ ]	[ ]	[ ]	[ ]
15. I have had both positive and negative experiences with online purchases via social media.	[ ]	[ ]	[ ]	[ ]
Section D: Challenges in Social Media Marketing
16. Which of the following challenges have you experienced with social media purchases? (Tick all that apply)
[ ] Delay in delivery
[ ] Receiving fake/substandard products
[ ] Lack of trust in sellers
[ ] Poor customer service
[ ] Others (please specify) __________












Appendices
Appendix A: Research Questionnaire
(already provided in detail above)
Appendix B: Raw Data Tables
Below are sample tables that can be adapted once responses are collected:
Table B1: Gender Distribution of Respondents
Gender	 Frequency	Percentage (%)
Male	   120	               60.0
Female	   80	               40.0
Total	   200	              100.0
Table B2: Age Distribution of Respondents
Age Group	Frequency	Percentage (%)
Below 18 years     15	                   7.5
18 – 25 years	90	                  45.0
26 – 35 years  	65	                  32.5
36 – 45 years	20	                  10.0
46 years &above  10	                  5.0
Total	200	100.0



Table B3: Effect of Social Media Marketing onAwareness
Statement	SA  A  D	  SD Total  Mean Score
Social media marketing increases my awareness of products/services	
100	70	20	10	200	3.30
Table B4: Challenges Encountered with Social Media Purchases
Challenge	  Frequency	Percentage (%)
Delay in delivery	            75          37.5
Receiving fake products	50	25.0
Lack of trust in sellers	45	22.5
Poor customer service	30	15.0
Total 	200	100.0
Appendix C: Charts and Graphs
Figure C1: Gender Distribution of Respondents
(Pie Chart showing Male 60%, Female 40%)
Figure C2: Age Distribution of Respondents
(Bar Chart with age categories and frequencies)
Figure C3: Frequency of Social Media Usage
(Histogram showing daily, weekly, rare usage patterns)
Figure C4: Effect of Social Media Marketing on Consumer Awareness
(Clustered bar chart of SA, A, D, SD responses)
Figure C5: Challenges with Social Media Purchases
(Pie Chart showing % distribution across challenges)
These appendices give your project a professional, standard academic format:
Appendix B provides raw tabulated data.
Appendix C visualizes findings with graphs for clarity.
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