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Abstract

This study examines how university students particularly Lead City University and The
University of Ibadan undergraduates use social media marketing platforms like Facebook,
WhatsApp, Instagram, TikTok, Twitter (X), and Telegram to make online purchases. The
study explored the online buying behaviour of undergraduates from the two universities. The
population of the study was 53420 while the sample size was 786 based on Slovin Equation.
The University of Ibadan was stratified into 5 faculties while Lead City University was
stratified into 4 faculties based on their relative sizes and prominence within the universities
while simple random sampling technique was used to select the sample within each faculty.
Social Media Questionnaire (SMMPOBBQ) was used for data collection while descriptive
and inferential statistics were used to analyse the data. Three hypotheses were tested at 0.05
level of significance. The result showed a significant combined influence of social media
marketing platforms (Twitter (X), TikTok, Instagram, Facebook, WhatsApp and Telegram) on
online buying behavior among university students in Ibadan metropolis (F (17676.829)) =
(14168.991); (Adj. R2 = 0.994, p < 0.05). There was a significant relative influence of social
media marketing platforms (Twitter (X), TikTok, Instagram, Facebook, WhatsApp and
Telegram) on online buying behaviour among university students in Ibadan metropolis. There
was also a significant gender difference (Male and Female) in buying behavior among
university students in Ibadan metropolis.

Keywords: Social Media Platforms, Marketing Platforms, Online Buying Behavior, Ibadan
Metropolis, Internet Purchasing Patterns

Word Count: 237
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Chapter One

Introduction

1.1 Background to the Study

In today's fast-paced, globally connected, and fiercely competitive market, an organization's

capacity to please customers is essential to its survival and success1. Customers' satisfaction

strongly depends on businesses identifying, comprehending, and utilizing information on

consumer behaviour in their marketing strategies1,2. This includes information on how

customers search for, process, use, and discard goods and services to satisfy their

requirements and wants. However, these actions are products of environmental, cultural,

psychological, and individual variables. Marketing techniques are one of the psychological

factors that marketing literature has identified as influencing consumers' buying behaviour1,2.

Undergraduates in Nigerian universities represent a vital consumer segment within the retail

sector, yet they have largely been overlooked in consumer behaviour studies1,2,27. However,

their significance is increasingly being recognized in the context of Nigerian business and the

marketplace, highlighting the need for more empirical attention to understand their purchasing

behaviours27,30. Any university in Nigeria with a student body is a significant market for

businesses offering goods and services in the towns and cities where universities are found.

The six universities within Ibadan metropolis on which this study was centred are Lead City

University, Kola Daisi University, University of Ibadan, Dominican University, Oyo State

Technical University, Ibadan and Precious Cornerstone University, Ibadan. Strike actions and

health emergencies disrupt the regular flow of transactions between students and retail

businesses, leading to financial losses and operational challenges for the affected parties28.

Despite the significant contributions and importance of university undergraduates market
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segment to the survival, success, and expansion of businesses within the retail sector, there

remains a paucity of research into their purchasing habits. This oversight suggests a potential

underutilization of a lucrative market segment. Consequently, a deeper understanding of the

buying behaviour of this demographic is crucial for maximizing business opportunities and

fostering economic growth in regions heavily influenced by the presence of higher education

institutions1,2,3. The purpose of this study therefore, is to ascertain the Influence of Social

Media Marketing and Consumer Online Buying Behaviour among Students of Universities in

Ibadan Metropolis, Oyo State, Nigeria. In terms of making purchases online, a consumer's

psychological condition is referred to as their online buying behaviour. Online purchases are

referred to as having an online buying behaviour process. Online buying behaviour follows a

five-step procedure that is similar to traditional shopping behaviour4. For instance, a buyer

might decide he or she needs to buy a product or service, connect to the internet to make the

purchase easier, browse the web to find any relevant product information, and weigh all of

their options before deciding on the one that best meets the unique needs of the buyers. The

consumer is inundated with information before making a final decision that will affect

whether or not they choose to make the purchase. Retail businesses of all types and sizes are

taking advantage of online business prospects5. With this new area of buying, marketers are

becoming more interested in finding out what drives people to shop online.

Online buying and offline buying are two distinct modes of purchasing products or services,

each characterized by unique advantages and considerations. The rise of social media has had

a profound impact on both forms of buying, exerting significant influence on consumer

behaviour and shaping purchase decisions in diverse ways. Online buying, which involves

purchasing goods or services through the internet via e-commerce platforms or online stores,
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offers unparalleled convenience to consumers. It enables shoppers to browse and buy products

from the comfort of their homes or while on the go, eliminating the need for physical store

shopping. Moreover, online platforms provide access to a vast array of products from around

the world, allowing consumers to compare prices, features, and customer reviews effortlessly.

The transparency of online shopping facilitates price-conscious buying behaviour, as users

can readily compare prices across multiple platforms to secure the best deals and discounts.

User-generated reviews and ratings are integral to online purchasing, significantly influencing

consumer decision-making processes. The concept of social proof, wherein shoppers rely on

the experiences and opinions of others, holds significant sway in online purchasing.

Additionally, social media platforms have given rise to influencer marketing, wherein

individuals with substantial online followings endorse products or services. Influencers exert

considerable influence over consumer opinions and purchasing behaviour, as their

recommendations and sponsored content can effectively drive sales. The integration of e-

commerce features into social media platforms has given rise to a concept known as social

commerce. Users can now discover and purchase products without leaving the platform,

thanks to features like "buy" buttons and shoppable posts. This seamless integration

streamlines the buying process, enhancing convenience for consumers and facilitating impulse

purchases. On the other hand, offline buying entails the traditional in-person shopping

experience where consumers physically visit brick-and-mortar stores. This form of buying

offers tangible experiences, allowing consumers to physically examine products, try them out,

and interact with knowledgeable salespeople. The immediate gratification of offline buying is

another noteworthy aspect, as consumers can take possession of their purchases immediately,

circumventing the waiting time associated with shipping in online shopping. Offline buying



4

also supports local businesses and contributes to the local economy, making it an attractive

option for consumers who prioritize supporting their local communities. Moreover, offline

buying practices such as showrooming and webrooming demonstrate the interplay between

social media and in-person shopping experiences. Showrooming refers to the practice of

visiting a physical store to evaluate a product before purchasing it online, often to secure

better prices. Conversely, webrooming involves researching products online and subsequently

making the purchase in-store. Social media plays a role in both practices, as consumers

leverage these platforms to seek recommendations, read reviews, or compare prices before

making informed decisions. While social media primarily operates in the online realm, its

influence extends to offline buying behaviour as well. Consumers may rely on social media

platforms to discover new products, read reviews, or seek recommendations before visiting

physical stores. Furthermore, brick-and-mortar stores can leverage social media platforms to

promote sales, discounts, or limited-time offers, driving foot traffic to their locations.

The development of social media has changed the way people buy, affecting both in-store and

online buying. In sharing information, customizing experiences, and fostering relationships

between businesses, merchants, marketers, influencers, consumers and peers, it is clear that it

has a broad impact on consumer behaviour. Social media has a significant impact on the

purchasing process, which emphasizes its critical function as a change agent in the retail

industry.

Online retailers are under intense pressure to maintain a competitive advantage in the world of

online buying. Marketers must be aware of consumer behaviour in the area of online shopping

in order to obtain a competitive edge in the industry. In order to meet customer needs, it is

crucial to research and pinpoint the variables that motivate people to shop online. Since online
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shopping is still generally and relatively new in the Nigerian business ecosystem, consumer

behaviour in this market segment is also somewhat varied compared to traditional consumer

behaviour29. It is therefore crucial to understand the variables that motivate people to shop

online. There are a number of reasons that drive consumers to shop online in order to reach a

choice. These variables are crucial for business owners and marketers to compete in the

market and increase the compatibility of their product. It is now possible for one person to

speak with hundreds, thousands or even millions of people worldwide due to the emergence

of internet-based social networking sites. The proliferation of social media users engaging in

content creation, sharing, bookmarking, and networking has surged dramatically. Social

media serves as a robust ecosystem of digital platforms, facilitating peer interactions, content

dissemination, and information acquisition. Its diverse forms encompass social networking,

online forums, and social bookmarking, among others. Platforms such as twitter (X), tiktok,

instagram, facebook, whatsapp, and telegram respectively, exemplifies this trend, becoming

integral parts of humans’ daily lives. Online retailers leverage social media to attract new

customers, enhance brand visibility, educate consumers about their products and services, and

retain existing clientele. Consequently, social media marketing capitalizes on the power of

social networking to enhance brand recognition, value, and consumer outreach. All forms of

social media offer the chance to introduce oneself and one's goods to a vibrant and diversified

online community and potential customers6. A wide range of social media programs allow

users to publish product reviews based on factors including quality, experience, accessibility,

pricing, satisfaction, and more. Consumers who want to enlighten one another about goods,

services, brands, and other related issues pertaining to the goods or services, creates, shares,

and use the social media to push such content, which is a type of newly generated resource for
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online information7. Examples include, but are not limited to, twitter (x), tiktok, instagram,

facebook, whatsapp and telegram. Social media has set trends in a wide range of fields, from

politics, technology, and the environment to the entertainment sectors, thanks to its speed,

reach, and ease of use. Since users propagate, social media is inherently self-promotional.

Social media's ability to go viral makes it a desirable tool for businesses to sell their goods

and services7. The use of social media in marketing is currently growing. Marketers are

starting to comprehend how to adopt and integrate social media as part of their customer-

reaching strategy and campaigns.

Promotions, sentiment analysis, public relations, marketing communications, marketing

intelligence, and product and customer management are some of the marketing subdisciplines

that might benefit from social media use8. Because it is crucial to comprehend their relative

significance and interdependence, each social media platform such as blogs, online discussion

forums, and online communities, has an impact on marketing performance and directly affects

sales volume9. With 70% of users claimed to be involved in online buying, social media users

who are active are thought to be highly driven online shoppers10. Simply by using online

websites while seated in front of a computer, consumers can quickly get what they desire.

While social media marketing has many advantages for both consumers and marketers, it also

has drawbacks. It undoubtedly encourages various hazards and cybercrimes because of the

ease with which information is accessible and the presence of the lack of adequate oversight

and control mechanisms. The internet environment for social media marketing presents

opportunities as well as complexities and difficulties. The accessibility of online information

to all audiences on the web emphasizes the requirement for consistency in the conception,

development, execution, and management of online marketing communication11. Social
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media, inherently interactive, demands concerted effort for effective two-way communication.

In the realm of social networks, marketing pivots towards cultivating enduring relationships

capable of yielding enhanced sales. Essential to this endeavor is the diligent oversight of each

platform, ensuring prompt responses to inquiries and comments, while disseminating

pertinent product information to customers12. Businesses lacking dedicated social media

management services may encounter obstacles in maintaining competitiveness. It is pertinent

to acknowledge that a fundamental aspect of social media marketing is its substantial time

commitment12. In general, it is fantastical to simply dabble in a few social media resources

and expect to get tremendous benefits. A business must acknowledge the required time

commitment and decide whether or not it is feasible for its operations12. Nearly always, a

company's brands and other intellectual property are worth as much as the goods or services

they provide. Social media's ability to promote impromptu and informal communication can

help businesses promote their brands and distribute intellectual content, but it can also make it

easier for third parties to violate a business' trademarks and copyrights13. Marketers should

frequently check the usage of their trademarks and copyrights while using social media,

whether through a third-party source or a company's own social media channels. To safeguard

against the misuse of intellectual property by content creators through media outlets,

businesses should implement a rigorous monitoring system for their own social media

platforms as well as those of third parties. The surveillance of the company's trademarks and

copyrights on external websites can be facilitated through specialized online tools. This

process involves scrutinizing social networking sites for profiles or usernames that are

identical to, or bear a striking resemblance to, the company's names or logos14. If left

unchecked, this type of corporate impersonation can harm a firm's reputation and brand.
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However, proactive monitoring can also signify a successful corporation. It is advisable to

reserve usernames on various social media platforms that correspond to, or closely resemble,

the company's trade names and logos14. Additionally, businesses must establish terms and

conditions that outline how their own social media platforms may use their intellectual

property or that of third parties.

Marketers should have policies in place that specifically forbid trademark and copyright

infringement as well as impersonation when executing certain types of social media

marketing campaigns, including promotions and user-generated content campaigns14. When

using social media for marketing purposes, data security, privacy, and trust become important

factors to take into account. Companies need to be aware of these possible hazards and take

the necessary steps to reduce the liabilities related to the collection, use, and security of

personal data. Trust is a key component of customer loyalty to social media marketers,

especially when it comes to privacy and transactional security15. A study discovered that

customers' fear of credit card fraud online has been one of the biggest obstacles to them

making more extensive transactions online16. Furthermore, privacy concerns have led to a

public relations crisis for several major social media campaigns, severely harming the brand

of the business concern17.

Social media platforms like twitter, twitter (x), tiktok, instagram, facebook, whatsapp and

telegram, to name a few, typically have their own privacy policies that regulate how they

handle user data and what third parties can do with it. Marketers who use third-party social

media platforms should make sure that their advertising does not incite customers or other

individuals to engage in behaviours that are against the privacy policies of the social media

companies, and they should also make sure that they are abiding by the policies. Companies
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that manage their own blogs or other social media platforms must to keep detailed policies

that outline their data collecting, usage, and storage procedures as well as any obligations that

third parties may have with regard to privacy and data security18.

Trust, which is closely tied to security, is a crucial element in the decision-making process for

online purchases. Typically, can’t touch, feel, or smell the goods. The salesperson cannot

have physical contact with the customer18. As a result, these methods of building trust are not

permitted online. Trust in a brand typically helps to reduce uncertainty. Additionally, trust is a

part of the attitude that makes up loyalty. It follows that loyalty in general and brand trust in

particular can aid in overcoming some of the drawbacks of the internet, such as dispelling the

myth that it is a dangerous, dishonest, and unreliable marketplace. In actuality, some

prospective clients are still discouraged from conducting business online due to these

preconceptions. Getting "third party approval" is a way to build credibility19.

Users have increased their time on the Internet in recent years and have communicated more

information, ideas, and opinions with one another there. Additionally, new platforms for

cooperation, communication, and content creation have emerged online. User-Generated

Content (UGC) is frequently used in marketing campaigns on social networking sites and

other online communities20. User-Generated Content (UGC), for instance, enables Internet

users to leave comments on a variety of content types, including blogs, videos, podcasts,

ratings, and reviews20. UGC holds a lot of promise as a marketing strategy, whether it's a

video or photo posted on a website or messages that site visitors distribute to network

members. Additionally, user-generated material has a high level of credibility in the eyes of

consumers, especially if it was created by a single person or was a tweet between friends.

There is a risk associated with requesting user-generated content in connection with a
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marketing strategy of being held liable for any content produced by a participant in the

campaign. However, marketers can take specific actions to reduce the legal risks related to

marketing initiatives that involve the sharing of user-generated material via social media20.

Consumers can produce good or negative pressure for the company, its products, and its

services depending on how the company is presented online and the quality of the items and

services given to the client.

In a sense, social media transforms consumers into marketers and advertising21. Following the

advent of Web 2.0 and 3.0 technologies, consumer-generated product reviews, images, and

tags which are a valuable source of information for customers making product decisions

online22, have grown quickly online and had a significant impact on electronic commerce23.

Negative post reactions are one social media and networking feature that is particularly

harmful to marketing campaigns. There isn't much a marketer can do to stop disgruntled

clients or rival businesses from publishing rude or derogatory images, posts, or videos24.

Negative or other unhelpful criticism must nevertheless be taken into consideration. Social

media platforms need to be efficiently managed in order to quickly respond to and remove

offensive posts, which requires more time25.

When it comes to making purchasing decisions, male and female students use different

approaches. When making a purchase, men usually look at features, cost, and technology

specs first. They also often compare products and services before deciding on one. On the

other hand, female students place emphasis on the aesthetic appeal, brand reputation, and

social validation associated with a product26. They may rely on recommendations from friends,

online reviews, and influencers when making buying decisions. Understanding the

motivations behind online purchases is crucial in comprehending gender differences. Male
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students seek convenience, efficiency, and the latest technological advancements to enhance

their gaming experiences, stay updated with gadgets, or pursue hobbies and interests26. In

contrast, female students are driven by self-expression, fashion trends, self-care, and personal

style. They view online shopping as a platform for exploration, creativity, and building their

desired image26. The choice of digital platforms also reflects gender disparities in online

buying behaviour. Males gravitate towards e-commerce platforms specializing in electronics

and technology, where they can find a wide range of products and detailed specifications26.

They may participate in online forums and communities centred around gaming and

technology to gather information. Conversely, females are more inclined to explore fashion-

focused platforms, social media marketplaces, and beauty-oriented websites to discover

trendy items, seek inspiration, and engage in online communities centred around fashion and

beauty26. As the digital landscape evolves, understanding gender differences in online buying

behaviour among university students becomes increasingly important. Recognizing these

disparities can assist e-commerce platforms, marketers, and advertisers in tailoring their

strategies to better meet the specific needs and preferences of male and female students. By

acknowledging variations in product selection, decision-making strategies, shopping

motivations, and platform preferences, stakeholders can enhance the online buying experience

and foster inclusivity in the ever-expanding world of e-commerce.

1.2 Statement of the Problem

Undergraduates in Nigerian universities constitute a significant consumer segment with

considerable purchasing power, crucial to the retail sector. However, the continuous

patronage between students and retail businesses is vulnerable to disruption during periods of



12

strike actions, environmental crises, and health emergencies, leading to significant decrease in

business activities and operational challenges.

The advent of social media platforms has revolutionized online buying, presenting new

avenues for marketing and sales. Despite these advancements, persistent challenges impede

effective platform utilization. Issues such as insecure payment systems, privacy concerns over

personal data, distrust arising from discrepancies in advertised versus actual product quality,

and the inability to physically inspect products pose significant barriers.

This study aims to investigate the influence of social media marketing on the online buying

behaviour of university undergraduates in Ibadan. By addressing these gaps, the study seeks

to provide insights into how social media impacts consumer behaviour within this

demographic. The findings aim to provide valuable guidance for businesses aiming to

enhance the online buying experience and adapt marketing strategies to better align with the

preferences and needs of university students in Ibadan.

1.3 Aim and Objectives of the Study

The main objective of this study is to examine the connection between social media marketing

and online buying behaviour among university students in Ibadan metropolis, Oyo State,

Nigeria. Other objectives of the study include:

i. ascertain the extent of online buying behaviour of university students in Ibadan metropolis

towards online buying.

ii. identify the factors influencing online buying among university students in Ibadan

metropolis.
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iii. determine the most used social media marketing platforms (Twitter (X), TikTok, Instagram,

Facebook, WhatsApp and Telegram) for online buying among university students in

Ibadan metropolis.

iv. determine the combined influence of social media marketing platforms (Twitter (X),

TikTok, Instagram, Facebook, WhatsApp and Telegram) on online buying behaviour

among university students in Ibadan metropolis.

v. determine the relative influence of social media marketing platforms (Twitter (X), TikTok,

Instagram, Facebook, WhatsApp and Telegram) on online buying behaviour among

university students in Ibadan metropolis.

vi. determine gender difference (Male and Female) in online buying behaviour among

university students in Ibadan metropolis.

1.4 Research Questions

i. What is the extent of online buying behavior of university students in Ibadan metropolis

towards online buying?

ii. What are the factors influencing Online Buying Behaviour of University Students in

Ibadan Metropolis?

iii. Which are the most frequently used Social Media Marketing Platforms (Twitter (X),

TikTok, Instagram, Facebook, WhatsApp and Telegram) for online buying among

university students in Ibadan metropolis?

1.5 Hypotheses
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H01: There will be no significant combined influence of social media marketing platforms

(Twitter (X), TikTok, Instagram, Facebook, WhatsApp and Telegram) on online buying

behavior among university students in Ibadan metropolis.

H02: There will be no significant relative influence of social media marketing platforms

(Twitter (X), TikTok, Instagram, Facebook, WhatsApp and Telegram) on online buying

behavior among university students in Ibadan metropolis.

H03: There will be no significant gender difference (male and female) in online buying

behavior among university students in Ibadan metropolis.

1.6 Significance of the Study

The study on the influence of social media marketing platforms, including Twitter (X), TikTok,

Instagram, Facebook, WhatsApp and Telegram, on online buying behaviour among university

students in Ibadan metropolis holds significance for various stakeholders. It will offer

valuable insights into the behaviour of university students regarding online purchases through

social media platforms, contributing to the existing body of knowledge on consumer

behaviour and the impact of social media on purchasing decisions. Consequently, it aids in the

development of relevant marketing and business courses by incorporating real-world

examples and emerging trends in digital marketing.

For businesses and marketers, this study will provide a comprehensive understanding of how

social media marketing platforms exerts influence on the Online Buying Behavior of

University Undergraduates, a substantial consumer group. It offers insights into the

effectiveness of different social media platforms, enabling marketers to strategically allocate

their resources. This knowledge will facilitate the development of targeted marketing
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campaigns to effectively engage and attract university students based on their preferred social

media platforms. Additionally, it will guide businesses in adapting their marketing strategies

to align with the evolving trends and preferences of university students in Ibadan metropolis.

Similarly, this study holds importance for social media platforms themselves. It offers an

opportunity for platforms like Twitter (X), TikTok, Instagram, Facebook, WhatsApp and

Telegram to assess their impact on online buying behaviour. By understanding their strengths

and weaknesses in influencing purchasing decisions among university students, platforms can

refine their advertising algorithms and features to enhance user engagement and conversion

rates.

University students will also benefit from this study as well. It will provide them with insights

into the influence of social media marketing on their online buying behavior, empowering

them to make more informed decisions. It will raise awareness among students about the

potential effects of social media marketing strategies and their susceptibility to persuasive

techniques. By understanding the tactics employed by businesses on different social media

platforms, students can become discerning consumers. This study also will facilitate the

development of digital literacy and critical thinking skills necessary for navigating the online

marketplace effectively. Furthermore, government and regulatory bodies can utilize the

findings of this study for policymaking related to consumer protection and digital marketing

regulations. It will provide evidence-based insights that support decision-making processes

and help in understanding the impact of social media marketing on the economy, particularly

with regard to online buying behaviour among university students. It will contribute to the

development of guidelines and ethical standards for businesses and marketers, ensuring fair

practices in digital advertising targeted at the youths. In conclusion, the study on the influence
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of social media marketing platforms on online buying behaviour among university students in

Ibadan metropolis holds significant implications for the academia, businesses, social media

platforms, university students, and regulatory bodies. It fosters a better understanding of the

relationship between social media marketing platforms and online buying behavior among

university students, ultimately contributing to the advancement of knowledge and informed

decision-making in the field of digital marketing.

1.7 Scope of the Study

The study will examine the influence of social media marketing on consumer online

buying behaviour among undergraduate students in universities located in Ibadan

metropolis. The scope of this research will focus specifically on two iconic universities

within Ibadan metropolis, namely; University of Ibadan and Lead City University, Ibadan

respectively. The choice to limit the study to undergraduate students in Ibadan metropolis

is justified by several factors. Firstly, Ibadan metropolis represents a diverse and

significant student population, offering a wide range of universities and thus providing a

suitable sample for this research. Secondly, by focusing on undergraduate students, the

study can investigate the impact of social media marketing on specific target audiences

known to be highly engaged with online platforms. The rationale behind selecting the

University of Ibadan (UI) and Lead City University, Ibadan (LCU) for this study is rooted

in their distinct positions as the first public and private universities, respectively, in the city

of Ibadan.

By carefully selecting the sample from these universities, the study aims to ensure a diverse

representation of students from various backgrounds and academic disciplines, enhancing the

generalizability of the findings. The contextual scope of the study is delimited to social media
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marketing and consumer online buying behavior among universities in Ibadan metropolis,

located in Oyo State. This choice of scope is justified by the need to explore the specific

dynamics and patterns of consumer behaviour in the context of social media marketing within

this geographical area. To comprehensively examine social media marketing platforms, this

study will consider popular platforms such as Twitter (X), TikTok, Instagram, Facebook,

WhatsApp, and Telegram. These platforms were selected due to their wide usage and

influence among undergraduate students, ensuring that the study captures a comprehensive

view of their online behaviour and interactions. By delineating the scope of this study to

undergraduate students in universities within Ibadan metropolis, the research aims to provide

valuable insights into the relationship between social media marketing and consumer online

buying behavior within this specific context, enabling a deeper understanding of the factors

influencing purchasing decisions among this target audience.

1.8 Limitation of the Study

The unwillingness of some undergraduate students from the two universities to partake in the

research and complete the questionnaires was a major limitation in the study as it slowed

down the research process.

1.9 Operational Definition of Terms

The following terms are defined according to their use in this study

1. Behaviour: A predisposition or a tendency to respond positively or negatively towards

buying a product online.

2. Consumer: In this study, a consumer is a person who purchases goods and services for

personal use.
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3. Online Buying: A form of electronic commerce which allows consumers to directly buy

goods or services from a seller over the internet using a web browser on any of the

modern digital devices.

4. Consumer Online Buying Behaviour: In this study, consumer online buying behaviour

implies the consumer’s decisions to purchase or not to purchase products online. In this

study, online buying behaviour is categorized into two which are online shoppers and

offline shoppers.

5. Ibadan Metropolis: For the purpose of this study, Ibadan metropolis includes the

administrative, commercial, educational, and residential areas within the geographical

boundaries of Ibadan, as well as surrounding urbanized regions that are considered part of

the greater metropolitan area.

6. Online Shoppers: These are individuals who actively use online platforms for purchasing

products. They prefer the convenience, wide variety of options, and ease of comparison

offered by online shopping. Online shoppers may fall into any of the categories mentioned

earlier: convenience shoppers, value shoppers, or personalization seekers. They embrace

the digital medium and leverage online platforms to meet their shopping needs.

7. Offline Shoppers: These are individuals who do not use online platforms for shopping or

prefer traditional brick-and-mortar stores. They may have various reasons for not using

online shopping, such as a preference for physical shopping experiences, concerns about

the security of online transactions, lack of access to the internet, or simply a lack of

familiarity with online shopping processes. Offline shoppers rely on in-person interactions

and physical stores to make their purchases.
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8. Social Media Marketing: Social media marketing specifically encompasses the planning,

execution, and management of marketing initiatives on platforms such as Twitter, TikTok,

Instagram, Facebook, WhatsApp, and Telegram, targeting university students in the

Ibadan metropolis. This includes activities such as sponsored posts, influencer

collaborations, targeted advertisements, and other promotional efforts aimed at engaging

and influencing the online buying behavior of university students within the specified

geographical area.

9. Social Media Marketing Platforms: For the purpose of this study, social media

marketing platforms encompass popular social networking websites and mobile

applications such as Twitter, TikTok, Instagram, Facebook, WhatsApp, and Telegram,

where businesses and marketers engage in promotional activities, advertising campaigns,

influencer collaborations, and other marketing strategies to attract and engage online

consumers, including university students, within the Ibadan metropolis.

10. University: An institution of tertiary education and research which grants academic

degrees in various subjects in Ibadan Metropolis.

11. University Students: (Undergraduates): University students, specifically undergraduates,

are individuals enrolled in a university or higher education institution in pursuit of their

first degree, such as a Bachelor's degree. These students typically range in age from late

teens to mid-twenties and are engaged in full-time or part-time academic programs across

various fields of study.
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Chapter Two

Literature Review

This chapter presents review of related literature. It is presented in the following sub-sections:

Conceptual Review, Theoretical Review, Empirical Review, Conceptual Framework and

Summary of Reviewed Literature. It was presented in the following sub-topics:

2.1 Conceptual Review

2.1.1 Consumer Behaviour

Consumer behaviour puts a spot light on how individuals, groups or organizations select, buy,

use, and dispose ideas, goods, and services to satisfy their needs and wants. It is the actions of

the consumers in the marketplace and the underlying motives for those actions. In order to

understand people's wants and consumption habits, studies on consumer behaviour typically

look into personal characteristics like demographics, personality traits, lifestyles, and

behavioural variables (such as usage rates, usage occasions, loyalty, brand advocacy, and

willingness to provide referrals). Consumer behavior also looks into the influences that social

groupings including family, friends, sports, and reference groups as well as society at large

have on the consumer (brand-influencers, opinion leaders)1. Even for industry specialists,

research has shown that predicting consumer behaviour can be challenging; nevertheless, new

research techniques like ethnography, consumer neuroscience, and machine learning are
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providing fresh light on how consumers make decisions. Additionally, databases for customer

relationship management (CRM) have developed into a resource for the study of consumer

behaviour2. These databases generate a large amount of data that allows for a thorough

analysis of the behavioural aspects that affect customer retention, loyalty, and other

behavioral intentions like the willingness to make good recommendations, support a brand, or

take part in customer citizenship activities.

Databases can also help with market segmentation, particularly behavioral segmentation like

creating loyalty segments that can be used to individually construct highly focused,

personalized marketing tactics.

Consumer behaviour includes any actions that may be connected to the acquisition, use, and

disposal of goods and services, as well as the consumer's subsequent emotional, mental, and

behavioural reactions. An end user rather than just someone who makes purchases in the

supply chain of an item or service can be a consumer as well as an individual or an

organizational one. Since Consumer behaviour first emerged as a subset of marketing in the

1950s, however, it has developed into an interdisciplinary social science. In an effort to

comprehend quantifiable patterns in people's wants and consumption, studies into consumer

behaviour explore personal characteristics like demographics, personality traits, and lifestyles

as well as behavioural variables like usage rates, usage occasions, loyalty, brand advocacy,

and willingness to provide referrals.

Consumer behaviour research (CB) also examines the influences that society as a whole and

social groups like family, friends, sports, and reference groups have on consumers (online

social media communities, brand-influencers, opinion leaders, celebrity endorsements). In
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particular, consumer behaviour is interested in how consumers acquire items and services, as

well as all the actions that lead up to a purchase decision, such as information search,

evaluating products and services, and payment methods, as well as the purchasing experience:

the who, where, when, and how of consumption as well as the usage experience, including the

method by which items are allocated within families or consumption units: Concerns about

consumer product and package disposal are addressed by disposal operations, which may also

include reselling through channels like e-commerce and flea markets. In addition to emotional

or affective responses, which pertain to the consumer's feelings or moods, there is also a

mental or cognitive response, which refers to the consumer's intellectual processes. The

consumer's observable behaviours in regard to the acquisition and disposal of products or

services are referred to as behavioural or conative responses. Consumer behaviour highlights

how people conduct the exchange-related parts of their life through a dynamic combination of

affect, cognition, behavior, and environmental events3.

Consumer behaviour analysis makes use of behavioral principles, typically learned through

experimentation, to interpret human economic consumption. These principles are based on the

notion that all behaviors are acquired through conditioning, and conditioning occurs through

interaction with the environment. Marketers want to be able to identify which products are

needed in the marketplace, which are underperforming, and how to effectively display the

commodities to consumers by knowing what drives people to purchase specific goods and

services.

2.1.2 Consumer Behaviour Determinants
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Four significant aspects, namely: cultural factors, social factors, personal factors, and

psychological factors, affect consumer behaviour. Terms like culture, subculture, and social

class are included in the first set of elements, which are cultural factors4,5. A person's culture,

which encompasses a wide range of information, beliefs, arts, laws, ethics, customs, and other

characteristics and behaviours, often characterizes them as being a member of a certain

civilization6. Each culture has its own subset of cultures or subcultures, each of which has its

own identification qualities. Sub-cultures can be divided into four categories: ethnicities,

religious sects, tribes, and geographic regions7. Social classes are relatively homogenous and

continuous subdivisions of a society, which are arranged hierarchically and whose members

have common values, interests and behavior8. The second group of elements is social, which

includes social circles, families, social roles, and social standing. Reference groups are any

groups that can directly or indirectly affect a person's attitude or behaviour9. Family is

regarded as the most important social component and has received extensive study. There are

two kinds of families: the parents' orientation family and the family that an individual builds

for themselves6. A person's place within a group can be described in terms of their social role

and social status9. The term "role" refers to the duties that an individual has in relation to

those who are in his or her immediate vicinity. Each role has a status that reflects the relevant

level of societal esteem6. Thirdly, the personal elements comprise demographic information

including age and life stage, employment, financial condition, way of life, personality, and

self-concept. People change their preferences and tastes for products or services according to

their age. Additionally, their purchases are influenced by the various life cycle stages, or the

stages that families go through as they grow and mature over time. An important element that

affects a person's purchasing behavior is their line of work. People with different vocations
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have diverse needs, which lead them to buy various goods and services6,8,9. Numerous

purchasing decisions are influenced by a person's financial position10. An individual's income,

savings, available cash, borrowing capacity, and attitude toward consumption with relation to

savings are all included in their economic statistics8. Lifestyle is defined as all of an

individual's habits that are shown via their activities, hobbies, beliefs, and little indulgences in

pleasures11. Personality refers to a person's psychological traits that motivate him to have

stable and rational responses to his surroundings. Finally, a person's presumptive perception

of themselves is nuanced. It consists of one's self-perception, how they aspire to be, and how

other people see them. Psychological elements including motivation, perception, learning,

beliefs, and attitudes make up the fourth category12,13,14. People's behavior is influenced by

motivation, an internal and complex process that is brought on by specific motives like hunger,

thirst, recognition, and devotion. Consumer behaviour is influenced by perceptions. A

motivated person's view of a certain situation affects how they behave. Human conduct, for

the most part, is learned. A person's learning is considered to be produced through the

interaction of intentions, inputs, and reactions15. People develop beliefs and attitudes through

their actions and learning, which have an impact on their purchase decisions. While attitudes

refer to a person's ongoing assessment, feelings, and dispositions toward an object or idea,

beliefs are the descriptive ways a person thinks about something and are based on information,

opinion, or faith and may entail sentimental charges16.

2.1.3 Consumer Online Buying Behaviour

The development of the internet has had a profound impact on how customers shop to a great

extent. As a result of internet technology, many people switch from traditional buying to
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online purchasing. Therefore, consumers are more likely to shop online now since they can do

so whenever they want, from anywhere in the world, and because they can become engaged

electronically. As a result, more people are using the internet and simple payment options.

People may make online purchases whenever and wherever they want with mobile devices

like smart phones and tablets. Consumer online buying behaviour is the process through

which people utilize online e-commerce channels to find, choose, buy, use, and dispose of

goods and services in order to satisfy their needs and desires17. E-commerce, also known as

electronic commerce, is frequently associated with the purchasing and selling of goods over

the internet, although it can also refer to any transaction that is entirely carried out

electronically. Three categories of e-commerce exist: business-to-business (B2B) (Alerzo),

business-to-consumer (B2C) (Jumia), and consumer-to-consumer (C2C) (Jiji). E-commerce is

seen as a mass channel that offers customers unique purchasing features. Online shopping is

more convenient due to a few factors, including Price, Product Variety, Security Levels, and

Reliability. Anything that saves consumers' resources, such as time or energy, is considered

convenient. It can also be referred to as time saving and having more time to assess and

choose the products18. Online shopping also saves time, eliminates queues, and is accessible

around-the-clock19. Over 627 million people worldwide have done their shopping online20. In

2007, e-commerce business hit $228 billion, $258 billion in 2008, and $288 billion in 2009.

Customers are encouraged to shop online since it is convenient and simple to do so21.

The price is what a consumer pays in exchange for a good or service. Prices have a big impact

on consumer internet purchase22. Price is a crucial element in increasing online purchasing

and has a favourable impact on online purchase behaviour22. A consumer will always consider

price while deciding whether or not to buy a product. Similar to this, price strategy studies
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contend that quality and price level are crucial components of competitive strategies in

retailing23.

Product variety is the quantity of various product kinds offered by an online store or merchant.

Online retail outlets attract more clients than traditional physical stores since they offer more

possibilities24. This suggests that if online stores provide more options and variety in their

product and service offerings than the traditional stores, customers will quickly switch their

interest and business to them.

Security level attends to Consumer’ opinion on how online shops handle their personal data,

including credit card number, email address, and other privacy data. Consumers' main

concern is the security of online transactions, which influences their decision to make an

online purchase25. Consumers will be more likely to engage in online buying the higher the

perceived level of security. Security has consistently gained support as a factor influencing

online purchases26.

Reliability implies the degree of trust a customer has in an online retailer's services. It

includes providing accurate goods or services following client payment reception. Accurate

billing, meticulous record keeping, and prompt transportation are all examples of what

reliability requires27. Since reliability measures how the consumer sees the merchant's

capacity to perform as promised, it is strongly related to risk28. Online shoppers reportedly

desire to obtain the right number and quality of the goods they have ordered within the time

range that the sellers have promised, and they anticipate being accurately billed29. An e-

commerce company must provide the promised services within the allotted time limit to

demonstrate that reliability influences online consumer purchasing decisions30.
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2.1.4 Social Media

The term "social media" is frequently used to describe a new type of media that encourages

interactive engagement. A technical and sociological synthesis based on an online network of

communities or platforms where individuals may connect, communicate, exchange stories,

and build connections for a range of formal and informal purposes31. The two unique

dispensations of broadcast and interactive media are frequently used to categorize the

evolution of media. While in the period of broadcast media, a firm like a radio station,

television network, newspaper, or film studio is tasked with the duty of disseminating

messages to a variety of audiences, the media represents an almost entirely centralized

structure. Feedback to media outlets was frequently impersonal, indirect, and delayed. Most

mediated communication was place on a far more intimate level, mainly by personal letters or

phone calls. However, as digital and mobile technology advanced, it became simpler than

ever for people to engage in large-scale contact. As a result, a new media dispensation

evolved that put interactivity at the core of new media functions. Now, a person could address

a diverse audience directly and receive immediate feedback. Consumers now have a wider

audience to share their opinions with than they once had.

Additionally, there are now more options for media consumption than ever before thanks to

new technology's accessibility and affordability. As a result, rather than relying solely on a

small number of news outlets, people can now find information from a variety of sources and

engage in discussion about it on platform timelines and virtual community channels. At the

core of this ongoing revolution is social media. A platform so important that nearly every

business establishment makes use of it for the marketing and promotion of their commercial
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activities. Social media is also used for sharing information and getting in touch with

customers and society at large.

Social media refers to a collection of digital platforms of some kind, which has two unique

operational features in common. First of all, engagements via the social media is a prudent

necessity; it can never be entirely passive, even on occasionally permissible digital social

networking platforms like Twitter, Instagram, Facebook, WhatsApp, TikTok and Telegram to

name a few. Usually, a profile needs to be made in order to start the possibilities for

engagement. Social media differs from traditional media in that personal profiles are not

allowed. Second, social media is designed to be engaging due to its participatory nature. This

engagement can be with long-standing friends, relatives, or acquaintances as well as with

people who are anonymous and who have similar interests or even members of the same

online community. With the help of social media, people have unrestricted access to a

decentralized network of platforms where they may share ideas or learn about a variety of

topics, including politics, entertainment, disaster relief, and an online marketplace where they

can buy goods and services.

2.1.5 Social Media Marketing

Social media marketing has improved businesses' ability to get real-time feedback data by

interacting with customers directly through micro-blogs and ratings. This data can be utilized

to develop products and services and more effectively respond to customer requirements. In

the age of the information superhighway, it is practical to disseminate information that will

enhance the reputation and image of organizations in order to meet goals for improved sales

and client retention32. Social media aids in giving business brands a worldwide audience by
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facilitating communication with a larger audience from all walks of life and from every nation,

providing the brands with fantastic opportunities to directly engage with communities on a

global scale and forge bonds with their target audience33.

Social media encourages active participation, and the main content creators are the people

having the conversation. While social media is a collective strategy that facilitates the

gathering and sharing of information, traditional marketing on television, radio, and

newspapers is largely controlled and centralized. For firms to genuinely adjust their business

and marketing strategies in order to improve consumer acquisition and retention, this

knowledge becomes absolutely crucial34. Numerous organizations and industries are being

significantly impacted by the advancement of technology growth. In fact, the rise of web

technology is revolutionizing the marketing industry globally35. In contrast to the past, there is

more intense competition in the market places, giving consumers the chance to make better

and more informed selections about the available choices of goods and services.

Organizations now have to work extra hard to maintain consumer loyalty and repeat business

as a result of the intense competition in the market. Strategically closing the communication

gap between the company and its customers could be a very successful corporate relationship-

building tactic that will foster and maintain a key understanding of the demands and desires of

the customer. Social media's nuanced and inclusive approach to creating and sustaining brand

interactions is quite important in this regard, and it has a hugely positive impact on businesses

and sectors36. Social media platforms and/or websites are being purposefully leveraged as a

communication link to proactively foster connectedness amongst people on a scale never

previously seen. Relevant studies demonstrate the appeal of social media among those who
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require a real-time, highly effective platform for obtaining limitless access to a super high

way of information, ideas, and chances37.

The process of managing the social and commercial interaction between businesses, their

brands, and their customers has been greatly improved by social media technologies. With a

strong track record of success as a medium for the facilitation and upkeep of strategic

relationships and engagements through which people interact naturally38. In terms of

marketing, brands are developed and promoted using social media platforms and websites.

Social media is used to comprehend consumer expectations and create tailored promotional

campaigns in order to meet certain marketing objectives37. Initiating, growing, and

maintaining a relationship between two parties requires effective communication. It also helps

to eliminate confusion and promote strategic understanding38. Social media is a tool for

connecting with and interacting with a wide range of customers. Businesses use this medium

to subtly promote the unique selling proposition and competitive edge of their brand40.

Organizations and consumers may connect easily and engage in seamless interactions and

communication to better understand customer preferences and create effective promotional

tactics. Due to the variety of its features, social media has a technological edge that makes it

possible to strategically reach a large number of target audiences41. An effective alternative to

traditional communication channels is social media. From managing instant message

conversations to real-time global conversations between brands and their customers via social

media channels, the interactions between brands and customers can be gathered and analysed

to support business decisions and evaluate the effectiveness of activities taken in response to

those decisions.



34

On strategically placed social media networks, businesses can also promote their brands

directly to their target audiences. This aids in generating the necessary exposure among a

sizable consumer base, which may indirectly lead to considerable amounts of sales and a

sizable fan base. Social media platforms are crucial for developing a brand's interaction with

consumers, attracting new customers, keeping hold of current ones, acting as a high-end

promotional system, and contributing to a brand's prospective growth. In the process of

developing a brand, they are important advantages that cannot be overlooked. Social media

platforms enable marketers to communicate in more open and productive ways42. Millions of

people use social networking sites and apps like Facebook, Twitter, Instagram, TikTok,

WhatsApp, Telegram, and others. On these social networking sites, marketers try to engage

users and win over new clients. They also use these sites as a tool for marketing to and

interacting with clients.

Customers are concurrently exposed to real-time brand information on social media platforms,

as well as access to reviews and comments from other customers who have previously come

into contact with the businesses they are interested in. As customers trust one another more

than they believe asymmetrical, static marketing methods, it is important that the

trustworthiness and authenticity of such raw data be taken into consideration.

2.1.6 Evolution of Social Media Marketing

During the period spanning Late 1990s to 2000s, the development of social media began to

take shape alongside the emergence of the dot-com bubble43. As the internet expanded, it

increasingly became a practical tool for marketing. Initially, many businesses sought to

establish an online presence through website creation to promote their brands. The



35

introduction of search engines like Google, Yahoo, and MSN enabled organizations to utilize

search engine optimization (SEO) to enhance their visibility in search results208.

The rise of blogs marked the second generation of websites, which significantly contributed to

the popularity of content marketing. This shift, known as inbound marketing, emphasized

creating value for customers while also attracting new clients to businesses. Blogs effectively

replaced the traditional outbound marketing approaches of "buy, beg, or bug"209.

Subsequently, businesses transitioned towards leveraging social networking platforms such as

Facebook, Twitter, and LinkedIn to further enhance their marketing strategies and engage

with a broader audience210.

The businesses were able to determine and select the social media presence's most

advantageous overall effects on their company strategy45. Several businesses can get a sizable

database at a low cost thanks to social media. The businesses were able to separate out

potential customers from the crowd using data analytics. The database also provided

information that had been analysed from multiple search engine providers, resulting in lead

generating. As a result, approximately 90% of all outbound marketing strategies used by most

firms on social media are due to this. For branding, customer retention, lead generation, e-

commerce, and research, the majority of those businesses use social media marketing. Social

media was used to enlighten various client groups as well as to spread the word about

products and services. Because of this, 83% of the firms' online activity reported satisfied

customers. The majority of customer concerns were posted on Twitter and received prompt

responses. Such communication has allowed businesses to retain a significant percentage of

clients and grow customer transaction46. The majority of businesses divided their various
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social media users into various consumer target groups in 2012. Hence their social media

marketing content was now being driven by data and demographics. However, most

organizations recognized that the social media had officially been seized by attention of the

masses; consequently, different organizations began adopting an active social media

marketing approach.

As a result, the period of most social media marketing began with different SEO companies

monetizing their networks. The position of the current state of digital communication and the

speakers advancing the mass transmission of ideas in social media were articulated in studies

near the end of 2019. The studies show that digital communication was being used in social

media marketing to disseminate ideas widely47.

Thus, the study found that revenue generating has undergone a significant transition,

particularly where social media was involved. The study also found that social media

advertising and consumer segmentation were centered on the many groups that make up the

online social media platform. Social media, according to a study, is the foundation of all

contemporary communication48. The study also showed that social media was important and

influential in creating income. According to the research, it was necessary to modify the

pertinent information to meet the needs of the different groups using the social media

platform. The information's recipient, however, had a wide range of sophisticated needs.

Targeted digital communication was the best strategy used to satisfy the needs of these

complicated groupings. Thus, it was determined that using accuracy is necessary while

producing, duplicating, storing, and disseminating material, images, and sounds in a digital

format in order to reach the intended audience49.
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2.2 Theoretical Framework

In regards to social media marketing and consumer online buying behaviour, the Technology

Acceptance Model (TAM), Theory of Planned Behaviour, and Theory of Reasoned Action

will be examined (TRA).

2.2.1 Technology Acceptability Model

The Technology Acceptance Model (TAM) is a model created and used to explore the

essential elements that influence consumers' adoption and acceptance of new information

systems50. Clarifying the variables influencing the acceptance of computer applications

generally is the TAM's main goal. Researchers and practitioners can use this model to assess a

process' inadequacies51. The behavioral purpose of using an information system is directly

influenced by users' attitudes toward the system and how useful they consider it to be, both of

which are influenced by users' attitudes toward the system. Actions and usefulness are

influenced by the application's alleged simplicity. In this strategy, businesses employ online

sales and social media to achieve their objectives. An information management ideology used

to explain how people utilize and apply information technology is known as the "technology

acceptance model." The theory of technological determinism has been improved.

In accordance with this concept, perceived usefulness (PU) and perceived ease of use (PEU)

are the two criteria that determine if a system is acceptable (PEOU). Perceived usefulness, or

PU, is the measure of how seriously someone takes the idea of using a technology to enhance

their productivity52. The term "perceived ease of use" (PEOU), on the other hand, refers to

someone's perception that using a certain interface is simple. The paradigm for employing

technology says that an information system's use is determined by the conduct intention, but
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that conduct intention also depends on how an individual approaches the system and how they

perceive it to be used. The consumer still takes into account other aspects in addition to

internet advertising. These include issues with access to the Internet or a poor Internet

connection, a lack of confidence, a lack of timing, and a payment issue52.

The model can be used to explain the research because social media (TAM-Theory for

technology adoption) has made it easier for consumers to make decisions without having to

physically visit stores. This explains why people use social media or the internet for their

engagement for advertising even though it is a relatively new networking technology. Two

factors that lead to recognition and acceptance by most consumers are the perceived

usefulness and ease of use. Other factors, such as trust, also affect its usefulness. As they

choose, attend to and hold advertisement posts based on their wishes, beliefs and other

considerations, the recipient intentionally manipulates the process of control53. The argument

is noteworthy because it casts doubt on whether individuals support or oppose social media in

comparison to online shops, regardless of the financial benefits of advertising and web

commerce. The theory is applicable to the research because social media (technology through

Technology Acceptance Model) has made it easier for consumers to make purchases without

having to physically visit a store.

2.2.2 Theory of Planned Behaviour

The theory of planned behavior (TPB) suggests that behavioral intention, influenced by

attitudes toward the behavior, subjective norms, and perceived behavioral control, determines

behavior44,54. People's overall feelings regarding the desirability or unwantedness of a certain

action are called Attitude (ATT). A person who wishes to perform a specific action is defined
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as a subjective standard by perceived organizational or Social Norm (SN). Perceived

Behavioural Control (PBC) is a measure of how simple or difficult an individual can perceive

a certain action. Theory of Planned Behaviour’s (TPB) ability to provide a useful theoretical

framework for understanding and predicting new information system acceptance has been

demonstrated54.

In a meta-analysis study, previous researches that used the TPB were examined. The theory's

main benefit is that it provides evidence for the TPB's efficacy and suggests that more

research on new variables is needed to improve the model's predictability. This study will

employ the principle of planned activity to describe how social media marketing is used to

influence consumer’s online buying behavior. The theory also sought to explain all acts which

are influenced by people through their desires. Behavioural intent is a key component of this

model; behavioral intent is based on one's attention to the likely outcome of the action, and

one's subjective cost-benefit evaluation of that outcome. It separates behaviours into the

emotional, social and influential groups.

The TPB consists of six systems which represent the actual regulations of a person's behavior.

1. Attitudes: The extent to which an individual positively or negatively considers the activities

of interest. The effects of doing the actions include reflection on the possible outcome.

2.Behavioural Intention: This shall apply to the driving forces which cause a particular

behavior; the more likely it is to be committed in order to commit the behavior. 3. Subjective

standards: assuming that the majority of people consent or disapprove of such behavior. The

question concerns a person's opinion as to whether he or she should be involved in the acts or

not, friends and important people in his or her life. 4. Social standards: In a group of people

or in wider cultural context social norms are established which forms the standards of
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behavior. Social standards are considered customary or natural in a group of individuals. 5.

Perceived Power: The belief that an individual's behavioral regulator is conditioned by

assumed authority is the perception of the presence of stimulus which may aid or prevent the

performance of an intervention. 6. Perceived Behavioural Control: An individual understands

perceived behavioural management how simple or complex the ideal act is to carry out.

Perceived improvements in behavior control depending on situations and behaviour leading to

individual realizing changes in behavioural control based on the situation. Planned behaviour

theory was born from the transformation from ‘Reasoned Action Theory’ to planned

behaviour theory. Theory is significant because it promotes the efficacy of the TPB and shows

that further study is needed to develop new variables in order to increase the predictability of

the model. This study uses the concept of planned business to understand how social media

(marketing) satisfy industry requirements.

2.2.3 The Theory of Rational-Action (TRA)

The Theory of Rational Action (TRA) posits that individuals engage in behavior based on

rational decision-making processes, where they assess perceived benefits and costs to achieve

their goals. This theory emphasizes the role of cognitive processes, including the evaluation of

outcomes and the weighing of alternatives, in shaping behavioral choices. TRA consists of

three general structures: Behavioural Intention (B1), Attitude (A), and subjective Norm (SN).

TRA is characterized by the attitude and subjective standards of an individual to the action

(B1 = A + SN). If a person wants to do something, he will probably do it. A person's relative

strength to behave is determined by behavioral intention. According to the above, behaviour

equals approximately the behavioural objective derived from the customer's combination of

attitude to the product's transactions and subjective standards of behaviour. Theory
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acknowledges other people's interference in the formation of acts through the notion of

subjective norm55. It takes into account directly the viewpoints of people on a certain behavior,

which is restricted by how much the consumer is motivated. This relative contribution of

behaviours and subjective expectations is fundamentally different in behavior prediction56.

The basic principle of reasoned action theory is that people behave rationally while trying to

achieve favorable outcomes and fulfill the desires of others. This theory clarifies how

behaviours are shaped and how they influence the actions of people.

The decision to perform the acts affects the behavior of an individual. The task and the effects

of a person's actions are called purpose57. An attitude is a person's feeling that may be

optimistic or bad and contributes to a purpose54. Intent is considered to capture the Motivating

Elements that influence a behavioural pattern58. As a consequence, a person may use the

amount of effort he or she can make to decide the motivation of such action. Since the idea of

rational action is applicable to consumer behavior, consumers are assumed to have certain

intent for any alternative option59. Rational action theory can be described as a representation

of “attitude intent comportment: a system of continuum." This is one of the most common

ways to describe customer's behavior60. This paradigm to study the effect on online shopping

in Malaysia and Saudi Arabia of consumer trust and attitude61. The theory is essential to the

study since it provides an attitude towards decision-making with behavioural clarity. Since it

depicts the cerebral architecture of conscious human behavior, such as intention and

experience, and clarifies the factors that influence it, the theory is significant in this study.
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2.3 Review of Empirical Studies

2.3.1 The Influence of Social Media on Buying Behaviour of Consumers

Consumer behaviour is a multidisciplinary field of social science that focuses on the

behavioural aspects of the economics in particular as well as psychological, sociological,

social, and anthropological findings. It investigates how thoughts, attitudes, and desires

influence behavior. By examining consumer or customer traits, demographics, lifestyles, and

behavioural factors including commitment, brand support, and referral abilities, formal

consumer behavior research seeks to understand people's demands and consumption patterns61.

Studies on customer behavior also look at how social groups, such as families, friends, sports

teams, and groups of like-minded people, affect the consumer. Consumer behaviour can be

defined as an effort to understand more about how people choose, protect, utilize, and discard

particular goods, services, experiences, and ideas62. Forecasting consumer behavior is crucial

since it will enhance customer relations management to comprehend customer loyalty (CRM).

Consumer behaviour aids in the development of the customer's model and aids in the

assessment of the costs connected with CRM. Additionally, it will help to raise profitability,

establish competitiveness, and increase the success rates of customer acquisition63. Customer

loyalty is a combination of attitude and conduct that leads to recurring business. In the fields

of industrial and service marketing, behavioural loyalty is referred to as brand retention and

repeat business64. As a result of the expansion of social media, consumers are now involved in

a variety of electronic activities like blogging, chatting, gaming, and texting. Customers can

access social networks through the Internet, gather information and tips, and marketing
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companies have a new channel to reach customers thanks to the fast-growing social media,

especially in industrialized nations65.

Social media nowadays is about enabling people to communicate their ideas, feelings, and

beliefs with others. It also aims to encourage people to engage in social interaction in the

same manner as in the past. But the key benefit of social media is that (a) the geographical

and temporal constraints that came with conventional communication methods have been

removed; (b) online channels have been developed that enable private sharing of multimedia

content; and (c) social media has simple interfaces that allow even non-tech experts to share

and communicate. Thanks to information and current communication technology, consumers

can shop online using a number of social media networks and websites66. To engage with and

build relationships with their clients, numerous businesses from across the world have signed

up for social media platforms like Facebook, Twitter, LinkedIn, YouTube, Google+, and

others. Only Facebook and Twitter (x), though, have managed to connect with their users by

joining the networks with the greatest rates of growth67.

The social media network is the ideal platform for businesses to use social media connections

to promote their websites or drive traffic to them. It works in mass marketing just as well as

conventional word-of-mouth. Corporate statements are widely disseminated in the media and

are likely to be heard in the company's favor68. Social media platforms have emerged as the

new paradigmatic tool of the twenty-first century for companies to use and further influence

the purchase habits of their customers. Virtually every business now uses social media to

further their corporate marketing strategy, especially in retail marketing. Nearly half of

Facebook's 400 million active users log on daily and spend more than 500 billion minutes

online each month69. Social media enables consumers to retake their position at the center of
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the corporate world while giving businesses access to a new range of tools for engaging with

customers and creatively incorporating their feedback into goods. Companies must therefore

understand how social media has influenced customer purchase behavior70. This has caused

an increase in the number of Nigerian businesses using these platforms.

2.3.2 Social Media Networks and Consumer Patronage

The features, attributes, pricing, and characteristics of a product or service influence a

customer's decision to acquire it. The customer experience is remembered for as long as

possible, regardless of the outcomes of a customer's previous purchasing history71. People can

access their social media accounts from anywhere at any time via the internet. People's

increasing interest in social media has led businesses to recognize these platforms as a

practical means of reaching their customers72. Because social media offers data in real time

and encourages two-way interactions between merchants and customers, retailers can better

serve their customers through improved customer relations, an expanded product line, cost

savings, and customization. Internet retailers have a tactical advantage over traditional stores

thanks to the use of social media73.

Any service or product will be impacted by social media's influence on consumer behavior.

The choices made by customers may affect quality, brand, advertising, or cost. Social media

connections show that interpersonal interactions have an impact on consumer advertising,

brand loyalty, and purchasing intentions. Although it is unlikely to do so, it might have a

mediating influence on consumer decisions74. Social media has completely altered the

activities related to the shopping process. Customers are using social media to hunt for

products online, proving that having a social media presence has a number of benefits that



46

traditional marketing does not75. According to social media marketing research evaluations,

social media marketing offers various advantages, with better visibility and traffic being the

two key ones76. 89 percent and 75 percent of advertisers, respectively, claim that using social

media in business has enhanced visibility and internet traffic77. Social media has the power to

impact brand actions, which in turn can affect consumer behavior.

A customer's purchase choice might be influenced by a favorable perception of a brand or

product. The brand perception and preference of other users on social media platforms are

influenced when a customer suggests a product there. However, social media promotional

commercials affect the customer brand's perceptions and intentions78. Marketers can plan their

marketing initiatives based on this information. Some businesses offer their products on social

media. It's a practical approach to interact with clients and an economical strategy to promote

their products or services. Social media can be used to connect goods and services with their

clients in addition to being utilized for promotion. Another study claims that social media

gives current and potential customers the chance to communicate directly with a corporate

representative79. The majority of consumers conduct their product research and purchases on

social media; thus, businesses and services take use of this to market their items. However,

the online user is a growing worldwide market with a global degree of intercultural

segmentation79. Customers must use social media to engage and communicate with the

business immediately if they have issues with their products or services.

A challenge is how companies respond to comments or responses made on social media.

Their responses and reactions will help the brand's reputation and increase consumer interest.

Every little bit of information can have an impact on a customer's choice of a product, as

revealed in a study that examined how social media networks affect purchasing decisions80. It
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was established in Nigeria despite the highly motivated acts of Internet scammers because to

the rising visibility of online distributors, particularly through social networking platforms

like Facebook, Twitter, YouTube, and Google Stores. The two top retail companies in Nigeria,

Jumia and Konga Nigeria Ltd, participated in these online businesses, which serve as the

foundation for the study and its clients from Enugu and Lagos. Data were gathered using a

cross-sectional survey design using a questionnaire as the data collection method. 5%

threshold of significance was used to examine the validity of the hypothesis using the

ANOVA and Chi-Square statistical techniques. The results have revealed, among other things,

a considerable shift in customer preferences. Customers continue to support online retailers at

a high rate despite their differing opinions of the internet, according to the analysis.

2.3.3 Influence of Social Media on Consumer Buying Decision Making Process

Consumer decision-making can be characterized as patterns of behaviour for buying goods or

services81. There are several types of buying behavior.

1. Complicated Purchasing: in this type of purchase, there is a high level of consumer

involvement, major brand difference, costly goods, and a high level of risk. 2. Low

dissonance: in this type of purchase there is a high level of consumer involvement, little

difference in branding and high risk. 3. Consistent buying: there is poor customers

involvement, little difference between brands, regular purchases. 4. Customer participation is

limited, there are major brand gaps, and customers switch brands for choice. Complex

purchasing carries a higher risk, which is why collecting information is more relevant81. A

community has been explained as any place where users connect and collaborate with one

another in posting, tracking and collecting views.
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Customers are more involved with complex sales, but spend more time on social media to

read articles before they can make a decision. The tendency to optimize or satisfy a decision is

known as decision-making. “Maximisers want the best possible outcome; Satisfiers want an

outcome which is strong enough to meet every criterion,”82. Satisfiers’ only review and test

products, on the other hand, before they find one good enough to satisfy those standards or

meet their appropriate limits. Maximizers instead take longer to look at and assess alternatives

for the best possible measurement83. The method of decision-making has been developed to

influence the time, number and evaluation of alternatives84.

Marketers actively tracked how advertising used social media, but few are aware of how it

affects consumers. Many scientists base their research on consumer behaviour while ignoring

the role that society plays in various decision-making processes85. Customers were able to

make informed purchasing decisions because to the increased volume and variety of

information available online and new information search opportunities have emerged as a

result of the accessibility and affordability of information86. The user content and views now

dominate the results of search engines87. The effect of the media depends on where the

decision is being taken. The media has increased social media impact at all levels of decision-

making through new social media, online decision-services, and advising frameworks,

although still advocating for intelligence analysis88.

Online decision-making effectiveness is further influenced by prospective risks, product

sensitivities, and confidence, as well as scheduling and cognitive costs of knowledge

collection and delivery. The importance of the internet is increasing because more people are

using it to make decisions89. The technologies that are available online provide decision-

supporting tools that assist customers in making better decisions and provide access to a
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variety of information, with the difference between the decision-making process and results

between the online and offline worlds90. A comprehensive survey was conducted to explore

the changing perspectives of social networks91. The findings suggest that the use of social

media affects customer loyalty in the entire information quest and alternative evaluation

processes, while increasingly satisfying buyers move towards final purchasing decisions and

post-purchasing evaluations.

2.3.4 Factors Affecting the Consumer Purchase and Social Media

Finding pertinent information through internal and external information searches is essential

since customers must pick amongst them once they have identified and evaluated their

available options92. These products appeal to customers because they are drawn to them. The

combination of data from many sources can have an impact on selection, which is why social

media is an effective tool for making decisions. As a result, decisions are influenced by social

media information in the form of expectations or forecasts. The social media marketing

survey not only demonstrates that 83 percent of respondents believe that media is crucial for

their businesses and that the social media landscape is an innovation that is mostly drawn by

advertisers93.

Social media has recently added a new component that has complicated long-term purchasing

habits. They frequently make reference to online platforms rather than just traditional

networks or shopping positions. Input from sources other than those impacted by online

marketers, such as research, references, blogs, social networks, and other user-generated

content, is used to prioritize and make decisions. The social media platforms created a

"participatory community" where user networks of connected individuals could track,
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exchange, and analyze various products, services, and events in an infinite number of ways94.

Online product reviews, which are distinct from perceived awareness and attractive amounts,

have a significant favorable impact on customer purchasing plans95. Comparatively to

corporate messaging and advertising, social media is a reliable source of intelligence and

information. There is a general attitude of suspicion toward the media96. Customers are no

longer using traditional media like the television, magazines, and newspapers to inform their

purchasing decisions97.

The abundance of information is one of the main issues with online decision-making.

Customers are unable to obtain all of the information they have access to due to a paralysis in

their search in social media and their sheer amount of knowledge98. Due to the limited

rationality, people can only see a certain quantity of information, and all options cannot be

thoroughly assessed99. Businesses that use strategic social media use tactics are more likely to

build, engage, and keep a consumer base in the future100. Companies are always coming up

with new strategies to connect with consumers, such as brand loyalty and buying strategy.

The emergence of social networks like Facebook, YouTube, and Twitter, where users may

interact with brand-specific content and build experiences, has been facilitated by the shifting

technological landscape.

2.3.5 Effect of Social Media Marketing Platform on the Consumer Buying Behaviour

New avenues for customers to consume product/service information have been made

available by social media movements101. Consumers can connect and routinely debate brands

on social media. Customers can also engage in a variety of activities like blogging,

communication, and talking. Customers can now easily communicate their thoughts, opinions,
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and experiences with others102. People may now communicate with the rest of the globe more

easily thanks to social media marketing103. Customers' purchasing decisions are influenced by

the evaluations that community members post online about a product, issue, or community104.

Online words are used to share views and evaluations of the various goods and services on the

internet. Many people have access to such suggestions and ideas through the Internet103. The

marketers are keen to understand online words as conventional contacts have begun losing

efficiency105. Business reviews are typically one of the most effective mechanisms for

electronic word of mouth106. Another factor in network modeling is how it affects networks

on behavior107.

Customer social interaction has also significant implications for purchasing decisions,

beginning with problem recognition, searching for relevant data, evaluating alternatives,

making final procurement decisions and satisfaction after purchase108. A study on the impact

of social networks (digital marketing) on consumer compliance, concluded that there might be

a detrimental connection between the use of social media and customer satisfaction109.

Customers who spend their time on the social media and on search engines are less committed

and likely to take account of these products to make potential profits or persuade someone to

buy their goods. This type of customer has less tolerance level for poor services as consumers

who spend much time on social media and search engines. The study also identified a

connection between the use of social media and market analysis. This increases the likelihood

for consumers to purchase (try new products or buy products without looking at them)110. In

order to better serve and attract customers, companies should emphasize customer

commitments and online presence. The study was conducted with questionnaires to collect

primary data. SPSS statistics was used in research statistics for mathematical analysis,
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correlation and regression. It was found that people are more interested in social media than

mass media information, but that information is limited and arbitrary when they search for

information111.

2.3.6 Marketing through Social Media to Influence Consumer Purchasing

Markets are ruled by consumers. Without the presence of the customer, no firm can function.

With the customer taking on the three unique roles of user, payer, and buyer, the analysis of

customer behavior is centered on consumer purchasing behavior112. Consumer buying

behavior (both online and offline) describes the patterns of when, why, how, and where items

are purchased or not before people make a purchase of a good or service112.

Consumer behaviour is the most concentrated area in all business and service sectors. Finding

out how consumers' wants and preferences are changing in the modern world is now the

primary determining element for every firm. As changes in culture, economics, and

technology have an impact on how consumers behave, there is a wide range of research on

consumer behavior. As a result of these modifications, studies of consumer behaviour are

eventually conducted using different methods and locations. Meanwhile, it was asserted that

the 2007 economic crisis and the acceleration of technological advancement after 2008 have

had a demonstrable impact on the current problems with consumer purchasing behaviour113.

The entire shopping experience has radically changed the marketing and customer purchasing

behaviour scenario in the modern day as a result of the development of technology. The main

significance of consumer purchasing behaviour is the ability to predict consumer behaviour,

including their inclinations, needs, desires, wants, necessities, and lifestyle. Additionally, it is
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crucial for marketers to understand consumer preferences. Knowing what motivates a

customer to buy a product is useful for marketers since it improves segmentation, targeting,

and forecasting. Finding out what kind of products consumers desire is vital before releasing

it on the market. With the development of technology, marketers now use social media as a

platform for advertising and even for the sale of their goods and services.

Marketers take advantage of this and develop a marketing plan that may aid in increasing their

clientele. Because so many people today utilize social media for communication and

interaction, using the social media ecosystem and reaching customers is relatively simple.

Social media marketing has given businesses a fresh avenue to interact with and influence

consumer purchasing habits. These encounters aid marketers in determining the needs of

consumers and imagining how their rivals could behave. New customer behaviours have also

been created through social media marketing114. Social media marketing (SMM) is an

effective marketing technique that changes consumers' perceptions and eventually influences

their purchase decisions, according to a study linking SMM to consumer purchasing

behaviour115. With the usage of social media, consumers' behaviour is being influenced in a

number of ways, including problem recognition, information search, alternative evaluation,

final decision, and post-purchase decisions. This assertion was backed up by a related study,

where it was claimed that social media influences a variety of facets of customer behaviour,

including information gathering, opinions, and perceptions as well as purchasing behavior,

post-purchase interactions, and evaluation116.

2.3.7 The Effect of Digital Marketing on Consumer Behaviour
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Technology advancements have presented opportunities and difficulties for already

established firms, as well as ideal ground for new businesses to flourish. Everything we do is

governed by technology. The gradual rise in worldwide internet connectivity supports this117.

Businesses everywhere are implementing tech-related techniques to help them maximize their

consumer networks. The COVID-19 epidemic made it clear that technology adaptation is

necessary in today's world. Businesses that had completely integrated their digital operations

during the pandemic were clearly less affected by the lockdown than those that had not118.

Marketing is one industry where technology advancement has had a significant impact. When

it comes to marketing, there has been a paradigm shift from using print media and billboards

to embracing all digital platforms119. Now, it is possible to market goods like cars, clothes,

and electronics in real-time through social media sites like Facebook and Twitter, giving

retailers access to a larger consumer base and maximizing value creation. With the

development of technology, marketing has changed from more conventional forms to digital

marketing, where marketing content is communicated via digital channels. Businesses have

changed how they interact with clients since the turn of the twenty-first century in order to

better understand what the customers require. The shift to digital marketing has made it

possible for businesses to reach customers fast with goods or services and to receive feedback

right away.

Digital marketing is growing quickly in South Africa. In contrast to the global average of 10%,

digital marketing was predicted to account for 35% of all marketing activity by 2018120. The

increase in the number of people who have access to the internet supports the expansion of

digital marketing. 31.18 million People in South Africa used the internet in 2019, making up

around 68% of the country's population. 28.99 million People in this population used mobile
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internet120. It is anticipated that this growth would continue in the upcoming years, reaching

an estimated 80% of the overall population by 2023120.

Businesses all over the world have embraced digital marketing as a quick and efficient

approach to offer content to customers. It is currently estimated that each person sees between

6,000 and 10,000 advertisements per day. In contrast, popular social media platforms like

Facebook have experienced a sharp increase in the online advertising market, with their

revenue from advertisements rising to $39,9 billion in 2017 from $1.9 billion in 2010121.

Additionally, compared to 28,24 billion in 2010, Google's advertising revenue increased to

134,81 billion121.

The increase in online advertisements shows that businesses are under pressure to reach

consumers with their content and to adopt this new means of efficient communication. In this

article, the issue that needs to be explored is whether the amount of digital advertising that is

being pushed to consumers is having the desired effect that businesses hope for. Are these

advertisements which are distributed through digital platforms pleasing to the consumers or

are they just annoying? Therefore, determining if digital marketing improves the customer

experience is the research problem. This article will examine millennial consumers to see

whether millennials believe they obtain value from the digital information they access through

a range of venues. The study sought to determine whether consumers could benefit from

digital advertisements when making online purchases. The research's goal was to contribute to

the expanding body of knowledge about understanding millennial consumers' purchasing

choices and how they are influenced by digital marketing by concentrating on this

demographic. In order to determine whether marketers' marketing methods are having the
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desired impact, the majority of academic research in digital marketing has been directed

towards them122.

A very small amount of research has been done to comprehend digital marketing from the

perspective of the customer. The rising number of millennial consumers in South Africa

offers marketers a chance to broaden their clientele. Although there are indications that

millennials are responding well to social media marketing communications regarding digital

marketing, there appears to be a downturn in the way that millennials are embracing these

channels123. This suggests that marketers need to do more to comprehend the millennial

customer's thought process and be able to provide the material that would be beneficial to

them. Additionally, it is important to comprehend digitally linked clients better in order to

understand what influences their purchasing decisions, as this could influence the marketing

methods used by organizations124.

Additionally, there is fierce competition for the same client, which forces marketers to

innovate their offerings by either improving the experience with a product or service that is

intended to attract customers to the product. Therefore, it is important to comprehend why

millennial consumers would choose one product over another and how they would respond in

specific scenarios. A management procedure between a business and the consumer is what

marketing is. Although there are different definitions of marketing, they all center on actions

taken to strengthen client connections, marketing is a philosophy or managerial attitude

intended to create enduring relationships with customers125. The "marketing mix" has been

conceptualized as a result of advancements in marketing theory. Based on the features of that

market, marketers can utilize this idea to strategically customize a product to that market126.

While many organizations continue to heavily rely on the marketing mix to guide their
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strategy, ‘relationship marketing’ added a new dimension to marketing and caused a paradigm

change in the way businesses market and sell their goods and services127. The focus of

relationship marketing is on adding value to the target market by involving important

stakeholders128.

Marketing was not immune from the technology transition that was being driven by more

customers embracing digital technology as technology continues to transform how

organizations function globally. Beginning in the late 1990s, traditional means of marketing

goods and services via print media and billboards were replaced by digital technology.

Digital marketing was then developed as a result of this. Consumers are now drawn to brands

based on a variety of variables rather than just the goods or services they are supplied.

Millennials were found to be embracing the phenomenon more than other generations, despite

the fact that digital marketing activities are constantly rising globally. This is because they

prefer more online purchasing than other age groups129.

Millennials are a group of people who were born in or after 1980 and are also known as

Generation X130. They are known to be open-minded, social, innovative, energetic, ambitious,

confident, motivated, and smart, and they have different financial goals from other

generations131. The group is thought to have greater purchasing power than previous

generations132. Since they belong to a generation that was born during a time when education

was more readily available, millennials are also thought to have a higher degree of education

than their peers133. A Statistics SA's 2020 report stated there are 20.8 million millennials in

South Africa, or around 36% of the nation's population134. In South Africa, the majority of

millennials use computers, tablets, and smartphones to access digital media. Furthermore,
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Statistics SA estimates that 56.2% of millennials are under the age of 30. Internet

advertising, Digital marketing, as a type of advertising, makes use of technology through

connecting with customers by distributing material online via digital channels. Digital

marketing first emerged in the late 1990s, and by 2014, it had established itself as a standard

method of business marketing135. The ability to contact the targeted consumer utilizing social

media and search engines is digital marketing's largest advantage over traditional marketing136.

In addition, adopting digital is less expensive than using traditional marketing techniques137.

Digital marketing channels are a range of channels that marketers utilize to communicate with

clients. They are also known as e-WOM (electronic word of mouth)138. Marketers deliberately

use these channels to improve consumer communication, which improves customer

relationships, supports sales, and increases customer awareness139. Big data analytics is used

to analyze client purchase patterns in order to better understand the consumer. Big data

consumer analytics are essential to the development of digital marketing because they allow

companies to develop products that are specifically suited to the needs of particular markets

and allow marketers to profile consumers based on preferences and purchasing patterns140.

Big data gives marketers the chance to instantly modify a product or service to meet the

demands of the market. By matching consumers' interests based on the data gathered,

marketers can also enable the creation of communities of customers in a digital setting that

have similar interests to communicate and share ideas. It is obvious that big data consumer

analytics is crucial for digital marketing and that it helps businesses understand their target

audiences' preferences and how to formulate strategies based on those findings. Consumer

behavior is the dynamic combination of affect, cognition, behavior, and environment that

determines how people interact with the exchange-related parts of their lives141.
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The responses of customers to a particular marketing or advertising campaign depend on a

number of variables. In the digital context these aspects multiply, which contribute to the

complexity of using this medium. Customer involvement, customer perceived value, ethics,

and behavioral economics are a few elements that influence consumer behavior142.

Millennials' choices in retail are influenced by a variety of factors that guide their decision-

making process, including price consciousness, sustainability, social validations,

psychological cues, health consciousness, and a sense of value for money143. As a result, they

compare various retailers online. Given that younger consumers interact on social media, it

has become the most popular channel for marketers to advertise goods and services to

millennials. Social media marketing has been used to impact favorable consumer perceptions

and millennial attitudes toward brands144. That was accomplished by introducing elements

like entertainment, interaction, trendiness, customization, and word-of-mouth into the

marketing content145. Despite the widespread belief that social media marketing has a

favorable impact on customer behavior, there are some signs suggesting the contrary. As

found in several related studies, not all forms of digital marketing are effective with

millennials, which led to the development of ad-blocking technology, which is a significant

hurdle for marketers146,147,148. Understanding the motivations behind this kind of behavior

toward digital advertisements is therefore urgently needed149.

Content promotion Identifying, analyzing, and meeting client expectations are all part of

content marketing150. Localizing messaging for certain audiences, personalizing material,

evoking emotions, and diversifying are all components of content marketing151. In order to

increase customer engagement with this type of marketing, marketers must not only push high

quality content but also gain a thorough understanding of their target population152. The
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applicable human behavioral factors required to comprehend millennials' attitudes toward

digital marketing and to influence content development are included in Marslow's hierarchy

of requirements153.

2.3.8 Social Media Advertising's Impact on Consumer Behavior

Social media, despite being relatively new phenomena, has made a significant difference on

people's lives. The number of social media followers is increasing daily, demonstrating the

strength of this new trend154. Social media is a term that everyone is familiar with today.

People have heard of Facebook and Twitter even in rural and distant parts of the world, and

they may use them frequently155. But social media in its current incarnation has only been

around for a short while, and although while we probably cannot fathom life without it now,

just over a decade ago, everyone could156. Social media's development has formed a new

environment and given rise to new ways to communicate with people. Social media sites like

Facebook, Twitter, Snapchat, and Instagram present enormous opportunity to connect with

the billions of users that use these sites every day. Social media includes cooperative projects

like blogs, Wikipedia, social networking sites (like Cyworld, Facebook), consumer-generated

content communities (like YouTube, Flicker, and Todou), virtual game worlds (like

EverQuest), and virtual social worlds (e.g, Second Life)157. Numerous studies support the

widespread usage of social media as a reliable information source because of its perceived

reliability and ease of access. According to e-marketers, 16.1 billion individuals used

electronic devices each month to access social networking sites in 2016 and by 2017 that

figure was predicted to double. By the end of 2018, more than 2.33 billion people were

expected to be using social networks158. With more than 2.3 billion people using social media
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in 2019159. Traditional advertising has been the only significant route for marketers for many

years.

Is social networking a more effective approach to reach customers now that it has developed

into a big channel for businesses to use to advertise their goods? The question of whether

social media is as effective as marketers believe it to be persists despite the fact that social

media's value to businesses has increased. Therefore, it is necessary to ascertain the impact

social media has on consumer spending habits and choices. What impact does social media

advertising have on customers' decision-making regarding purchases? Few studies examine

this from the perspective of the consumer, even if many existing research discuss the benefits

of social media for businesses and how to help them better navigate their entry into this

market160. Additionally, brand interaction on social media may not be entirely what marketers

want since consumers may feel differently than marketers anticipate. Organizations have

boosted their spending on social media sites because the growth of social media has given

marketers a new channel for connecting with customers. Finding information on real return on

investment prices is challenging in this situation, though. Social media actions that raise

customer awareness of the value of a company's goods and services are collectively referred

to as social media advertising161. These social media platforms provide useful tools and online

resources to promote collaboration, communication, and information sharing162. The channel

can lessen prejudice and misperceptions about a brand's equity by serving as a forum for

dialogue between people163. Particularly, social media can improve interaction between

customers and brands. However, the effectiveness of online advertising depends on the

features of the product164.
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When sales are down and when the economy is in a slump, social media advertising can be a

useful tactic165. Social media is a viable and affordable method for accessing and gathering

information166. More people visiting a book's website may result in more sales of that book167.

Facebook and other social networking sites are effective strategies to increase awareness of

and involvement in campus leisure168. Marketing professionals are working harder now to

increase consumer interaction on social media platforms169. However, it's crucial to

consistently produce new and engaging material to engage users170. Social media has proven

useful since it quickly spreads information to a huge number of individuals, making it a cost-

effective type of advertising. Social networking networks are useful instruments for

confirming buying decisions171. However, the majority of users are still seen as being

"inactive," or passive, when it comes to spreading word of mouth on the various social media

sites. Although social media provides consumers with an overwhelming amount of

information, consumers still evaluate several options before making a decision rather than

making a purchase right away178.

But according to recent studies, the impact of social media on purchasing decisions is

surprising. Due to this realization, several businesses have been emphasizing the improvement

of their social media strategy179. However, it's crucial to develop a plan before entering the

social media space, since many companies that have done so without one have been

disappointed with the consumer response180. Social media has been found to have an impact

on brand attitudes, advertising attitudes, and purchase intentions in the context of the

interaction between consumer purchase decisions and social media. Despite the fact that it

might not directly influence consumer decision-making, it might have a mediating effect181.
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Additionally, company social media advertising can influence both brand attitude and

purchase intention182. Online shopping is becoming more widespread worldwide, resulting in

globalized cultural segmentation183. Through social media, customers can contact a firm

directly if they have a concern or issue with a product, allowing for a quick resolution.

Entertainment, information, and social contact are thought to be the top three advantages of

social media for consumers184. Customers are driven to utilize social media as a tool to further

their own interests. These fall into two categories: intellectual reasons, which promote

advocacy and knowledge sharing, and emotional motivations, which promote self-expression

and social interaction185.

These motives can be linked to business reviews and recommendations from friends, which

support their buying choices and reveal the worth of each dollar spent. Consumer motivation

is strongly influenced by business reviews186. Customers routinely create information about

brands, which, in the past, has been controlled exclusively by the firms. As a result, it is

imperative for marketers and merchants to expand their awareness of the elements that impact

customer attitudes and motivations187.

2.3.9 Consumer Buying Patterns in an Online Purchasing Process

Most businesses nowadays are looking for innovative ways to keep ahead of the

competition188. However, recognizing your customer's needs should always be a top priority

because they can alter significantly due to the rapid development in various market sectors189.

There aren't many options for enterprises to thrive in the fiercely competitive industry of

today. In the past, the majority of businesses concentrated on cutting costs in order to compete

on price; however, this strategy may not be feasible for all businesses, and it cannot be the
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sole one190. It is crucial for businesses to concentrate on their target market's wants and

behavior during the purchasing process191. Understanding the buying cycle is crucial for

businesses since only by using buying process models can businesses fully comprehend the

needs of their customers192. Knowing your customer needs is one of the key solutions, but it is

not enough to solve all the problems193. Companies need to consider certain environment of

information regarding its product. Some scholars argued that buying process has different

steps, starting with identification of product needs and then going through different stages,

however one of the most important stages of buying process is when customer ask for a

recommendation from friends and families194. More than 60% of the younger generation uses

online search engines as their primary resource for learning about a certain product195.

The purchase process has undoubtedly altered significantly thanks to the internet, and social

media sites like Facebook, Twitter, and others have recently had a significant impact on

consumer behavior196. Nowadays, it's uncommon to come across a business that doesn't have

a presence on social media, as these channels have grown to be crucial for connecting with

customers. The social media platform created new avenues for customer interaction since

when a customer purchases a product, they may publish or share their thoughts and

experiences, giving others the chance to react and express their opinions197. This kind of

argument will unquestionably affect consumer purchasing behavior, which in turn affects

consumer purchasing decisions during the purchasing process. The electronic word of mouth

(E-WOM) is one of the new ideas that have been discussed in the literature in relation to the

internet and social media platforms198. Electronic word of mouth can be characterized as open

avenues of customer contact that have a significant influence on consumers' purchasing

decisions. It is one of the most important things that influence consumer behavior because
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through electronic word of mouth, consumers may assess a product and get a sense of its pros

and cons, which help them make a final purchasing decision199. Customers may use

information about a product found on social media or the internet to lessen the risk and

uncertainty associated with purchasing a particular item, but customer to customer

communication plays a crucial role in how well businesses understand customer behavior and

how it affects the purchasing process200.

2.3.10 Consumer Characteristics and their Effect on Accepting Online Shopping

The prevalence of online purchasing has increased as a result of internet development201.

With an increase in annual online sales, the internet has become a significant shopping

channel202. Due to privacy and security concerns, many internet users still choose not to make

purchases online203. This is because they are hesitant to communicate personal information

over the internet204. Despite this, online shopping is still expanding as online businesses

become more sophisticated203, which has a significant impact on how customers purchase

goods and services201. Online shopping is the third most common internet activity; with about

half of internet users have made a purchase using the internet205. A recent global data reveals

that global online retail sales increased by 14.5% in 2009 to reach $348.6 billion, although

they still make up 2.5% of all retail sales worldwide. Global online retail sales are anticipated

to increase by 22.2% to $778.6 billion by 2014206. Online retail sales in the USA increased in

2009 by 2.1% over 2008 to reach $145 billion, with an average annual growth rate of 18.1%

between 2002 and 2009207. 37% of internet users in the 27-member European Union made an

online purchase in 2009, an increase of 5% from the year before. More than 60% of internet

users in the United Kingdom, Denmark, the Netherlands, Norway, and Sweden have made an

online purchase, compared to fewer than 10% in Greece, Lithuania, Bulgaria, and Romania208.
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From the foregoing, it can be seen that developed and developing countries use online

shopping to different degrees209. Any organization that wishes to engage in this new industry

and be competitive must comprehend the potential it offers. In addition, the mindset of

internet shoppers is a problem that many studies invest much interest210. What influences

customers' decisions to purchase from a certain electronic store is a crucial subject in this

domain211.

Businesses can more precisely identify potential target markets by learning about the traits of

potential customers. Furthermore, some scholars support the view that due to the special

features of the internet its suitability to market products and services depends on the features

of the products and services being marketed, Peterson212. Some scholars additionally

reinforced the idea that customers' purchasing behavior in online markets depends on the

product or service they have in mind. Another study also demonstrated that different product

kinds affect consumers' acceptance of online shopping213. Moreover, a study found that the

type of the product which is being sold on line is responsible for the variations of customers’

buying online performance214. Another study found that the variations that had been observed

in shopping orientation and demographics were based on the type of product purchased on the

internet215.
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2.4 Conceptual Framework

Independent Variable Dependent Variable

Moderating Variable

Source: The Researcher, 2023

2.5 Summary of Literature Reviewed

The conceptual model presented above examines the collective impact of various social media

marketing platforms, namely Twitter, TikTok, Instagram, Facebook, WhatsApp, and Telegram,

on the online purchasing behaviour of university students residing in the Ibadan metropolis. It

aims to investigate the relative influence of these platforms on the online buying behavior of

students in Ibadan, as well as any gender differences that may exist between male and female

Social Media Marketing
Platforms

 Twitter,
 Tiktok,
 Instagram
 Facebook
 Whatsapp
 Telegram

Online buying behavior

 Online Shoppers
 Offline Shoppers

Gender

 Male
 Female

H01

H02

H03
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students in their online purchasing behavior. The model acknowledges that social media

marketing platforms have become powerful tools for businesses to engage with their target

audience and promote their products or services. These platforms provide a convenient and

accessible avenue for students to browse, discover, and purchase items online. By analyzing

the impact of multiple platforms, the model recognizes the dynamic and interconnected nature

of social media and its potential influence on online buying behavior. Understanding the

relative influence of each platform is essential for businesses seeking to optimize their

marketing strategies. By examining the specific impact of Twitter, TikTok, Instagram,

Facebook, WhatsApp, and Telegram on online purchasing behavior, the model aims to

identify which platforms have the greatest impact on university students in Ibadan. This

analysis can guide marketing efforts by helping businesses focus their resources on the most

effective platforms for engaging with this particular demographic. Moreover, the model

recognizes the importance of considering gender differences in online buying behavior. By

differentiating between male and female students, the model seeks to determine whether there

are any significant variations in how social media marketing platforms influence online

purchasing behavior based on gender. Such insights can be valuable for tailoring marketing

campaigns and product offerings to better resonate with different genders and optimize

marketing efforts.

In all, this conceptual model presents a comprehensive approach to studying the combined

influence of social media marketing platforms on online buying behaviour among university

students in Ibadan metropolis. It examines the relative influence of Twitter, TikTok, Instagram,

Facebook, WhatsApp, and Telegram, while also considering potential gender differences. The
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model's findings can provide valuable insights for businesses and marketers looking to

effectively engage with university students in Ibadan and enhance their online sales strategies.
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Chapter Three

Methodology

This chapter presents the methodology used to achieve the aim and objectives of this study. It

contains the research design, population, sample and sampling techniques, research

instrument, validity of the instrument, reliability of the instrument, methods of data collection

and methods of data analysis.

3.1 Research Design

Research designs are often referred to as the structuring of investigation aimed at identifying

variables and their relationships to one another1. For this study, the descriptive survey

research design is used. This is because the study does not intend to carry out experiments but

to draw out the experiences of respondents using questionnaire. The researcher only intends to

describe, find out, and interpret conditions, relationships that exist and the behaviour of

university undergraduates towards online buying and how social media marketing influences

it.

3.2 Population of the Study

The population of this study comprise undergraduate students of the University of Ibadan and

Lead City University, representing the oldest public and private universities in Ibadan

respectively.

The rationale behind selecting the University of Ibadan (UI) and Lead City University, Ibadan

(LCU) for this study is rooted in their distinct positions as the first public and private

universities, respectively, in the city of Ibadan.
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The University of Ibadan, established in 1948, stands as the premier university in Nigeria,

boasting of a rich history and a status as a public institution2. This venerable establishment

provides a fertile ground for research, offering a wide array of academic disciplines and

hosting a diverse student population. By including UI, the study ensures a comprehensive

representation of perspectives due to its long-standing legacy and academic prominence.

On the other hand, Lead City University, founded in 2005, holds the distinction of being the

inaugural private university in Ibadan3. Its comparatively recent establishment introduces a

contrasting perspective, reflecting the dynamics of private higher education institutions. The

innovative and focused nature of private universities can shed light on how social media

marketing influences online buying behaviour within a more entrepreneurial and competitive

academic environment.

The analysis of the population of this study is presented in table 3.1 below:

Table 3.1 Population of the Study

S/N University Study Population

1 University of Ibadan 37,650

2 Lead City University, Ibadan 15,770

Total 2 53,420
Source: Field Survey, 2023

3.3 Sample and Sampling Techniques

To conduct a robust sampling of students from the University of Ibadan (Public) and Lead

City University (Private), the researcher made use of multi-stage sampling procedure. This
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approach ensures that the study’s sample is representative of the student population in both

universities.

University of Ibadan

Step 1: Determine the Sample Size using Slovin's Formula: Using Slovin's Formula with a

margin of error of 0.05, the researcher calculated the sample size for the University of Ibadan,

which has a population of 37,650 students, to be approximately 400.

Step 2: Define the Stages of Multi-Stage Sampling

Stage 1: Stratification by Faculty: The researcher stratified the students by the five most

populous faculties: Education, Sciences, Social Sciences, Arts, and Law.

Stage 2: Stratification by Year of Study within Each Faculty: Within each faculty, the

researcher further stratified the students by their year of study (1st year, 2nd year, 3rd year,

and 4th year).

Stage 3: Simple Random Sampling within Each Stratum: Within each stratum (faculty-

year combination), the researcher performed simple random sampling to select the required

number of students.

Step 3: Allocate Samples Proportionally: Based on the distributions, the researcher

allocated the total sample size of 400 students proportionally among the faculties and years of

study as follows:
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 Faculty of Education: 30% of the sample, which equals 120 students.

o Each year of study (1st, 2nd, 3rd, and 4th) will have approximately 30 students.

 Faculty of Sciences: 25% of the sample, which equals 100students.

o Each year of study will have approximately 25 students.

 Faculty of Social Sciences: 20% of the sample, which equals 80 students.

o Each year of study will have approximately 20 students.

 Faculty of Arts: 15% of the sample, which equals 60 students.

o Each year of study will have approximately 15 students.

 Faculty of Law: 10% of the sample, which equals 40 students.

o Each year of study will have approximately 10 students.

Lead City University

Step 1: Determine the Sample Size using Slovin's Formula: Using Slovin's formula with a

margin of error of 0.05, the researcher calculated the sample size for Lead City University,

which has a population of 15,770 students, to be approximately 390.

Step 2: Define the Stages of Multi-Stage Sampling

Stage 1: Stratification by Faculty: The researcher stratified the students by the faculties of

Law, Social Sciences, Sciences, and Environmental Management.

Stage 2: Stratification by Year of Study within Each Faculty: Within each faculty, the

researcher further stratified the students by year of study (1st year, 2nd year, and 3rd year).
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Stage 3: Simple Random Sampling within Each Stratum: Within each stratum (faculty-

year combination), the researcher performed simple random sampling to select the required

number of students.

Step 3: Allocate Samples Proportionally: Based on the distributions, the researcher

allocated the total sample size of 390 students proportionally among the faculties and years of

study as follows:

 Faculty of Law: 30% of the sample, which equals 117 students.

o Each year of study (1st, 2nd, and 3rd) will have approximately 39 students.

 Faculty of Social Sciences: 30% of the sample, which equals 117 students.

o Each year of study will have approximately 39 students.

 Faculty of Sciences: 25% of the sample, which equals 98 students.

o Each year of study will have approximately 33 students.

 Faculty of Environmental Management: 15% of the sample, which equals 58

students.

o Each year of study will have approximately 19 students.

Justification for Picking Percentages

The percentages for the faculties are assumed based on their relative sizes and prominence

within the universities. Larger faculties such as Education and Sciences typically have more

students, justifying a higher percentage allocation. This proportional allocation ensures that

each faculty and year of study is adequately represented in the sample.
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In all, the multi-stage sampling technique used here involves stratifying the student population

by faculty and year of study, followed by simple random sampling within each stratum. This

method ensures that the sample is representative of the entire student population, capturing

the diversity within the universities. By following this robust sampling procedure, the

research findings will be more accurate and reliable. This is further clarified in the analysis

and table 3.1 below:

Table 3.2: Number of Sample Students

University of Ibadan

Selected
Faculty

Assumed
Percentage

Total Sample
Size

1st
Year

2nd
Year

3rd
Year

4th
Year

Education 30% 120 30 30 30 30
Sciences 25% 100 25 25 25 25
Social Sciences 20% 80 20 20 20 20
Arts 15% 60 15 15 15 15
Law 10% 40 10 10 10 10
Total 100% 400 100 100 100 100

Source: Field Survey, 2023

Lead City University

Selected Faculty Assumed
Percentage

Total Sample
Size

1st
Year

2nd
Year

3rd
Year

Law 30% 117 39 39 39
Social Sciences 30% 117 39 39 39
Sciences 25% 98 33 33 33
Environmental
Management 15% 58 19 19 19

Total 100% 390 130 130 130
Source: Field Survey, 2023
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3.4 Description of Research Instrument

The instrument used for collecting data in this study was a self-developed close-ended

questionnaire tagged “Social Media Marketing Platforms and Online Buying Behaviour

Questionnaire” (SMMPOBBQ). The instrument was divided into four parts, namely sections

A, B, C, D. Section A contains demographic information of the respondents such as gender,

age range and University. Section B contains eleven (11) items carefully designed to

determine the Extent of online buying behaviour (online shoppers and offline shoppers) of

university students. Section C contains ten (10) items carefully structured to gather

information on factors influencing online buying behaviour among university undergraduates

in Ibadan. Section D contains six (6) items carefully designed to determine the extent of use

of the social media marketing platforms (Twitter (X), TikTok, Instagram, Facebook,

WhatsApp and Telegram) on online buying behaviour among university undergraduates in

Ibadan.

3.5 Validity of the Research Instrument

The instrument designed for this study was subjected to ‘Face Value Validity’ test, which is a

type of validity that exists when an inspection of items used to measure a concept suggests

they are appropriate. The face validity was done by presenting a copy to the researcher’s

supervisor with a copy of the questionnaire for thorough check-up to ensure the questions are

adequate for the study’s objectives.

3.6 Reliability of the Research Instrument

Reliability of an instrument implies the level of consistency of a research instrument to

measure the objective for which it is designed. For this purpose, therefore, a pilot test was
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carried out by testing the instrument on some university undergraduates in Osun State.

Cronbach Alpha Coefficient was used to analyze the responses and the level of reliability of

the instrument was determined. All necessary corrections were made before the instrument

was deployed for the actual study.

3.7 Method of Data Collection

The research instrument was administered manually, facilitated by four (4) research assistants.

Prior to the commencement of lecture hours in both universities, contacts were established

with students' representatives and course/level lecturers, soliciting their cooperation for the

administration of the instruments. Subsequently, the instruments were distributed and

retrieved after students completed them. Special emphasis was placed on the sincere

completion of each item of the instrument, with the assurance of utmost confidentiality.

Additionally, respondents were given the opportunity to seek clarification on any item they

found difficult to understand before the instrument's administration.

3.8 Method of Data Analysis

Data collected were coded and inputted into a computer system for statistical analysis using

Statistical Package for Social Sciences (SPSS) software. Research questions were analyzed

using the descriptive statistics method of frequency counts, percentages, mean and standard

deviations. To test the hypotheses, multiple regression was used to test hypotheses 1 and 2

while t-test was used to test hypothesis 3 at 0.05 level of significance.
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Chapter Four

Results and Discussion of Findings

This chapter presents the results and discussion of findings from data retrieved from the field.

It is presented in the following sub-titles: questionnaire return rate, analysis of respondent’s

demographic data, analysis of respondent’s opinion on research questions, test of hypotheses

and discussion of findings.

4.1 Questionnaire Return Rate

A total of seven hundred and eighty-six (786) copies of the questionnaire were distributed to

undergraduate students of Lead City University and University of Ibadan respectively. Out of

the distributed instruments, only six hundred and seventy-five (675) which represented 85.9%

of the total instruments were retrieved. Of the 675 retrieved instruments, only six hundred and

two (602) which accounted for 89.2% were deemed useful for analysis. The remaining

seventy-three (73) copies of the instrument, representing 10.8%, were poorly filled and thus

rejected.

4.2 Gender and Age of Respondents

Table 4.1 Gender and Age of Respondents
Demographic Variables Frequency (%)
Gender Male 230 38.2
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Female 372 61.8
Total 602 100.0

Age Below 20 years 334 55.5
21 - 30 years 268 44.5
Total 602 100.0

Source: Field survey, 2023

Table 4.1 presents demographic analysis (Gender and Age) of the respondents that took part

in the study. The table shows that a total of 602 respondents were surveyed, and the data

reveals an interesting gender breakdown. Out of the total respondents, 38.2% were male,

which corresponds to 230 individuals. In contrast, the majority of the participants, constituting

61.8% of the total, were female, accounting for 372 respondents. This gender distribution

indicates a higher representation of female participants in the study. This gender composition

raises important considerations for the analysis of the study's findings. Additionally, the age

distribution of respondents in this study shows a significant portion falls into the category of

"Below 20 years." Specifically, there were 334 individuals in this age group, representing

55.5% of the total sample. This finding indicates that more than half of the participants in this

study are adolescents or young adults below the age of 20. Conversely, the "21-30 Years" age

group consists of 268 respondents, making up the remaining 44.5% of the total sample. These

individuals are in their twenties or early thirties and form a substantial part of the study's

population. This age distribution is of notable significance in this study, as it can provide

crucial insights into the potential influence of age on consumer online buying behavior and

the way social media platforms impact the decision-making processes of university students

in Ibadan Metropolis, Oyo State. Understanding the variations in online shopping habits and

social media engagement between these age groups could reveal valuable patterns and trends

that may be instrumental in tailoring marketing strategies and consumer outreach efforts more

effectively among this demographic.
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4.3 Analysis of Respondents Questions

Research Question One: What is the extent of online buying behaviour of university

students in Ibadan metropolis towards online buying?
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Table 4.2a: Extent of Online Buying Behaviour of University Students in Ibadan
Metropolis towards Online Buying

S/N Extent of Buying Behaviour of
University Shoppers

AL S R N Mean Std

Online Shoppers
1 I prefer to make purchases online

rather than visiting physical
stores.

224
(37.2%)

172
(28.6%)

110
(18.3%)

96
(15.9)

2.87 1.085

2 I visit online stores for shopping
because I find it more
convenient.

192
(31.9%)

140
(23.3%)

156
(25.9%)

114
(18.9%)

2.68 1.112

3 I engage in online shopping as I
enjoy the variety and ease of
finding products online.

192
(31.9%)

140
(23.3%)

156
(25.9%)

114
(18.9%)

2.68 1.112

4 I do not buy products from
physical stores anymore.

230
(38.2%)

140
(23.3%)

120
(19.9%)

112
(18.6%)

2.81 1.137

5 Online shopping is my primary
mode of purchasing.

212
(35.2%)

146
(24.3%)

116
(19.3%)

128
(21.3%)

2.73 1.152

6 I compare prices and read online
reviews before making a
purchase.

236
(39.2%)

152
(25.2%)

96
(15.9%)

118
(19.6%)

2.84 1.146

Weighted Mean=2.77 HL
Source: Field survey, 2023
Key: AL-Always, S-Seldom, R-Rarely, N-Never and Std-Standard Deviation
***Threshold: mean value of 1.0-1.99 = Very Low Level (VLL); 2.00-2.49 = Low Level
(LL); 2.50-2.99 = High Level (HL); 3.0- 4.00 = Very High Level (VLL)
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Table 4.2b: Extent of Online Buying Behaviour of University Students in Ibadan
Metropolis towards Offline Buying

S/N Extent of Buying Behaviour of
University Shoppers
Offline Shoppers

AL S R N Mean Std

7 I prefer to visit physical stores
rather than buying online.

116
(19.3%)

126
(20.9%)

146
(24.3%)

214
(35.5%)

2.24 1.132

8 I make physical purchases
because I enjoy the experience of
buying products physically.

156
(25.9%)

112
(18.6%)

140
(23.3%)

194
(32.2%)

2.38 1.184

9 I shop physically as I find it more
reliable to interact with
salespeople and see products
physically before buying.

224
(37.2%)

172
(28.6%)

94
(15.6%)

112
(18.6%)

2.84 1.118

10 I prefer the immediacy and
certainty of purchasing from
brick-and-mortar stores.

140
(23.3%)

230
(38.2%)

110
(18.3%)

122
(20.3%)

2.64 1.049

11 I find better deals and discounts
in physical stores compared to
online shopping platforms.

152
(25.2%)

96
(15.9%)

236
(39.2%)

118
(19.6%)

2.47 1.071

Weighted Mean=2.51 HL
Source: Field survey, 2023
Key: AL-Always, S-Seldom, R-Rarely, N-Never and Std-Standard Deviation
***Threshold: mean value of 1.0-1.99 = Very Low Level (VLL); 2.00-2.49 = Low Level
(LL); 2.50-2.99 = High Level (HL); 3.0- 4.00 = Very High Level (VLL

The findings presented in table4.2; provide insights into the extent of online buying behaviour

among university students in Ibadan metropolis. The research aimed to answer the first

research question: "What is the extent of online buying behaviour of university students in

Ibadan metropolis towards online buying?" The extent of online buying behaviour was

assessed using a set of statements, and respondents were asked to indicate the frequency with

which they engage in these behaviors. The responses were then summarized using mean

values and standard deviations, and a threshold was established to categorize the extent of

online buying behaviour. Here is an interpretation of the findings:
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Preference for Online Shopping: Approximately 37.2% of university students surveyed

stated that they prefer to make purchases online rather than visiting physical stores. This

indicates a moderate level of preference for online shopping, with a mean score of 2.87,

which falls into the "High Level" category according to the threshold. Moreover,

Convenience of Online Shopping: About 31.9% of respondents mentioned that they visit

online stores because they find it more convenient. Again, this reflects a moderate level of

convenience-seeking behavior, with a mean score of 2.68, also classified as "High Level.

“Enjoyment of Online Shopping: The same proportion (31.9%) of students reported

engaging in online shopping because they enjoy the variety and ease of finding products

online. This behaviour is also considered to be at a "High Level" based on the mean score of

2.68. Transition to Online Shopping: A substantial 38.2% of students no longer buy

products from physical stores, indicating a significant shift towards online shopping. This

behaviour is classified as "High Level" with a mean score of 2.81.

Furthermore, the Primary Mode of Purchasing: Around 35.2% of respondents indicated that

online shopping is their primary mode of purchasing, suggesting a notable preference for

online channels. This behaviour falls into the "High Level" category with a mean score of

2.73. Price Comparison and Reviews: A substantial 39.2% of students compare prices and

read online reviews before making a purchase, indicating a strong reliance on online

information. This behaviour is categorized as "High Level" with a mean score of 2.84.

Preference for Physical Stores: Among offline shoppers, 35.5% prefer to visit physical

stores rather than buying online. This behaviour is considered to be at a "High Level" with a

mean score of 2.24. In addition, Enjoyment of Physical Shopping: About 32.2% of offline

shoppers make physical purchases because they enjoy the experience of buying products
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physically. This behaviour is categorized as "High Level" with a mean score of 2.38.

Reliability of Physical Shopping: A substantial 37.2% of offline shoppers find physical

shopping more reliable for interacting with salespeople and seeing products before buying.

This behaviour is classified as "High Level" with a mean score of 2.84. Moreover, Preference

for Immediacy: Approximately 38.2% of offline shoppers prefer the immediacy and

certainty of purchasing from brick-and-mortar stores. This behavior falls into the "High

Level" category with a mean score of 2.64. Perception of Better Deals in Physical Stores: A

significant proportion (39.2%) of offline shoppers believe they find better deals and discounts

in physical stores compared to online shopping platforms. This behaviour is categorized as

"High Level" with a mean score of 2.47.

Overall, the findings indicate a generally high level of online buying behaviour among

university students in Ibadan metropolis. They show a preference for online shopping due to

convenience, enjoyment, and reliability factors. However, a substantial portion still prefers

physical stores, primarily because of the immediate experience and perceived better deals.

These findings provide valuable insights into consumer behavior in the context of online and

offline shopping among university students in the area.
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Research Question Two:

What are the factors influencing online buying behaviour among university students in

Ibadan metropolis?
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Table 4.3: Factors Influencing Online Buying Behaviour among University Students
S/N Items SA A D SD Mean Std
1 The convenience of online

shopping influences my
decision to make purchases
online.

316
(52.5%)

182
(30.2%)

30
(5%)

74
(12.3%)

3.23 1.008

2 I consider online reviews and
ratings when making
purchasing decisions.

194
(32.2%)

154
(25.6%)

130
(21.6%)

124
(20.6%)

2.69 1.127

3 Discounts and promotional
offers motivate me to shop
online.

212
(35.2%)

166
(27.6%)

106
(17.6%)

118
(19.6%)

2.78 1.126

4 I trust online retailers to
provide accurate product
descriptions and information.

220
(36.5%)

96
(15.9%)

168
(27.9%)

118
(19.6%)

2.69 1.156

5 Social media advertisements
affect my online buying
decisions.

372
(61.8%)

144
(23.9%)

48
(8%)

38
(6.3%)

3.41 0.884

6 I compare prices of products
across different online stores
before making a purchase.

236
(39.2%)

152
(25.2%)

96
(15.9%)

118
(19.6%)

2.84 1.146

7 The security of online
payment systems influences
my decision to shop online.

334
(55.5%)

164
(27.2%)

72
(12%)

32
(5.3%)

3.33 0.883

8 I feel that online shopping
offers a wider variety of
products compared to physical
stores.

292
(48.5%)

128
(21.3%)

114
(18.9%)

68
(11.3%)

3.07 1.060

9 I enjoy the experience of
browsing and exploring
products online.

244
(40.5%)

148
(24.6%)

110
(18.3%)

100
(16.6%)

2.89 1.115

10 I have made impulsive
purchases online without
thoroughly considering the
product.

146
(24.3%)

212
(35.2%)

116
(19.3%)

128
(21.3%)

2.62 1.071

Weighted Mean=2.95 HL
Source: Field survey, 2023
Key: SA-Strongly Agree, A-Agree, D-Disagree, SD-Strongly Disagree and Std-Standard
Deviation
***Threshold: mean value of 1.0-1.99 = Very Low Level (VLL); 2.00-2.49 = Low Level
(LL); 2.50-2.99 = High Level (HL); 3.0- 4.00 = Very High Level (VLL
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The provided result presented in Table 4.3; stemed from an investigation into the factors that

influence the online buying behavior of university students. This study aims to shed light on

the key drivers and influences behind the choices these students make when it comes to online

shopping.

The results are presented as follows: Convenience: It's evident that a substantial majority,

approximately 52.5% of the surveyed students, strongly agree that the convenience of online

shopping significantly guides their decision-making process. This aspect holds the highest

influence level among the factors considered, with a mean score of 3.23, categorizing it as

having a "High Level" of influence. This indicates that the ease and comfort associated with

online shopping play a crucial role in shaping their buying behaviour.

When it comes to Online Reviews and Ratings; opinions are divided among consumers.

Approximately 32.2% strongly agree, and 25.6% agree that they consider online reviews and

ratings when making purchase decisions. However, a significant 46.2% either disagree or

strongly disagree with this idea. With a mean score of 2.69, this factor falls into the category

of "Low Level" influence. This indicates that while some individuals rely on reviews and

ratings, a notable portion of consumers does not prioritize them when shopping online.

Discounts and Promotional Offers play a significant role in influencing online shopping

decisions for a notable portion of consumers, with 35.2% strongly agreeing that they are

motivated by such deals. However, 37.2% either disagree or strongly disagree with this notion.

With a mean score of 2.78, this factor falls into the "Low Level" category, suggesting that

while discounts and promotions do have some influence, it is not as substantial as factors such

as convenience.
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Trust in Online Retailers varies among consumers, with approximately 36.5% expressing a

strong level of trust in them to provide accurate product descriptions and information.

However, a significant 47.5% hold a different perspective. With a mean score of 2.69, this

factor falls into the "Low Level" category of influence. This indicates that trust in online

retailers might be a contentious issue among the surveyed students.

Social Media Advertisements are a notable influencer among students, with a remarkable

61.8% strongly agreeing that they influence their online purchasing decisions. This factor

achieves the highest mean score of 3.41, categorizing it as having a "Very High Level" of

influence. This highlights the substantial impact of social media advertising on the purchasing

choices of these students. Price Comparison is a significant practice among consumers, with

around 39.2% strongly agreeing that they compare prices across various online stores before

making a purchase. This behaviour is considered to have a "High Level" of influence, as

indicated by a mean score of 2.84. Similarly, The Security of Online Payment Systems is a

major concern for 55.5% of respondents, who strongly agree that it impacts their decision to

shop online. With a mean score of 3.33, this factor is classified as having a "Very High Level"

of influence, highlighting the paramount importance placed on secured payment systems.

A substantial portion, comprising 48.5%, strongly agrees that Online Shopping Offers a

Wider Variety of Products compared to physical stores. This aspect is deemed to have a

"High Level" of influence, supported by a mean score of 3.07. Furthermore, about 40.5% of

students strongly agree that they find Enjoyment in Browsing and Exploring Products

Online. This factor is similarly viewed as influential, with a mean score of 2.89, indicating a

"High Level" of influence.
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Impulsive Online Purchases resonate with a significant portion, with 35.2% of respondents

admitting to making such decisions without thorough consideration. Despite this, the behavior

is classified as having a "Low Level" of influence, with a mean score of 2.62. In assessing all

factors collectively, the weighted mean of 2.95 signifies a "High Level" of influence on the

online buying behavior of university students in Ibadan metropolis.

These results reveal that convenience, social media advertising, security in payment systems,

and product variety significantly influences the online shopping choices of university students

in Ibadan. However, the influence of factors like online reviews and impulsive buying is

comparatively lower. These findings provide valuable insights into the consumer behavior of

this demographic, which can be useful for businesses and marketers targeting this audience.
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Research Question Three:

Which are the mostly used social media marketing platform (Twitter (X), TikTok, Instagram,

Facebook, WhatsApp and Telegram) for online buying among university students in Ibadan

metropolis?
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Table 4.4: Mostly Used Social Media Marketing Platform (Twitter (X), TikTok,
Instagram, Facebook, WhatsApp and Telegram)
S/N I make use of the following for online

buying:
AL S R N

1 Twitter (X) 230
(38.2%)

140
(23.3%)

120
(19.9%)

112
(18.6%)

2 TikTok 172
(28.6%)

140
(23.3%)

204
(33.9%)

86
(14.3%)

3 Instagram 194
(32.2%)

154
(25.6%)

130
(21.6%)

124
(20.6%)

4 Facebook 236
(39.2%)

152
(25.2%)

116
(19.3%)

98
(16.3%)

5 WhatsApp 204
(33.9%)

172
(28.6%)

140
(23.3%)

86
(14.3%)

6 Telegram 126
(20.9%)

116
(19.3%)

146
(24.3%)

214
(35.5%)

Source: Field survey, 2023
Key: AL=Always, S=Seldom, R=Rarely and N=Never

Table 4.4; above presents the usage patterns of various social media marketing platforms

among the surveyed individuals in the context of online buying behaviour. Let's interpret the

results and rank the social media platforms based on their usage for online buying:

Among the respondents, 39.2% reported using Facebook for online buying Always, and an

additional 25.2% use it Seldom. This makes Facebook theMost Frequently Used Platform

for online buying, with a combined percentage of 64.4% (39.2% + 25.2%). Twitter (X) is the

Second Most Commonly Used Platform for online buying, with 38.2% of respondents using

it Always and another 23.3% using it seldom. The combined percentage of respondents using

Twitter (X) for online buying is 61.5% (38.2% + 23.3%). WhatsApp ranks Third, with

33.9% of respondents using it Always and 28.6% using it Seldom. The combined percentage

of respondents using WhatsApp for online buying is 62.5% (33.9% + 28.6%). Instagram is

used by 32.2% of respondents Always and by 25.6% Seldom, making it the Fourth Most



112

Frequently Used platform for online buying. The combined percentage of respondents using

Instagram for online buying is 57.8% (32.2% + 25.6%). Regarding TikTok, around 28.6%

of respondents utilize it for online buying consistently, while 23.3% use it seldomly. When

these figures are combined, a total of 51.9% of respondents are using TikTok for their online

purchasing needs. Telegram is the Least Commonly Used platform for online buying among

the surveyed individuals. Only 20.9% of respondents use it Always, and 19.3% use it Seldom.

The combined percentage of respondents using Telegram for online buying is 40.2% (20.9%

+ 19.3%).

In summary, based on the survey results, the social media platforms are ranked in terms of

their usage for online buying as follows: Facebook (64.4%), Twitter (X) (61.5%),

WhatsApp (62.5%), Instagram (57.8%), Tiktok (51.9%) and Telegram (40.2%). It's

important to note that Facebook and Twitter(X) are the most commonly used platforms for

online buying among the surveyed individuals, while Telegram is the least preferred platform

for this purpose. These rankings can provide valuable insights for businesses and marketers

looking to target specific social media platforms for their online marketing and advertising

strategies.
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4.4 Test of Hypotheses

H01: There is no significant combined influence of social media marketing platforms (Twitter

(X), TikTok, Instagram, Facebook, WhatsApp and Telegram) on online buying behaviour

among university students in Ibadan metropolis.
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Table 4.5: Model Summary Significant Combined Influence of Social Media
Marketing Platforms (Twitter (X), Tiktok, Instagram, Facebook, Whatsapp and
Telegram) On Online Buying Behavior Among University Students in Ibadan
Metropolis.

Model R R Square
Adjusted R
Square

Std. Error of
the Estimate

1 .997a .994 .994 .895
ANOVA

Model
Sum of
Squares Df Mean Square F Sig.

1 Regression 85013.944 6 14168.991 17676.829 .000b

Residual 476.927 595 .802
Total 85490.870 601

Source: Field survey, 2023

a. Dependent Variable: Online Buying Behaviour
b. Predictors: (Constant), Twitter (X), TikTok, Instagram, Facebook, WhatsApp and Telegram.

The analysis presented in Table 4.5; centers on a hypothesis (H01) that investigates the

combined influence social media marketing platforms, including Twitter (X), TikTok,

Instagram, Facebook, WhatsApp and Telegram, on the online buying behavior of university

students residing in Ibadan metropolis. The null hypothesis (H01) asserts that these social

media platforms do not exert any significant combined influence on the online buying

behaviour of these students. To delve into this relationship, various statistical measures were

employed, shedding light on the nature and strength of the connection between these social

media platforms and online buying behaviour. In the Model Summary section, several key

metrics are presented: The correlation coefficient (R) reveals an incredibly strong positive

relationship, with an approximate value of 0. 997. The coefficient of determination (R Square)

stands at roughly 0.994, implying that a remarkable 99.4% of the variability in online buying

behavior can be elucidated by these social media platforms. The Adjusted R Square, a
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measure that accounts for the number of predictors, aligns closely with the (R Square) at

approximately 0.994. The Std. Error of the Estimate, quantifying the standard deviation of

prediction errors, is around 0.895, indicative of the model's precision.

Moving on to the ANOVA table, which plays a pivotal role in assessing the significance of

the model, the following insights emerge: The Regression section furnishes vital details about

the regression model: The Sum of Squares for Regression is 85013.944.With 6 degrees of

freedom (df), the Mean Square is calculated at 14168.991.The F-statistic (F) is extraordinarily

high, registering at 17676.829.Most importantly, the p-value (Sig.) is exceedingly low,

standing at 0.000b, underscoring the model's profound statistical significance.

The Residual section casts light on the model's residuals: The Sum of Squares for Residuals is

476.927.A total of 595 degrees of freedom (df) are accounted for. The Mean Square for

Residuals is 0.802. Lastly, the Total section provides the comprehensive sum of squares,

which amounts to 85490.870.In summary, this comprehensive analysis strongly supports the

rejection of the null hypothesis (H0), firmly establishing that there exists a significant

combined influence of the social media marketing platforms considered (Twitter (X), TikTok,

Instagram, Facebook, WhatsApp and Telegram) on the online buying behavior of university

students in Ibadan metropolis. These platforms collectively account for a substantial portion

of the variance in the students' online buying behavior, as evidenced by the robust statistical

findings.
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H02: There is no significant relative influence of social media marketing platforms (Twitter

(X), TikTok, Instagram, Facebook, WhatsApp and Telegram) on online buying behaviour

among university students in Ibadan metropolis.
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Table 4.6: Coefficients Relative Influence of Social Media Marketing Platforms (Twitter (X),
Tiktok, Instagram, Facebook, Whatsapp and Telegram) On Online Buying Behaviour Among
University Students in Ibadan Metropolis

Model
Unstandardized Coefficients

Standardized
Coefficients

T Sig.B Std. Error Beta
1 (Constant) .263 .116 2.261 .024

Twitter (X) 3.214 .184 .306 17.443 .000

TikTok 1.071 .117 .093 9.163 .000

Instagram 2.974 .140 .281 21.286 .000

Facebook 1.634 .172 .151 9.508 .000

WhatsApp .223 .165 .020 1.356 .176

Telegram 2.203 .086 .212 25.732 .000

Source: Field survey, 2023
a. Dependent Variable: Online Buying Behaviour

Table 4.6; provides a result that is related to the hypothesis H02, which states that there will

be no significant relative influence of social media marketing platforms (Twitter (X), TikTok,

Instagram, Facebook, WhatsApp, and Telegram) on online buying behaviour among

university students in Ibadan metropolis. The result is presented in Table 4.6, which shows the

coefficients and their significance for each social media platform. To interpret and rank the

relative influence of these social media platforms on online buying behavior among university

students in Ibadan metropolis, it is important to consider the standardized coefficients (Beta

values) and their associated significance levels (Sig.). Here's the interpretation and ranking

based on the provided data: Instagram (Beta = 0.281): Instagram has the highest standardized

coefficient among all the social media platforms, indicating that it has the most significant
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relative influence on online buying behaviour among university students in Ibadan metropolis.

Telegram (Beta = 0.212): Telegram comes next with a standardized coefficient that is also

highly significant. It suggests a substantial influence on online buying behaviour. Twitter (X)

(Beta = 0.306): Twitter follows closely with a slightly higher standardized coefficient than

Telegram, indicating a significant influence on online buying behaviour. Facebook (Beta =

0.151): Facebook has a lower standardized coefficient compared to Instagram, Twitter, and

Telegram but is still statistically significant. It ranks lower in influence but is still noteworthy.

TikTok (Beta = 0.093): TikTok has a lower standardized coefficient compared to the platforms

mentioned above. While it has an influence, it is less significant than Instagram, Twitter(X),

Telegram, and Facebook. WhatsApp (Beta = 0.020): WhatsApp has the lowest standardized

coefficient, and its influence on online buying behaviour is not statistically significant.

Therefore, it ranks the lowest in influence among the listed social media platforms.

In all, based on the provided data and the standardized coefficients, the relative influence of

social media marketing platforms on online buying behavior among university students in

Ibadan metropolis can be ranked as follows, from highest to lowest influence: Instagram,

Telegram, Twitter(X), Facebook, TikTok, WhatsApp.
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H03: There is no significant gender difference (Male and Female) in the buying behaviour of

university students in Ibadan metropolis.
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Table 4.7: One-Sample Statistics on Significant Gender Difference (Male and Female) In
Online Buying Behaviour of University Students in Ibadan Metropolis.

N Mean
Std.

Deviation
Std. Error
Mean

Online Buying
Behaviour of Male 230 3.35 .712 .047

Online Buying
Behaviour of Female 372 2.94 1.124 .058

One-Sample Test
Test Value = 0

T Df
Sig. (2-
tailed)

Mean
Difference

95% Confidence Interval
of the Difference

Lower Upper
Online Buying
Behaviour of Male 71.284 229 .000 3.348 3.26 3.44

Online Buying Behaviour
of Female 50.464 371 .000 2.941 2.83 3.06

Source: Field survey, 2023

The data presented in Table 4.7; and the results of the One-Sample Test provide compelling

evidence of a pronounced contrast in online buying behaviour between male and female

university students in Ibadan metropolis. The statistics reveal that among the male students,

the sample size (N) is 230, the mean is 3.35 with a standard deviation of 0.712, and a standard

error of the mean at 0.047. Conversely, for the female students, the sample size is 372, with a

mean of 2.94, a higher standard deviation of 1.124, and a standard error of the mean at 0. 058.

Furthermore, the results of the One-Sample Test indicate substantial differences between the

two groups, with a significant mean difference of 3.348 for males and 2.941 for females. Both

sets of data yield extremely low p-values (0.000) signifying a significant deviation from the

null hypothesis. These outcomes emphasize that there exists a marked distinction in the online

buying behaviour of male and female university students in Ibadan metropolis, leading to the
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rejection of the initial hypothesis that proposed the absence of significant gender differences

in buying behaviour among university students in Ibadan metropolis.

Based on the data presented in Table 4.7, we can analyze which gender tends to buy more

online. The mean online buying behaviour for the male students is 3.35, whereas for the

female students, it is 2.94. Comparing these mean values, we find that male students have a

higher mean (3.35) than female students (2.94). Therefore, based on the data provided, it can

be inferred that, in the context of this analysis, male students tend to engage in more online

buying behavior compared to their female counterparts among university students in Ibadan

metropolis.
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Table 4.8: One-Sample Statistics on Significant Gender Difference (Male and Female) In
Off-Online Buying Behaviour Among University Students in Ibadan Metropolis.

N Mean
Std.

Deviation
Std. Error
Mean

Offline Buying
Behaviour of Male 230 2.77 .712 .047

Offline Buying
Behaviour of Female 372 3.35 1.135 .059

One-Sample Test
Test Value = 0

t Df
Sig. (2-
tailed)

Mean
Difference

95% Confidence
Interval of the
Difference

Lower Upper
Offline Buying
Behaviour of Male 71.284 229 .000 3.348 3.26 3.44

Offline Buying
Behaviour of Female 47.042 371 .000 2.769 2.65 2.88

Source: Field survey, 2023

Upon examining the data from Table 4.8; and the results of the One-Sample Test, it is

apparent that the mean offline buying behaviour for male students is 2.77, while the mean for

female students is 3.35. These figures indicate that female students, on average, exhibit a

higher degree of engagement in offline buying behaviour compared to their male counterparts

in the context of the study. The statistically significant mean differences, supported by low p-

values of 0.000 for both male and female students, further strengthen this observation.

Additionally, the 95% confidence intervals of the difference do not include zero for either

group, highlighting the reliability of these distinctions. Consequently, based on the results, the

initial hypothesis positing no significant gender difference in off-online buying behaviour

among university students in Ibadan metropolis must be rejected. The data suggests a notable

and significant divergence in offline buying behavior between male and female university
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students, with female students demonstrating a higher propensity for offline purchases in this

particular context.

Several factors could potentially explain why female students exhibit a higher degree of

engagement in offline buying behaviour compared to their male counterparts, as indicated by

the data. Firstly, societal and cultural norms might influence purchasing patterns, with

traditional gender roles potentially emphasizing certain offline shopping behaviors among

female students. Additionally, product preferences and the nature of goods purchased offline

may play a role, with certain products or services being more appealing or relevant to the

needs and preferences of female students, prompting a higher rate of offline purchases.

Moreover, the tactile and social aspects of offline shopping, such as the in-person shopping

experience, social interactions, and the ability to physically examine products, could be more

appealing to female students, contributing to their increased participation in offline buying

activities. Furthermore, economic factors, including income levels and budget allocation,

might play a part, with female students potentially having different spending habits and

priorities that lead to a higher proportion of their budget being dedicated to offline purchases.

Cultural and social influences, as well as personal preferences and economic considerations,

are likely interplaying factors that contribute to the observed trend of higher engagement in

offline buying behavior among female students in the context of the study. Understanding

these underlying dynamics is crucial in comprehensively comprehending the reasons behind

the divergence in offline purchasing behaviour between male and female university students

in Ibadan metropolis.
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4.5 Discussion of Findings

The presented findings of “Research Question One” shed light on the shifting consumer

behaviour of university students in Ibadan metropolis, indicating a significant inclination

towards online shopping, albeit with a notable retention of preference for physical stores.

These results align with the global trend of an increasing reliance on e-commerce platforms,

especially among the younger demographic. However, the preference for physical stores, as

indicated by a substantial proportion of female respondents, highlights the enduring

importance of traditional retail experiences.

The preference for online shopping highlighted in the study resonates with several related

studies, reflecting the convenience, variety, and ease of access to products typically associated

with e-commerce. For instance, a study found that the convenience and time-saving aspects of

online shopping significantly influenced consumers' purchase decisions, which correlates with

the current findings1. Moreover, the emphasis on price comparison and reliance on online

reviews revealed in this study is consistent with a related research work which demonstrated

the impact of online reviews and price comparisons on consumer decision-making in the

online shopping environment1.

Furthermore, the enjoyment and reliability factors associated with online shopping among the

university students in Ibadan align with the findings of a study which emphasized the

importance of enjoyment and trust in e-commerce transactions2. Similarly, the significance of

the transition to online shopping observed in this study corroborates the broader global shift

towards digital commerce, demonstrated in numerous studies focusing on the increasing

adoption of online shopping platforms among different demographic segments.



126

On the other hand, the findings indicating a preference for physical stores due to the

immediacy, tangible experience, and perceived better deals resonate with prior studies

emphasizing the sensory and tactile aspects of offline shopping experiences. For instance, a

study highlighted the importance of sensory experiences and interpersonal interactions in

physical retail environments, contributing to the understanding of the enduring appeal of

brick-and-mortar stores despite the rise of e-commerce3. Moreover, the perception of better

deals and discounts in physical stores, as indicated by a substantial proportion of the

respondents, aligns with the study which underscored the influence of price perception and

promotional strategies on consumers' shopping preferences4.

This finding highlights the significance of in-store promotions and the psychological impact

of physical discounts on consumer behavior. In all, while the findings of this study underscore

the growing preference for online shopping among university students in Ibadan, the retained

preference for physical stores suggests the coexistence of both online and offline shopping

channels in the consumer landscape. By comparing and contrasting these findings with prior

research, it becomes evident that the interplay between convenience, experience, and

perceived value continues to shape the dynamic consumer preferences in the retail sector,

underscoring the importance of a multi-faceted approach to meet the diverse needs of

contemporary consumers.

The findings of “Research Question Two” on the factors influencing online buying

behaviour among university students in Ibadan metropolis provide crucial insights into the

complex dynamics that shape their online shopping decisions. The results reveal a range of

influences, highlighting both the dominant and relatively weaker factors affecting the
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students' purchasing choices. Understanding these influences is critical for businesses and

marketers aiming to effectively engage with and cater to this specific consumer segment.

The strong influence of convenience on the online buying behavior of the students, as

highlighted in this study, is consistent with previous research on the significance of

convenience in shaping consumer behavior. For instance, a study emphasized the pivotal role

of convenience in online shopping adoption, suggesting that convenient shopping experiences

are more likely to attract and retain online consumers5. This correspondence highlights the

overarching importance of convenient shopping experiences in the context of online buying

behaviour. Furthermore, the substantial impact of social media advertising on the online

purchasing decisions of the students, as indicated by the study, resonates with contemporary

research emphasizing the increasing influence of social media in shaping consumer behavior.

A study suggested that social media has a significant impact on consumer decision-making

processes, underscoring the transformative role of social media platforms in influencing

consumer choices, particularly among younger demographics6.

The significant influence of secured online payment systems, as identified in the study, aligns

with prior research highlighting the critical role of trust and security in e-commerce

transactions. A study underscored the importance of trust and perceived security in fostering

consumer confidence in online transactions, suggesting that secure payment systems are

fundamental to establishing trust and encouraging online purchases7. Additionally, the

influence of the variety of products available online, as emphasized in the study, aligns with

research on the impact of product variety on consumer decision-making processes. A study

emphasized the influence of product variety on consumer satisfaction and purchase decisions,

indicating that a diverse range of products can attract and retain consumers in the online
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shopping environment1. The relatively lower influence of factors such as online reviews and

impulsive purchasing behaviour, as revealed in the study, resonates with existing research

highlighting the nuanced nature of these factors in the context of online consumer behaviour.

A study emphasized the mixed impact of online reviews on consumer decision-making,

suggesting that the influence of online reviews can vary depending on various contextual

factors and consumer preferences1.

In all, the findings of Research Question Two provides a comprehensive understanding of the

factors shaping the online buying behaviour of university students in Ibadan metropolis,

underscoring the multifaceted nature of their decision-making processes. By comparing and

contrasting these findings with prior research, it becomes evident that factors such as

convenience, social media advertising, secured payment systems, and product variety play

crucial roles in influencing the online purchasing decisions of this demographic. However, the

nuanced influence of factors such as online reviews and impulsive purchasing behaviour

highlights the need for a more nuanced understanding of the diverse factors that shape

consumer behaviour in the online shopping environment.

The findings of “Research Question Three” pertaining to the most commonly used social

media marketing platforms for online buying among university students in Ibadan metropolis

shed light on the preferences and behaviours of this demographic, indicating the prominent

role of various social media platforms in shaping their online purchasing decisions.

Understanding the dominant platforms for online buying is crucial for businesses and

marketers seeking to effectively engage with this specific consumer segment and tailor their

marketing strategies accordingly. The predominance of Facebook as the most frequently used

platform for online buying, as highlighted in the study, aligns with its increasing influence in
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the realm of e-commerce and digital marketing. This finding is in line with recent trends

showcasing the growing importance of Facebook in facilitating online transactions and

engaging with consumers in real-time. The utilization of Facebook for online buying is

supported by its dynamic nature, enabling quick interactions and the dissemination of concise,

targeted promotional messages to a specific audience.

Moreover, the significant usage of TikTok and Instagram for online buying, as revealed in the

study, underscores the visual-centric nature of these platforms and their efficacy in fostering

engaging and immersive shopping experiences. This finding resonates with the growing

integration of visual content and storytelling in e-commerce strategies, highlighting the role of

platforms like TikTok and Instagram in enabling businesses to showcase products and

services in a visually appealing and interactive manner, thereby facilitating consumer

engagement and purchase decisions. The substantial utilization of Facebook, Twitter (X) and

WhatsApp for online buying among the surveyed demographic emphasizes the widespread

and diverse communication channels that these platforms offer, allowing businesses to

establish direct communication with consumers and build personalized relationships.

The strong rejection of the Null Hypothesis (H01) and the affirmation of a significant

combined influence of various social media marketing platforms on the online buying

behavior of university students in Ibadan metropolis signify the pivotal role of social media in

shaping the consumer landscape. This result underscores the increasing importance of an

integrated social media marketing strategy for businesses and marketers targeting this specific

demographic. By acknowledging the collective impact of multiple social media platforms,

businesses can strategically align their marketing efforts to effectively engage with and cater

to the preferences and behaviour of university students in the study area.
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The current findings align with several contemporary research studies that emphasize the

influential role of social media in consumer decision-making processes. It was demonstrated

in a study that social media marketing significantly influences consumer behavior,

highlighting the impact of social media platforms on shaping consumer perceptions, attitudes,

and purchasing decisions8. The rejection of the null hypothesis in the current study is in line

with the growing recognition of the indispensable role of social media in driving consumer

engagement and facilitating online transactions. Furthermore, the affirmation of a significant

combined influence of various social media marketing platforms corresponds with the

evolving nature of digital marketing and the increasing emphasis on multi-channel

engagement strategies. A study emphasized the synergistic effects of integrating multiple

social media platforms in marketing campaigns, suggesting that a comprehensive and

integrated approach to social media marketing is more effective in reaching and influencing

target consumers9. The current findings support the notion that a holistic approach to social

media marketing, encompassing various platforms, is instrumental in capturing and retaining

consumer attention and fostering meaningful interactions.

Additionally, the results of the current study reinforce the notion that social media serves as a

powerful tool for building brand awareness, enhancing consumer engagement, and driving

online sales. The impact of social media on consumer behavior, emphasizing its ability to

influence purchase decisions and cultivate brand loyalty is highlighted identified related

studies6,8,9. The rejection of the null hypothesis in the current study underscores the

overarching impact of social media marketing platforms in shaping the online buying

behaviour of university students, underscoring the need for businesses to leverage these

platforms effectively to establish a strong online presence and foster enduring consumer
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relationships. In all, the findings of the study provide compelling evidence of the combined

influence of various social media marketing platforms on the online buying behaviour of

university students in Ibadan metropolis. By comparing and contrasting these findings with

related research, it becomes evident that the integration of multiple social media platforms in

marketing strategies is instrumental in driving consumer engagement, facilitating online

transactions, and cultivating lasting consumer relationships. Businesses and marketers can

leverage these insights to develop comprehensive and tailored social media marketing

approaches that effectively resonate with the preferences and behaviour of the targeted

consumer demographic.

This finding reflects the multifaceted nature of Facebook and WhatsApp, which not only serve

as platforms for social interaction but also facilitate seamless business-consumer interactions

and transactions. Furthermore, the comparatively lower usage of Telegram for online buying,

as indicated in the study, reflects its more specialized role in the realm of social media

marketing. While Telegram serves as a valuable platform for targeted and direct

communication, its relatively lower adoption for online buying suggests that it may not be the

primary choice for businesses and marketers aiming to reach a broader audience or engage in

extensive e-commerce activities. In all, the findings on the usage of various social media

marketing platforms for online buying among university students in Ibadan metropolis

underscore the diverse landscape of social media engagement and its influence on consumer

behaviour. By comparing and contrasting these findings with existing research, it becomes

evident that different platforms serve distinct roles in facilitating online transactions and

engaging with consumers, highlighting the need for businesses and marketers to adopt a



132

multi-faceted approach to leverage the unique strengths of each platform and effectively

connect with their target audience.

The results of the test for the hypothesis H02 reveal the varying relative influences of different

social media marketing platforms on the online buying behaviour of university students in

Ibadan metropolis. The findings highlight the nuanced roles of each platform in shaping

consumer behaviour and underscore the significance of understanding the relative influence of

these platforms in designing targeted and effective marketing strategies. By discerning the

varying degrees of influence, businesses and marketers can allocate resources and tailor their

approaches to capitalize on the strengths of each platform and maximize their impact on the

target audience. The substantial relative influence of Instagram, as indicated by the highest

standardized coefficient, reflects its pivotal role in fostering consumer engagement and

driving online purchasing decisions. This finding aligns with the visual-centric nature of

Instagram and its ability to facilitate immersive and interactive brand experiences, making it a

potent platform for businesses to showcase products and services in a visually appealing and

engaging manner. The high relative influence of Instagram underscores its effectiveness in

cultivating consumer interest and influencing purchase decisions among university students in

Ibadan metropolis.

Furthermore, the significant relative influence of Telegram, as revealed by its standardized

coefficient, emphasizes its role as a platform for targeted and direct communication, enabling

businesses to establish personalized connections and engage in tailored marketing efforts.

Despite being less commonly used than other platforms, Telegram's relative influence

suggests its efficacy in fostering direct and meaningful interactions with the target audience,

contributing to its notable impact on online buying behavior among university students. The
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substantial relative influence of Twitter, as evidenced by its standardized coefficient,

underscores its effectiveness in facilitating real-time interactions and disseminating concise,

targeted promotional messages. This finding highlight Twitter's capacity to drive immediate

engagement and foster direct communication with consumers, making it a valuable platform

for businesses to deliver timely and impactful marketing content to the target audience in

Ibadan metropolis.

Moreover, the relative influence of Facebook, although lower than that of Instagram and

Twitter, signifies its enduring relevance in fostering community engagement and cultivating

brand loyalty. Despite its widespread usage, the lower relative influence of Facebook suggests

the need for businesses to adopt more targeted and engaging strategies to effectively leverage

the platform and connect with the target audience in a meaningful and impactful manner. The

relatively lower influence of TikTok, as indicated by its standardized coefficient, underscores

its evolving role in the realm of social media marketing, particularly in engaging with younger

demographics. While TikTok demonstrates an influence on online buying behavior, its lower

relative influence suggests the need for businesses to explore innovative and creative

approaches to effectively leverage the platform's unique content format and engage with the

target audience in Ibadan metropolis. The minimal influence of WhatsApp, as suggested by its

non-significant standardized coefficient, highlights its primary role as a messaging platform

rather than a direct channel for extensive marketing and promotional activities. While

WhatsApp serves as a valuable communication tool, its limited relative influence on online

buying behaviour among university students in Ibadan underscores the need for businesses to

focus on alternative platforms to effectively reach and engage with the target audience in a

more impactful manner.
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In all, the results of the test for hypothesis H02 provide valuable insights into the relative

influence of different social media marketing platforms on the online buying behaviour of

university students in Ibadan metropolis. By comparing and contrasting these findings with

related research, it becomes evident that each platform possesses unique strengths and

characteristics that can be strategically leveraged to foster consumer engagement and drive

online sales. Businesses and marketers can use these insights to develop targeted and effective

marketing strategies that effectively resonate with the preferences and behaviors of the target

audience, ultimately fostering lasting consumer relationships and driving business growth.

Test of hypothesis H03 reveal a significant gender difference in online buying behaviour

among university students in Ibadan metropolis, with male students demonstrating a higher

propensity for online purchases compared to their female counterparts. Additionally, the

findings suggest that female students, on average, exhibit a higher degree of engagement in

offline buying behaviour, indicating a notable divergence in buying behaviour between male

and female students in both the online and offline contexts. Understanding these distinctions

is crucial for businesses and marketers aiming to tailor their marketing strategies to effectively

cater to the differing preferences and behaviors of male and female student consumers.

These findings align with a growing body of research that emphasizes the nuanced variations

in consumer behaviour between genders. A study highlighted the gender-based differences in

online shopping behavior, indicating that male and female consumers often have distinct

motivations, preferences, and decision-making processes when engaging in online

transactions10. The findings of the current study corroborate these distinctions, highlighting

the need for businesses to adopt gender-specific marketing strategies to effectively engage

with and cater to the diverse preferences of male and female student consumers. Furthermore,



135

the observed higher engagement of female students in offline buying behaviour corresponds

with prior research emphasizing the importance of experiential and sensory aspects in

traditional retail environments. A study underscored the significance of in-store experiences

and interpersonal interactions in shaping consumer preferences, suggesting that female

consumers, in particular, often prioritize the tactile and sensory aspects of offline

shopping4,11,12. The findings of the current study align with these observations, highlighting

the enduring appeal of physical retail experiences for female students in Ibadan metropolis.

Moreover, the statistically significant mean differences and confidence intervals observed in

the study support the robustness of the gender-based distinctions in online and offline buying

behaviour among university students. These findings underscore the need for businesses and

marketers to adopt a gender-specific approach to consumer engagement and tailor their

marketing strategies to effectively resonate with the distinct preferences and behaviors of

male and female student consumers.

In all, the test of hypothesis H03 provide valuable insights into the gender-based differentials

in online and offline buying behaviour among university students in Ibadan metropolis. By

comparing and contrasting these findings with related research, it becomes evident that male

and female consumers often exhibit distinct preferences and behaviour, underscoring the

importance of gender-specific marketing strategies in fostering meaningful consumer

engagement and driving business growth. Businesses and marketers can use these insights to

develop targeted and tailored marketing approaches that effectively resonate with the unique

preferences and behaviors of male and female student consumers, ultimately fostering lasting

consumer relationships and enhancing brand loyalty.
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Chapter Five

Conclusion

This chapter focuses on the summary of findings, conclusions, recommendations (based on

the findings of the study), contribution to knowledge and the areas for further research.

5.1 Summary of Findings

The findings of research question one (1), indicates a notable preference for online shopping

among university students in Ibadan metropolis, in line with the global trend of increasing

reliance on e-commerce platforms, particularly among the younger demographic. However, a

significant proportion of respondents also expressed preference for shopping in offline-stores,

emphasizing the enduring importance of traditional retail experiences. The results highlight

the influence of convenience, product variety, and online reviews in shaping online buying

behaviour, alongside the appeal of tangible experiences and perceived better deals in

physically located stores.

Findings of research question two (2), identify several key factors influencing online buying

behaviour among university students in Ibadan metropolis, including the significant impact of

convenience, social media advertising, secured payment systems, and product variety. While

factors like online reviews and impulsive purchasing behavior exhibit relatively lower

influence, the findings underscore the multifaceted nature of the students' decision-making

processes in the online shopping environment.
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Findings of research question three (3), reveal the prominent role of various social media

platforms in shaping the online buying behaviour of university students in Ibadan metropolis.

Facebook emerges as the most frequently used platform for online buying, followed closely

by Twitter (X) and WhatsApp. Instagram and TikTok also demonstrate significant usage,

while Telegram ranks as the least preferred platform for online purchases. The study

underscores the importance of understanding the distinct roles and strengths of different social

media platforms in designing effective marketing strategies tailored to the preferences and

behaviour of the target respondents.

The results of the hypotheses tests indicate a significant combined influence of various social

media marketing platforms on online buying behaviour, alongside notable variations in the

relative influence of specific platforms. Moreover, the research establishes a significant

gender difference in both online and offline buying behavior among university students,

emphasizing the need for gender-specific marketing strategies to effectively engage with and

cater to the diverse preferences and behaviors of male and female student consumers.

Overall, the findings highlight the multifaceted nature of consumer behavior, emphasizing the

coexistence of online and offline shopping preferences and the influential role of various

factors and platforms in shaping the purchasing decisions of university students in Ibadan

metropolis. Businesses and marketers can leverage these insights to develop comprehensive

and tailored marketing approaches that effectively resonate with the preferences and

behaviors of the respondents, fostering lasting consumer relationships and driving business

growth.

5.2 Conclusion

Based on the findings of the study, the following conclusions are made:
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There is a notable preference for both online and offline shopping among university students

in Ibadan metropolis and that convenience, product variety, and tangible shopping

experiences is influencing their buying behaviour.

There is a significant influence of convenience, social media advertising, secure payment

systems, and product variety on the online buying decisions of university students.

There is the dominance of Facebook, Twitter (X) and WhatsApp as the most preferred social

media platforms for online buying which underscores the need for businesses to prioritize

these platforms in their marketing strategies.

There is substantial combined influence of various social media marketing platforms on

online buying behaviour and this suggests the necessity of an integrated approach to social

media marketing. Businesses must strategically leverage the strengths of each platform to

maximize their impact on the respondents.

There are gender differences in online and offline buying behavior and this highlights the

need for businesses to adopt gender-specific marketing strategies to effectively engage with

male and female student consumers.

5.3 Recommendations

Based on the findings of the study, the following recommendations are made:

1. For businesses and marketers, it is crucial to create a seamless integration between online

and offline shopping experiences, catering to the diverse preferences of university

students in Ibadan. This could involve establishing channel strategies that provide a

cohesive and holistic shopping experience.

2. Given the significant influence of convenience, secured payment systems, and product

varieties offered on online buying behaviour, businesses should prioritize enhancing the
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consumer-experience, ensuring secured transactions, and diversifying product offerings to

meet the evolving demands of university students.

3. Considering the dominance of Facebook, Twitter (X) and WhatsApp as the most preferred

social media platforms for online buying followed by Instagram, TikTok and Telegram

respectively, businesses should focus their marketing efforts on these platforms,

leveraging engaging and interactive content to drive consumer engagement and facilitate

online transactions.

4. To capitalize on the substantial combined influence of various social media marketing

platforms, businesses should adopt an integrated approach to social media marketing,

combining different platforms to create a cohesive and engaging brand presence. This

could involve cross-platform promotions, consistent messaging, and targeted advertising

tailored to specific platforms.

5. In light of the observed gender differences in online and offline buying behaviour,

businesses should develop gender-specific marketing strategies that resonate with the

distinct preferences and behaviour of male and female student consumers. This could

involve targeted promotional campaigns, personalized messaging, and tailored product

offerings designed to appeal to each gender segment.

6. Continuous market research and consumer behaviour analysis are essential for businesses

to stay updated with the evolving preferences and behaviour of university students in

Ibadan. Regular assessments of consumer trends and preferences will enable businesses to

adapt their marketing strategies effectively and stay competitive in the dynamic retail

landscape.

5.4 Contribution to Knowledge
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This research contributes significantly to the existing body of knowledge in the area of

consumer behaviour, particularly among university students in Ibadan metropolis. The

findings highlight the coexistence of online and offline shopping preferences, emphasizing

the importance of understanding the multifaceted nature of consumer behaviour. The

identification of key factors influencing online buying behaviour, the role of social media

platforms, and gender differences in purchasing decisions provide valuable insights for

businesses and marketers.

The study's exploration of the combined influence of various social media marketing

platforms on online buying behaviour offers a nuanced understanding of the dynamic

nature of digital marketing. Additionally, the emphasis on the need for businesses to adopt

an integrated approach to social media marketing, tailored to the strengths of specific

platforms, contributes practical insights for developing effective marketing strategies.

The research underscores the significance of convenience, product variety, and tangible

shopping experiences in shaping consumer choices, offering actionable recommendations

for businesses to enhance consumer experience and meet evolving consumer demands.

Furthermore, the study highlights the dominant role of certain social media platforms,

guiding businesses towards prioritizing platforms like Facebook, Twitter (X), WhatsApp,

and Instagram in their marketing efforts.

Overall, this study enriches the field of online marketing by providing a comprehensive

understanding of the factors influencing the buying behavior of university students,

offering practical implications for businesses to better engage with their respondents.

5.5 Suggestions for Further Studies
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While this study provides valuable insights into the online and offline shopping

preferences of university students in Ibadan metropolis, several avenues for further

research could deepen our understanding of consumer behaviour in this context:

1. Geographic Variation:

Investigate regional variations within the Ibadan metropolis in terms of shopping

preferences and factors influencing buying behaviour. This involves analyzing different

neighborhoods or districts to identify unique local nuances. Understanding these

differences can help businesses tailor their marketing and operational strategies to

specific areas, ensuring more effective customer engagement.

2. Longitudinal Studies:

Conduct longitudinal studies to track changes in consumer behaviour over time. By

observing the same group of university students across multiple points in time,

researchers can uncover evolving trends and the impact of external factors, such as

economic shifts, technological advancements, and social changes, on shopping

preferences. This approach provides a dynamic view of consumer behaviour and helps

predict future trends.

3. Comparative Analysis:

Compare the buying behaviour of university students with other demographic groups,

such as working professionals, non-students, or high school students. This comparative

analysis can identify unique patterns and preferences within different population
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segments, highlighting specific needs and behaviour of university students relative to

other groups. Such insights can guide targeted marketing and product development

strategies.

4. Psychological Factors:

Explore the psychological aspects influencing online and offline buying behaviour among

university students. This could involve studying factors such as brand loyalty, trust,

emotional connections with products or services, and decision-making processes.

Understanding these psychological drivers can help businesses develop more effective

marketing campaigns that resonate with university students on a deeper, more personal

level.

5. Technological Advances:

Assess the impact of emerging technologies, such as automated drone delivery services,

augmented reality (AR) or virtual reality (VR), on consumer behaviour. Investigate how

these technologies can enhance the shopping experience for university students, making it

more interactive and immersive. For example, AR can allow students to virtually try on

clothes before purchasing, while VR can create virtual stores that replicate the in-store

shopping experience online.

6. Cultural Influences:
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Examine the influence of cultural factors on shopping preferences and behaviours. This

includes exploring how cultural events, festivals, traditions, and social norms impact

consumer choices. Understanding the cultural context can help businesses align their

products and marketing strategies with the cultural values and practices of university

students in Ibadan, making their offerings more relevant and appealing.

7. Impact of Economic Factors:

Investigate how economic factors, such as income levels, employment status, and overall

economic conditions, affect the purchasing decisions of university students. By analyzing

how economic fluctuations influence shopping behaviour, businesses can adapt their

pricing strategies, promotional offers, and product assortments to better meet the

financial realities of their target market.

8. Ethical and Sustainable Consumption:

Explore the role of ethical and sustainable considerations in the purchasing decisions of

university students. Assess the extent to which ethical practices, such as fair trade, eco-

friendly products, and corporate social responsibility, influence consumer choices.

Understanding the importance of sustainability to university students can guide

businesses in developing products and practices that align with their ethical values,

potentially enhancing brand loyalty and customer satisfaction.

These suggested areas for further research can provide a more comprehensive

understanding of consumer behaviour among university students in Ibadan metropolis
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and contribute to the ongoing evolution of marketing strategies tailored to this

demographic.

Bibliography

Books

Belch G. E. & Belch M. A., Advertising and Promotion: An Integrated Marketing
Communications Perspective (12th Ed.), New York Mcgraw-Hill Education, 2021.

Cuong D. T. The Impact of Promotion and Price Perception on Buying Decision and
Repurchase Intention Through Online Shopping. In Artificial Intelligence in
Intelligent Systems: Proceedings Of 10th Computer Science On-Line Conference,
Springer International Publishing, 2,2021, 238-250.

Distel B., Koelmann H., Schmolke F., & Becker J. The Role of Trust for Citizens’ Adoption of
Public E-Services. In Trust and Communication: Findings and Implications of Trust
Research, Cham: Springer International Publishing,2021, 163-184.

Gunawan G., & Jabbar A., Role of Consumer Buying Interest as an Intervening Variable in
Increasing Go-Jek Customer Satisfaction in Aceh, Indonesia, In 1st Aceh Global
Conference, Atlantis Press, (AGC2018), 2019, 516-521.

Schiffman L. G. &Wisenblit J., Consumer Behavior (12th Ed.), Upper Saddle River, New
Jersey Pearson Education,2019.

Ulubaşoğlu G., Şenel M., &Burnaz Ş., To Switch or Not? Analyzing the Question for
Consumers in Turkish Mobile Telecommunications. In Marketing at the Confluence
between Entertainment and Analytics: Proceedings of the 2016 Academy of Marketing
Science (AMS) World Marketing Congress 2017, 969-982, Springer International
Publishing.

Online Articles



146

Dhir, A. Sadiq, M. Talwar, S. Sakashita, M. Kaur, P. Why Do Retail Consumers Buy Green
Apparel? A Knowledge-Attitude-Behaviour-Context Perspective. Retailing Consum.
Serv. 2021;59 Available Online:
https://www.sciencedirect.com/science/article/pii/S0969698920314065

Hossin M. A., Sarker M. N. I., Xiaohua Y., & Frimpong A. N. K., Development Dimensions
of E-Commerce in Bangladesh: Scope, Challenges and Threats. In Proceedings of the
1st International Conference on Information Management and Management Science,
IMMS '18, 2018, 42-47, https://doi.org/10.1145/3277139.3277152

Marza S., Idris I., & Abror A., The Influence of Convenience, Enjoyment, Perceived Risk, And
Trust on The Attitude Toward Online Shopping. In 2nd padang international
conference on education, economics, business and accounting. Atlantis Press.
(PICEEBA-2 2018), 2019, 304-313. Available Online: 10.2991/piceeba2-18.2019.40.
https://www.atlantis-press.com/proceedings/piceeba2-18/125907922

Mehta, R. Gender-Based Differences in Consumer Decision-Making Styles: Implications for
Marketers. Springer Nature, 47(3), 2020, 319-329.

Rinartha K., Suryasa, W., & Kartika L. G. S., Comparative Analysis of String Similarity on
Dynamic Query Suggestions. In 2018 Electrical Power, Electronics, Communications,
Controls and Informatics Seminar (EECCIS) 2018, 399-404). IEEE. doi:
10.1109/EECCIS.2018.8692996.

Zhang, W. Leng, X. & Liu, S. Research on Mobile Impulse Purchase Intention in The
Perspective of System Users During COVID-19. Pers. Ubiquitous Comput. Epub
Online ahead of print. Available Online:
https://link.springer.com/article/10.1007/s00779-020-01460-w

McCombesS., What Is a Research Design | Types, Guide &#038; Examples. 2023. Scribbr.
https://www.scribbr.com/methodology/research-design/

UI. History | University of Ibadan, 2024. https://ui.edu.ng/content/history

LCU. History. Lead City University. 2021. https://lcu.edu.ng/index.php/history

EllenS., Slovin's Formula Sampling Techniques, SCIENCING: Leaf Group Ltd. / Leaf Group
Media, 2020, https://sciencing.com/slovins-formula-sampling-techniques-
5475547.html

Journals

Ab Hamid, M. R., Sami W., & Sidek M. M., Discriminant Validity Assessment: Use of
Fornell & Larcker Criterion Versus HTMT Criterion.In Journal of Physics:
Conference Series 890(1), 2017, 012-163.



147

Abe I. &Mugobo V. The Post-COVID-19 Retail Landscapes: Perceptions Of Small And
Medium Size Retailers In South Africa.HarvardDeusto Business Research, X(2), 2021,
337-345.

Abolghasemi S. J., Saeidi P., &Safarzad R., Identifying and Ranking the Factors Associated
with Supply Chain Management Improvement Using AHP Method. International
Journal of Business, Economics & Management, 1(1), 2018. 38-52.

Aggarwal V. S., & Anon S., Influence of Family Communication Patterns in Family Purchase
Decision Making.Indian Journal of Marketing, 49(8), 2019, 23.

Ahmad S. N., & Laroche M., Analyzing Electronic Word of Mouth: A Social Commerce
Construct.International Journal of Information Management, 37(3), 2017, 202–213.

Ahmed Z., Su L., Rafique K., Khan S. Z., & Jamil S., A Study on The Factors Affecting
Consumer Buying Behavior Towards Online Shopping in Pakistan.Journal of Asian
Business Strategy, 7(2), 2017, 44-45.

Aitken R., Watkins L., Williams J., & Kean A., The Positive Role of Labelling on Consumers'
Perceived Behavioural Control and Intention to Purchase Organic Food.Journal of
Cleaner Production, 255, 2020, 120334.

Akar, E., & Topçu B., An Examination of The Factors Influencing Consumers’ Attitudes
Toward Social Media Marketing.Journal of Internet Commerce, 10(1), 2011, 35–67.

Akdim K., Casal´o V. L., &Flavi´an C., The Role of Utilitarian and Hedonic Aspects in the
Continuance Intention to Use Social Mobile Apps, Journal of Retailing and Consumer
Services, 66, 2022, 1-14.

Akter M., & Sultana N., Digital Marketing Communication and Consumer Buying Decision
Process in Pandemic Standpoint (COVID-19): An Empirical Study of Bangladeshi
Customers’ in Branded Cosmetics Perspective.Open Journal of Business and
Management, 8(6),2020, 2696-2715.

Al Amin M., Arefin M. S., Sultana N., Islam M. R., Jahan I., & Akhtar A., Evaluating the
Customers' Dining Attitudes, E-Satisfaction and Continuance Intention Toward
Mobile Food Ordering Apps (Mfoas): Evidence from Bangladesh.European Journal of
Management and Business Economics, 30(2), 2020, 211-229.

Alalwan A. A., Algharabat R. S., Baabdullah A. M., Rana N. P., Raman R., Dwivedi R.,
&Aljafari A., Examining the Impact of Social Commerce Dimensions on Customers’
Value Cocreation: The Mediating Effect of Social Trust.Journal of Consumer
Behaviour, 18(6), 2019; 431–446.

Alalwan A. A., Mobile Food Ordering Apps: An Empirical Study of The Factors Affecting
Customer E-Satisfaction and Continued Intention to Reuse. International Journal of
Information Management, 50, 2020, 28-44.



148

Alalwan A. A., Rana N. P., Dwivedi Y. K., &Algharabat R., Social Media in Marketing: A
Review and Analysis of The Existing Literature.Telematics and Informatics, 34(7),
2017, 177–1190.

Alhaimer, R., Fluctuating Attitudes and Behaviors of Customers Toward Online Shopping in
Times of Emergency: The Case of Kuwait During The COVID-19 Pandemic. Journal
of Internet Commerce, 21(1), 2022, 26-50.

Ali Taha V., Pencarelli T., Škerháková V., Fedorko R., &Košíková M., The Use of Social
Media and its Impact on Shopping Behavior of Slovak and Italian Consumers During
COVID-19 Pandemic.Sustainability, 13(4), 2021, 1710.

Aljanabi A. R. A., The Impact of Economic Policy Uncertainty, News Framing and
Information Overload on Panic Buying Behavior in The Time Of COVID-19: A
Conceptual Exploration. International Journal of Emerging Markets, 18(7),
2023,1614-1631.

Alshurideh M., Al Kurdi B., & Salloum S.A., Examining the Main Mobile Learning System
Drivers’ Effects: A Mix Empirical Examination of Both the Expectation-Confirmation
Model (ECM) And the Technology Acceptance Model (TAM). Advances Intelligent
Systems Computing. 1058, 2020, 406–417.

Almukhtar, F., Mahmoodd, N., & Kareem, S. (2021). Search engine optimization: a
review. Applied computer science, 17(1), 70-80.

Anderson R. M., Heesterbeek H., Klinkenberg D., & Hollingsworth T. D., How Will Country-
Based Mitigation Measures Influence The Course Of The COVID-19 Epidemic?.The
lancet, 395(10228), 2020, 931-934.

Arafat S.M.Y., Kar S.K., Menon V., Kaliamoorthy C., Mukherjee S., Alradie-Mohamed A.,
Sharma P., Marthoenis M., Kabir R., Panic buying: An insight from the content
analysis of media reports during COVID-19 pandemic.Neurol Psychiatry Brain Res.
37, 2020, 100-103.

Araujo, T., Living Up to The Chatbot Hype: The Influence of Anthropomorphic Design Cues
and Communicative Agency Framing on Conversational Agent and Company
Perceptions. Computers in Human Behavior, 85, 2018, 183-189.

Ariffin S. K., Mohan T., & Goh Y. N., Influence of Consumers’ Perceived Risk on
Consumers’ Online Purchase Intention. Journal of Research in Interactive Marketing,
12(3), 2018, 309-327.

Arora N., & Aggarwal A., The Role of Perceived Benefits in The Formation of Online
Shopping Attitude Among Women Shoppers in India. South Asian Journal of Business
Studies, 7(1), 2018, 91-110.

Aslam W., Arif I., Farhat K., & Khursheed M., The Role of Customer Trust, Service Quality
and Value Dimensions in Determining Satisfaction and Loyalty: An Empirical Study



149

of Mobile Telecommunication Industry in Pakistan. Market-Tržište, 30(2), 2018. 177-
193.

Ataei P., Gholamrezai S., Movahedi R., & Aliabadi V., An Analysis of Farmers’ Intention to
Use Green Pesticides: The Application of The Extended Theory of Planned Behavior
and Health Belief Model.Journal of Rural Studies, 81, 2020, 374–384.

Awa H. O., Ikwor N. K., & Ademe D. G., Customer Satisfaction with Complaint Responses
Under the Moderation of Involvement. Cogent Business & Management, 8(1), 2021,
1-20.

Bagga T., & Bhatt M., A Study of Intrinsic and Extrinsic Factors Influencing Consumer
Buying Behaviour Online. Asia-Pacific Journal of Management Research and
Innovation, 9(1), 2013, 77–90.

Bahl B., & Mathur S., Impact of Social Media on Consumer Online Shopping. Research
Journal of Humanities and Social Sciences, 10(2), 2019, 425-432.

Bangkit J. L., Tumbuan W. J., &Tielung M. V., Analysis of Perceived Risk and Perceived
Benefit Influencing Online Shopping Behavior in Manado. Jurnal EMBA: Jurnal Riset
Ekonomi, Manajemen, Bisnis dan Akuntansi, 10(1), 2022, 570-578.

Bashirian S., Jenabi E., Khazaei S., Bashirian M., Karimi-Shahanjarini A., Zareian S.,
Rezapur-Shahkolai F., &Moeini B., Factors Associated with Preventive Behaviours Of
COVID-19 Among Hospital Staff in Iran in 2020: An Application of The Protection
Motivation Theory.Journal of Hospital Infection, 105(3), 2020, 430–433.

Belanche D., Flavián C., & Pérez-Rueda A., Understanding Interactive Online Advertising:
Congruence and Product Involvement in Highly and Lowly Arousing, Skippable Video
Ads. Journal of Interactive Marketing, 37(1), 2017, 75-88.

Bento M., Martinez L. M., & Martinez L. F., Comparing Generations X And Y In Portugal.
Journal of Retailing and Consumer Services, 43, 2018; 234–241.

Beuckels E., &Hudders L., An Experimental Study to Investigate the Impact of Image
Interactivity on The Perception of Luxury in An Online Shopping Context.J. Retail.
Consum. Serv. 33, 2016, 135–142.

Billore S., & Anisimova T., Panic Buying Research: A Systematic Literature Review and
Future Research Agenda. International Journal of Consumer Studies, 45(4), 2021,
777-804.

Biswas K., M Nusari M., & Ghosh A., The Influence of Website Service Quality on Customer
Satisfaction Towards Online Shopping: The Mediating Role of Confirmation of
Expectation.International Journal of Management Science and Business
Administration, 5(6), 2019, 7-14.

Bornmann L., & Mutz R., Growth Rates of Modern Science: A Bibliometric Analysis Based
on The Number of Publications and Cited References.Journal of the Association for
Information Science and Technology. 66(11), 2015; 2215-2222.



150

Butcher L., Phau I., & Shimul A. S. Uniqueness And Status Consumption In Generation Y
Consumers: Does Moderation Exist?.Marketing Intelligence & Planning, 35(5), 2017,
673-687.

Butu A., Brumă I. S., Tanasă L., Rodino S., Dinu Vasiliu C., Doboș S., &Butu M., The
Impact Of COVID-19 Crisis Upon the Consumer Buying Behavior of Fresh
Vegetables Directly from Local Producers. Case Study: The Quarantined Area of
Suceava County, Romania.International Journal of Environmental Research and
Public Health, 17(15), 2020, 54-85.

Cai H., Tu B., Ma J., Chen L., Fu L., Jiang Y., & Zhuang Q., Psychological Impact and
Coping Strategies of Frontline Medical Staff in Hunan Between January and March
2020 During the Outbreak of Coronavirus Disease 2019 (COVID-19) In Hubei,
China.Medical science monitor: international medical journal of experimental and
clinical research, 26, 2020, 1-1.

Carfora V., Cavallo C., Caso D., Del Giudice T. De Devitiis B., Viscecchia R., Nardone G.,
&Cicia G., Explaining Consumer Purchase Behavior for Organic Milk: Including
Trust and Green Self-Identity Within the Theory of Planned Behavior.Food Quality
and Preference, 76, 2019, 1-9.

Chakraborty S., &Soodan V., Examining Utilitarian and Hedonic Motivations in Online
Shopping in India: Moderating Effect of Product Browsing Behavior, International
Journal of Recent Technology and Engineering, (8(1C2), 2019, 117-125.

Chamroonsawasdi K., Chottanapund S., Pamungkas R.A., Tunyasitthisundhorn P.,
Sornpaisarn B., &Numpaisan O., Protection Motivation Theory to Predict Intention of
Healthy Eating and Sufficient Physical Activity to Prevent Diabetes Mellitus in Thai
Population: A Path Analysis. Diabetes & Metabolic Syndrome:Clinical Research &
Reviews, 15(1), 2021, 121– 127.

Chaudhary A., Influencing Factors of Social Media Marketing on Consumers Buying
Decisions. Asian Journal of Managerial Science, 8(2), 2019, 40–48.

Chen A., Lu Y., & Wang B., Customers’ Purchase Decision-Making Process in Social
Commerce: A Social Learning Perspective.International Journal of Information
Management, 37(6), 2017, 627–638.

Chikazhe L., Makanyeza C., &Chigunhah B., Understanding Mediators and Moderators of
The Effect of Customer Satisfaction on Loyalty.Cogent Business
&Management.Taylor& Francis Journals. 8(1), 2021, 19-127.

Cho M. Bonn M. A. & Li. J., Differences in Perceptions about Food Delivery Apps between
Single-Person and Multi-Person Households, International Journal of Hospitality
Management, 77, 2019, 108–116.

Chopdar P., & Sivakumar V., Understanding Psychological Contract Violation and Its
Consequences on Mobile Shopping Applications Use in A Developing Country
Context. Journal of Indian Business Research, 10(2), 2018, 208-231.



151

Chouhan D., A Study of Consumer Preference and Satisfaction towards Food Restaurant in
Indore (Selected Consumer for Lower Middle Segment). Journal of Current Science,
20(1), 2019, 1-6.

Chowdhury N., & Sarker P., Customer Satisfaction, Switching Intentions, Perceived
Switching Costs, and Perceived Alternative Attractiveness in Bangladesh Mobile
Telecommunications Market.South Asian Journal of Business Studies, 6(6), 2017, 1-
29.

Colliander J., & Marder B., ‘Snap Happy’brands: Increasing Publicity Effectiveness Through
a Snapshot Aesthetic When Marketing a Brand on Instagram.Computers in Human
Behavior, 78, 2018, 34-43.

Croes E., & Bertels J., Young Adults' Motivations for Following Social Influencers and Their
Relationship to Identification and Buying Behavior, Computer in Human Behavior,
124, 2021,1-10.

Dannenberg P. F., Riedler M. & Wiedemann T. C., Digital Transition by COVID-19
Pandemic? the German Food Online
Retail.TijdschriftvoorEconomischeenSocialeGeografie, 111(3), 2020, 543-560.

Darmawan M., The Effect of Price, Product Quality, Promotion, Social Factor, Brand Image
on Purchase Decision Process of Loop Product on Youth Segment. International
Seminar & Conference on Learning Organization. ISCLO 6th, 2018, 294-309.

Dhir A Sadiq M., Talwar S. & Kaur P., Why Do Retail Consumers Buy Green Apparel? A
Knowledge-Attitude-Behaviour-Context Perspective. Retailing and Consumer Services,
59, 2021, 1-11.

Dirsehan T., &Cankat E., Role of Mobile Food-Ordering Applications in Developing
Restaurants’ Brand Satisfaction and Loyalty in The Pandemic Period, Journal of
Retailing and Consumer Services, 62, 2021, 102608-102608. Available Online:
https://doi.org/10.1016/j.jretconser.2021.102608.
(https://www.sciencedirect.com/science/article/pii/S0969698921001740)

Donthu N., Kumar S., &Pattnaik, D., Forty-Five Years of Journal of Business Research: A
Bibliometric Analysis. Journal of Business Research. 2020; 109, 1-14.

Eger L., Komárková L., Egerová D., &Mičík M., The Effect Of COVID-19 On Consumer
Shopping Behaviour: Generational Cohort Perspective. Journal of Retailing and
Consumer Services, 61, 2021, 102-542.

Fakfare, P., Influence of Service Attributes of Food Delivery Application on Customers'
Satisfaction and Their Behavioural Responses: The IPMA Approach. International
Journal of Gastronomy and Food Science, 25, 2021, 100-392.

Falch, F., & Pappa., M. Emergence of a second Dot-Com boom? –An assessment of
indications for overvalued Internet firms and the risk of another Dot-Com bubble.
BUSN 89: Degree Project in Corporate and Financial Management - Master Level.



152

Lund University. 2012.
https://lup.lub.lu.se/luur/download?func=downloadFile&recordOId=2740541&fileOId
=2740549

Fernandes S., Panda R., Venkatesh V. G., Swar B. N., & Shi Y., Measuring the Impact of
Online Reviews on Consumer Purchase Decisions–A Scale Development
Study. Journal of Retailing and Consumer Services, 68, 2022, 1-36.

Fernandoi W., Yajid M., Khatibi A., & Azam S., Moderating Effect of Country of Residence
towards Customer Satisfaction among Star Grade Hotels in Sri Lanka. European
Journal of Management and Marketing Studies, 3(2). 2018.

Ford N., Trott P., & Simms C., Food Portions and Consumer Vulnerability: Qualitative
Insights from Older Consumers. Qualitative Market Research: An International
Journal, 22(3), 2019, 435-455.

Frooghi R., Switching Behaviour of Young Adults in Cellular Service Industry: An Empirical
Study of Pakistan. Global Business Review, 19(3), 2018, 1- 15.

Fu J. R., Lu I. W., Chen J. H., & Farn C. K. Investigating Consumers’ Online Social Shopping
Intention: An Information Processing Perspective. International Journal of
Information Management, 54, 2020, 102-189.

Grashuis J., Skevas T., & Segovia M. S., Grocery Shopping Preferences During The COVID-
19 Pandemic. Sustainability, 12(13), 2020, 1-10.

Guthrie C., Fosso-Wamba S., & Arnaud J. B., Online Consumer Resilience During a
Pandemic: An Exploratory Study Of E-Commerce Behavior Before, During And After
A COVID-19 Lockdown. Journal of retailing and consumer services, 61, 2021, 102-
570.

Harlan Spotts E., Marc G. & Weinberger M. F. W., Advertising and Promotional Effects on
Consumer Service Firm Sales. Journal of Advertising Research, 59(3), 2019, 1-5.

Harris P., Dall’Olmo Riley F., Riley D., & Hand C., Online and Store Patronage: A Typology
of Grocery Shoppers. International Journal of Retail & Distribution Management,
45(4), 2017,419-445.

Hubert M., Blut M., Brock C., Backhaus C., Eberhardt T., Acceptance of Smartphone‐Based
Mobile Shopping: Mobile Benefits, Customer Characteristics, Perceived Risks, and
the Impact of Application Context. Psychol. Market. 34(2), 2017, 175–194.

Indriana R. D., Brotopuspito K. S., Setiawan A. &Soenantyo T. A., Pre and Post Mount
Merapi Eruption of Free Air Anomaly.International Journal of Physical Sciences and
Engineering, 2(3), 2018; 70-76.

Irenosen, A. Perception of Online Shopping Among the Undergraduates of University of
Benin (Doctoral dissertation, DEPARTMENT OF MASS COMMUNICATION,
FACULTY OF ART, UNIVERSITY OF BENIN). Research Gate. 2023.
DOI: 10.13140/RG.2.2.36080.64009



153

Jaller M., & Pahwa A., Evaluating the Environmental Impacts of Online Shopping: A
Behavioral and Transportation Approach. Transportation Research Part D: Transport
and Environment, 80, 2020, 102-223.

Jiang Y., & Nikolaos S., Triggers of Consumers’ Enhanced Digital Engagement and The Role
of Digital Technologies in Transforming the Retail Ecosystem During COVID-19
Pandemic. Technol. Forecast. Soc. Chang. 172,2021, 121-029.

Kadam N., Deshmukh A., & Kadam R., A Study on Impact of Social Media Influencers’
Endorsements on The Buying Behaviour of Gen Z, For Lifestyle and Electronics
Product Category with Special Reference to Pune City. Parikalpana:KIIT Journal of
Management, 17(1), 2021, 218-227.

Kanten I. K., & Darma G. S. Consumer Behaviour, Marketing Strategy, Customer
Satisfaction, And Business Performance. JurnalManajemenBisnis, 14(2), 2017, 143-
165.

Kanwal M., Burki U., Ali R., & Dahlstrom R. Systematic Review of Gender Differences and
Similarities in Online Consumers’ Shopping Behavior. Journal of Consumer
Marketing, 39(1), 2022, 29-43.

Kay S., Mulcahy R., & Parkinson J., When Less Is More: The Impact of Macro and Micro
Social Media Influencers’ Disclosure. Journal of Marketing Management,36(3-
4), 2020, 1-31.

Khan S. K., Ali N., Khan N. A., Ammara U., & Anjum N., Understanding Multiscreening
Phenomenon for Online Shopping Through Perspective of Self-Regulation and Dual
Process Theory: Case of Chinese Young Generation. Electronic Commerce Research
and Applications, 42, 2020, 100-988.

Khan S., & Bhuiyan A. A., Impact Of COVID-19 On Online Shopping of Bangladesh-A New
Window Opens for Digital Advancement. Global Journal of Management and Business
Research, 21(I), 2021, 15-21.

Kim S. J., Maslowska E., &Tamaddoni A., The Paradox Of (Dis) Trust in Sponsorship
Disclosure: The Characteristics and Effects of Sponsored Online Consumer Reviews.
Decision Support Systems, 116, 2019, 114-124.

Klein A., & Sharma V. M., Consumer Decision-Making Styles, Involvement, And the
Intention to Participate in Online Group Buying. Journal of Retailing and Consumer
Services, 64, 2022, 102-808.

Knotek II E. S., Schoenle R. S., Dietrich A. M., Kuester K., Müller G. J., Myrseth K. O. R., &
Weber M., Consumers And COVID-19: A Real-Time Survey. Economic Commentary,
9, 2020, 1-6.

Koch J., Frommeyer B., & Schewe G., Online shopping motives during the COVID-19
Pandemic—lessons from the Crisis, Sustainability, 12(24), 2020, 1-20.



154

Konuk F. A., Price Fairness, Satisfaction, And Trust as Antecedents of Purchase Intentions
Towards Organic Food. Journal of Consumer Behaviour, 17(2), 2018, 141-148.

Konuk F. A., The Influence of Perceived Food Quality, Price Fairness, Perceived Value and
Satisfaction on Customers’ Revisit and Word-Of-Mouth Intentions Towards Organic
Food Restaurants. Journal of Retailing and Consumer Services, 50, 2019, 103-110.

Kumar V., & Ayodeji O. G., E-Retail Factors for Customer Activation and Retention: An
Empirical Study from Indian E-Commerce Customers. Journal of Retailing and
Consumer Services, 59, 2021, 102-399.

Kuswanto H., Pratama W. B. H., Ahmad I. S., & Salamah M., Analysis of Students' Online
Shopping Behaviour Using a Partial Least Squares Approach: Case Study of
Indonesian Students. Cogent Business & Management, 6, 2019,1-13.

KV S., Kp N., & Kamath G. B. Social Media Advertisements and Their Influence on
Consumer Purchase Intention. Cogent Business & Management, 8(1), 2021, 2000697.

Kytö E., Virtanen M. & Mustonen S., From Intention to Action: Predicting Purchase
Behavior with Consumers’ Product Expectations and Perceptions, And Their
Individual Properties. Food Quality and Preference, 75, 2019, 1-9.

Laato S., Islam A.K.M.N., Farooq A. & Dhir A., Unusual Purchasing Behavior During the
Early Stages of the COVID-19 Pandemic: The Stimulus-Organism-Response
Approach. Journal of Retailing and Consumer Services, 57, 2020, 1-5.

Ladhari R., Gonthier J., &Lajante M., Generation Y and Online Fashion Shopping:
Orientations and Profiles. Journal of Retailing and Consumer Services, 48, 2019,
113–121.

Lawrence, A. W., & Lawrence, D. O. (2021). Impacts of COVID-19 pandemic on
sustainability/survivability of micro/small sized businesses in Nigeria. International
Journal of Business and Management, 16(9), 1-14.

Lim W. M., & Guzmán F., How Does Promotion Mix Affect Brand Equity? Insights From A
Mixed-Methods Study Of Low Involvement Products. Journal of Business Research,
141, 2022, 175-190.

Ling M., Kothe E. J., & Mullan B. A., Predicting Intention to Receive a Seasonal Influenza
Vaccination Using Protection Motivation Theory. Social Science & Medicine, 233,
2019, 87–92.

Liu Y., Cheng P., & Ouyang Z., How Trust Mediate the Effects of Perceived Justice On
Loyalty: A Study in The Context of Automotive Recall in China. Journal of Retailing
and Consumer Services, 58, 2021, 102-322.

Lou C., Tan S. S., & Chen X., Investigating Consumer Engagement with Influencer-Vs.
Brand-Promoted Ads: The Roles of Source and Disclosure. Journal of Interactive
Advertising, 19(3), 2019, 169-186.



155

Ma Y.J., Gam H.J. & Banning J., Perceived Ease of Use and Usefulness of Sustainability
Labels on Apparel Products: Application of The Technology Acceptance
Model. Fashion and Textiles, 4, 2017, 1-20.

Madhura K., Aithal P. S., &Panakaje N., Multifaceted Impact of Social-Media: In the Context
of Customers’ Fashion Products Buying Behaviour-A Comprehensive Review.
International Journal of Management, Technology and Social Sciences (IJMTS), 8(4),
2023, 232-259.

Makanyeza L. C. &Chigunhah C., Understanding Mediators and Moderators of the Effect of
Customer Satisfaction on Loyalty, Cogent Business & Management, 8 (1), 2021, 1-19.

Mandal B. C., & Sur S., Conceptualizing a Model for Online Shopping Intension: A
Literature Review. International Journal of Latest Technology in Engineering,
Management and Applied Science", ISSN, 2278(2540), 2017, 109-112.

Mannan M., Mohiuddin M., Chowdhury N., & Sarker P., Customer Satisfaction, Switching
Intentions, Perceived Switching Costs, And Perceived Alternative Attractiveness in
Bangladesh Mobile Telecommunications Market. South Asian Journal of Business
Studies, 6(6), 2017, 1-29.

Manu, C. D., & Fuad, F., Relationships Between Website Quality and Trust Dimensions in
Online Shopping: An Empirical Study in Indonesia. International Journal of Business
Information Systems, 39(3), 2022, 400-423.

Mason A., Narcum J., & Mason K., Changes in Consumer Decision-Making Resulting from
the COVID-19 Pandemic, Journal of Customer Behavior, 19(4), 2020, 299-321.

McLean G., Osei-Frimpong K., Al-Nabhani K., & Marriott H., Examining Consumer
Attitudes Towards Retailers'm-Commerce Mobile Applications–An Initial Adoption Vs.
Continuous Use Perspective. Journal of Business Research, 106, 2020, 139-157.

Mehrolia S., Alagarsamy S., &Solaikutty V. M., Customers Response to Online Food
Delivery Services During COVID‐19 Outbreak Using Binary Logistic Regression.
International journal of consumer studies, 45(3), 2021, 396-408.

Mehta S., Saxena T., & Purohit N., The New Consumer Behavior Paradigm Amid COVID-19:
Permanent or Transient. Journal of Health Management, 22(2), 2020, 291-301.

Mikalef P., Giannakos M. N., & Pappas I. O., Designing Social Commerce Platforms Based
on Consumers’ Intentions.Behaviour& Information Technology, 36(12),2017, 1308-
1327.

Mofokeng T. E., The Impact of Online Shopping Attributes on Customer Satisfaction and
Loyalty: Moderating Effects of E-Commerce Experience. Cogent Business &
Management, 8(1), 2021, 1-33.



156

Mohammed R., &Murova O. The Effect of Price Reduction on Consumer’s Buying Behavior
in the U.S. Differentiated Yogurt Market. Applied Economics and Finance, 6(2), 2019,
32-42.

Moon M.A., Khalid M.I., Awan H.M., Attiq S., Rasool H. & Kiran M., Consumer's website's
utilitarian and hedonic attributes and online purchasing intentions: a cognitive-
affective attitude approach. Spanish Journal of Marketing, 21, 2017, 73-88.

Moudud-Ul-Huq S. & Hossain S.A., Impact of Cashless Policy on Bank's Profitability:
Evidence from a Developing Economy. International Journal of Financial Engineering,
7(03), 2020, 1-15.

Mukhopadhyay S., Vijayalakshmi A., & Jain, S. P. Understanding Consumers In-Store
Behavior: The Dual Role of Episode-Specific Motive Adjustment and Motive
Selection. Journal of Retailing, 99(3), 2023, 460-479.

Müller J., &Christand F., Content Is King–But Who Is the King of Kings? The Effect of
Content Marketing, Sponsored Content & User-Generated Content on Brand
Responses. Computers in Human Behavior, 96, 2019, 46-55.

Neger M. & Uddin B., Factors Affecting Consumers' Internet Shopping Behavior During the
COVID-19 Pandemic: Evidence from Bangladesh. Chinese Business Review, 19(3),
2020, 91-104.

Nguyen N. M., & Nguyen H. T., How Do Product Involvement and Prestige Sensitivity Affect
Price Acceptance on the Mobile Phone Market in Vietnam?. Journal of Asia Business
Studies, 14(3), 2020, 379-398.

Nicola M.A.Z., Sohrabi C., Kerwan A. Ajabir A., Iosifidis C., Agha M. & Agha R., The
Socio-Economic Implications of The Coronavirus Pandemic (COVID-19): A Review.
International Journal of Surgery, 78, 2020, 185-193.

Nilashi M., Abumalloh R. A., Minaei-Bidgoli B., Zogaan W. A., Alhargan A., Mohd S., &
Samad S., Revealing Travellers’ Satisfaction During COVID-19 Outbreak:
Moderating Role of Service Quality. Journal of Retailing and Consumer Services, 64,
2022, 102-783.

Nurfajrinah M. A., Nurhadi Z. F., & Ramdhani M. A., Meaning of Online Shopping for Indie
Model, The Social Sciences, (12)4, 2017, 737-742.

Nuseir M., & Madanat H. 4Ps: A Strategy to Secure Customers’ Loyalty via Customer
Satisfaction. International Journal of Marketing Studies, 7(4), 2015. 78-87.

Oloveze, A. O., Ogbonna, C., Ahaiwe, E., & Ugwu, P. A. (2022). From offline shopping to
online shopping in Nigeria: evidence from African emerging economy. IIM Ranchi
journal of management studies, 1(1), 2022.55-68.

Otto A. S., Szymanski D. M., & Varadarajan R., Customer Satisfaction and Firm
Performance: Insights from Over a Quarter Century of Empirical Research. Journal
of the Academy of Marketing science, 48, 2020, 543-564.



157

Okurwoth, V., Assessment of the knowledge, attitude and response to online shopping among
university students. A case study of Makerere University College of Business and
Management Sciences (CoBAMS) (Doctoral dissertation, Makerere University). 2023,
http://hdl.handle.net/20.500.12281/17943

Padingani M., Dube N., Chiwanda S., Gombe N., Shambira G., Juru M. T., & Tshimanga M.,
Customer Satisfaction at Galen House, Bulawayo, Zimbabwe, 2019.Open Journal of
Epidemiology, 11(01), 2021, 70-79.

Padmavathy C., Swapana M., & Paul J., Online Second-Hand Shopping Motivation–
Conceptualization, Scale Development, And Validation. Journal of Retailing and
Consumer Services, 51, 2019, 19-32.

Pantano E., Pizzi G., Scarpi D. & Dennis C., Competing During a Pandemic? Retailers’ Ups
and Downs During the Covid19 Outbreak. Journal of Business Research, 116, 2020,
209-213.

Park, J. Y., Back, R. M., Bufquin, D., & Shapoval, V. Servicescape, Positive Affect,
Satisfaction and Behavioral Intentions: The Moderating Role of Familiarity.
International Journal of Hospitality Management, 78, 2019, 102-111.

Parrales G. S., Giler B. I. C., & Alcivar M. S. G., Packaging Sixto Duran Ballen and The
Dam La Esperanza. International Journal of Physical Sciences and Engineering, 2018;
2(3), 43-50.

Porter C. O., Outlaw R., Gale J. P., & Cho T. S. The Use of Online Panel Data in
Management Research: A Review and Recommendations. Journal of Management,
45(1),2019, 319-344.

Prasetyo Y. T., Castillo A. M., Salonga L. J., Sia J. A., & Seneta J. A., Factors Affecting
Perceived Effectiveness Of COVID-19 Prevention Measures Among Filipinos During
Enhanced Community Quarantine in Luzon, Philippines: Integrating Protection
Motivation Theory and Extended Theory of Planned Behavior. International Journal of
Infectious Diseases, 99, 2020, 312–323.

Prentice C., Chen J. &Stantic B., Timed Intervention in COVID-19 and Panic Buying. Journal
of Retailing and Consumer Services, 57, 2020, 1-2.

Purani K., Kumar D. S., & Sahadev S., E-Loyalty Among Millennials: Personal
Characteristics and Social Influences. Journal of Retailing and Consumer Services, 48,
2019, 215-223.

Pütter M., The Impact of Social Media on Consumer Buying Intention.Journal of International
Business Research and Marketing, 3(1), 2017, 7–13.

Raewf M. B., Thabit T. H., & Jasim Y. A., The Relationship Between the Elements of
Marketing Mix and Consumer Behavior During Environmental Uncertainty. Cihan
University-Erbil Journal of Humanities and Social Sciences, 5(1), 2021, 50-55.



158

Raji M., & Zainal A., The Effect of Customer Perceived Value on Customer Satisfaction: A
Case Study of Malay Upscale Restaurants. Malaysian Journal of Society and Space,
12(3), 2016, 58-68

Rashid R. M., Pitafi A. H., Qureshi M. A., & Sharma A., Role of Social Commerce
Constructs and Social Presence as Moderator on Consumers’ Buying Intentions
During COVID-19. Front. Psychol. 13, 2022, 772028. doi: 10.3389/fpsyg.

Ray, A., Dhir, A., Bala, P. K., & Kaur, P., Why Do People Use Food Delivery Apps (FDA)? A
Uses and Gratification Theory Perspective. Journal of retailing and consumer services,
51, 2019, 221-230.

Redda E.H., Attitudes Towards Online Shopping: Application of The Theory of Planned
Behavior, Acta Universitatis Danubius, 15(2), 2019, 148-159.

Rendón C., Vásquez A., Arias M., & Valencia-Arias A., Proposed Model for Measuring
Customer Satisfaction with Telecommunications Services. Mediterranean Journal of
Social Sciences, 8(2), 2017, 15-25.

Rodezno, M. & Andrea. M. Developing an Inbound Marketing Strategy for A Small
Enterprise. 2021. https://lutpub.lut.fi/handle/10024/163097

Rokonuzzaman M. D., Harun A., Al-Emran M. D., &Prybutok V. R., An Investigation into
The Link Between Consumer's Product Involvement and Store Loyalty: The Roles of
Shopping Value Goals and Information Search as The Mediating Factors. Journal of
Retailing and Consumer Services, 52, 2020, 101-933.

Rouibah K., Al-Qirim N., Hwang Y., & Pouri S. G., The Determinants ofEwomin Social
Commerce: The Role of Perceived Value, Perceived Enjoyment, Trust, Risks, And
Satisfaction. Journal of Global Information Management, 29(3), 2021, 75–102.

Sakil H.A., ICT, Youth and Urban Governance in Developing Countries: Bangladesh
Perspective, International Journal of Adolescence and Youth, 23(2), 2017, 219-234.

Saleem A., Ghafar A., Ibrahim M., Yousuf M. & Ahmed N., Product Perceived Quality and
Purchase Intention with Consumer Satisfaction. Global Journal of Management and
Business Research, 15(1), 2015, 21- 28.

Sari D. M. F. P., & Yulianti N. M. D. R., Celebrity Endorsement, Electronic Word of Mouth
and Trust Brand on Buying Habits. International Journal of Social Sciences and
Humanities, 3(1), 2019, 82-90.

Senguo R., Xixiang S., &Kilang N., Marketing Communication Based on Customer
Satisfaction and Loyalty: ZantelTanzania. International Journal of Innovation,
Management and Technology, 8(4), 2017, 284-288.

Seo K., Go S., & Kim B., Pricing Strategies Under Markets with Time Gap Between
Purchase and Consumption. Journal of Business Research, 120, 2020, 312-320.



159

Shah M., Husnain M., & Shah A., Factors Affecting Brand Switching Behavior in the
Telecommunication Industry of Pakistan: A Qualitative Investigation. American
Journal of Industrial and Business Management, 8, 2018, 359-372.

Shahzad M., Qu Y., Ur Rehman S., Ding X. & Razzaq, A., Impact of Stakeholders’ Pressure
on Green Management Practices of Manufacturing Organizations Under the
Mediation of Organizational Motives. Journal of Environmental Planning and
Management, 66(10), 2023, 2171-2194.

Sharma S., & Srivastava S., Relationship Between Service Quality and Customer Satisfaction
in Hotel Industry. TRJ Tourism Research Journal, 2(1), 2018, 42-49

Sharma V.M. & Klein A., Consumer Perceived Value, Involvement, Trust, Susceptibility to
Interpersonal Influence, And Intention to Participate in Online Group Buying. Journal
of Retailing and Consumer Services, 52(2), 2020, 1-11.

Shen X. L., Li Y. J., Sun Y., Chen Z., & Wang F. Understanding the Role of Technology
Attractiveness in Promoting Social Commerce Engagement: Moderating Effect of
Personal Interest. Information& Management, 56(2), 2019, 294-305.

Shih S., Yu S., & Tseng H., The Study of Consumers' Buying Behavior and Consumer
Satisfaction in Beverages Industry in Tainan, Taiwan. Journal of Economics, Business
and Management, 3(3), 2015, 391-394.

Showrav D. G. Y., Hassan M. A., Anam S. & Chakrabarty A. K., Factors influencing the
rapid growth of online shopping during the COVID-19 pandemic time in Dhaka City,
Bangladesh. Academy of Strategic Management Journal, 20, 2021, 1-13.

Showrav D., & Iqbal M., Factors Influencing Consumer Buying Behavior: A Study on
Cosmetic Products in Dhaka City. DIU Journal of Business and Entrepreneurship,
11(2), 2018, 13-26.

Shujaat S., Syed D., & Ahmed U., Factors Behind Brand Switching in Telecommunication
Industry of Pakistani Journal of Business Studies, 2015; 11(2), 29-40.

Singh A., & Verma P., Factors Influencing Indian Consumers' Actual Buying Behaviour
Towards Organic Food Products. Journal of cleaner production, 167, 2017, 473-483.

Singh D., Integration of Materialism with Shopping Motivations: Motivations-Based Profile
of Indian Mall Shoppers. Journal of Asia Business Studies, 12(4), 2018, 381-401.

Singh V., Chaudhuri R., & Verma S., Psychological Antecedents of Apparel-Buying Intention
for Young Indian Online Shoppers. Journal of Modelling in Management, 14(2), 2019,
286-311.

Sisodiya P., & Sharma D., The Impact of Marketing Mix Model/Elements on Consumer
Buying Behaviour: A Study of Fmcg Products in Jaipur City. International Journal of
Technical Research & Science, 3(1), 2018, 29-33.



160

Sohaib O., Social Networking Services and Social Trust in Social Commerce: A PLS-SEM
Approach. Journal of Global Information Management, 29(2), 2021, 23–44.

Sokolova K., & Kefi H., Instagram and YouTube Bloggers Promote It, Why Should I Buy?
How Credibility and Parasocial Interaction Influence Purchase Intentions. Journal of
Retailing and Consumer Services, 53, 2019; 1-9.

Soleimani M., Buyers’ Trust and Mistrust in E-Commerce Platforms: A Synthesizing
Literature Review. Information Systems and E-Business Management, 20(1), 2021,
57–78.

Soni. D., An Investigation of Product & Price Factors Influences on Consumer Behaviour for
Selected FMCG.International Journal of Engineering Technology Science and
Research, 5(5), 2018, 452-456.

Sramova B., & Pavelka J., Gender Differences and Wellbeing Values in Adolescent Online
Shopping. International Journal of Retail & Distribution Management, 47(6), 2019,
623-642.

Stubb C., & Colliander J., The Effects of Impartiality Disclosure and E-Commerce Landing
Pages on Consumer Responses to Social Media Influencer Posts.Computers in Human
Behavior, 98, 2019, 210-222.

Subaebasni S., Risnawaty H., &Wicaksono A., Effect of Brand Image, the Quality and Price
on Customer Satisfaction and Implications for Customer Loyalty PT Strait Liner
Express in Jakarta.International Review of Management and Marketing, 9(1), 2019,
90-97.

Suhartanto D., Chen B. T., Mohi Z., &Sosianika A., Exploring Loyalty to Specialty Foods
Among Tourists and Residents. British Food Journal, 120(5), 2018, 1120-1131.

Szocs C., Kim Y., Lim M., Mera C. A. & Biswas D. The Store of The Future: Engaging
Customers Through Sensory Elements, Personalized Atmospherics, And Interpersonal
Interaction.Journal of Retailing, 99(4), 2023, 605–620.

Tamara D., Rafly R., &Mersi A., Attractiveness, Trustworthiness and Purchase Intention in
Social Media Instagram: The Moderating Role of The Number of Followers. Syntax
Idea, 3(8), 2021, 1824-1833.

Tang Y., Ma Y., Wong C. W., & Miao X., Evolution of Government Policies on Guiding
Corporate Social Responsibility in China.Sustainability, 10(3), 2018, 1-20.

Tarabieh S. The Synergistic Impact of Social Media and Traditional Media on Purchase
Decisions: The Mediating Role of Brand Loyalty.International Review of Management
and Marketing. 7, 2017, 51-62.

Thakur T., & Soni D., An Investigation of Product & Price Factors Influences on Consumer
Behaviour for Selected FMCG.International Journal of Engineering Technology
Science and Research, 5(5), 2018. 452- 456.



161

Tho S. W., Yeung Y. Y., Wei R., & Chan K.W., A Systematic Review of Remote Laboratory
Work in Science Education with The Support of Visualizing Its Structure Through the
Histcite and Citespace Software.International Journal of Science and Mathematics
Education, 15(7), 2017, 217–1236.

Titiloye I., Al Adib Sarker M., Asgari H., & Jin X. Online and In-Store Shopping Interactions
for Non-Essential Experience Goods. Computational Urban Science, 3(1), 2023, 29.

Tran L. T. T., Managing the Effectiveness of E-Commerce Platforms in A Pandemic.Journal
of Retailing and Consumer Services, 58, 2021, 102-287.

Tsironis, G., Daglis, T., & Tsagarakis, K. P. (2022). Social media and EU companies'
engagement in circular economy: A LinkedIn approach. Sustainable production and
consumption, 32, 802-816.

Tuan D., Effects of Service Quality and Price Fairness on Student Satisfaction. International
Journal of Business and Social Science, 3(19), 2012, 132-150.

Vasić N., Kilibarda M., & Kaurin T., The Influence of Online Shopping Determinants on
Customer Satisfaction in The Serbian Market.Journal of theoretical and applied
electronic commerce research, 14 (2), 2019, 70-89.

Vazquez D. Wu, X. Nguyen, B. Kent, A., Gutierrez, A. & Chen, T. Investigating Narrative
Involvement, Parasocial Interactions, And Impulse Buying Behaviours Within a
Second Screen Social Commerce Context.International Journal of Information
Management, 53, 2020; 1-12.

Vieira V., Santini F., & Araujo C., A Meta-Analytic Review of Hedonic and Utilitarian
Shopping Values.Journal of Consumer Marketing, 35(4), 2018, 426-437.

Wang X., Ashraf A. R., Thongpapanl N., & Wang K., Perceived Deception and Online
Repurchase Intention: The Moderating Effect of Product Type and Consumer
Regulatory Orientation. Journal of Consumer Behaviour, 21(6), 2022, 1522–1539.

Wang X.W., Cao Y.M., & Park C., The Relationships Among Community Experience,
Community Commitment, Brand Attitude, And Purchase Intention in Social
Media.International Journal of Information Management, 49, 2019, 475-488.

Wang Y., & Yu C. Social Interaction-Based Consumer Decision-Making Model in Social
Commerce: The Role of Word of Mouth and Observational Learning. International
Journal of Information Management, 37(3), 2017, 179–189.

Wang Y., Liang J., Yang J., Ma X., Li X., Wu J., Yang G., Ren G., & Feng Y., Analysis of
The Environmental Behavior of Farmers for Non-Point Source Pollution Control and
Management: An Integration of The Theory of Planned Behavior and The Protection
Motivation Theory.Journal of Environmental Management, 237, 2019, 15–23.

Wegmann E., Oberst U., Stodt B., & Brand M., Online-Specific Fear of Missing Out and
Internet-Use Expectancies Contribute to Symptoms of Internet-Communication
Disorder. Addictive Behaviors Reports, 5, 2017, 33–42.



162

Wei C. L., & Ho C. T., Exploring Signaling Roles of Service Providers' Reputation and
Competence in Influencing Perceptions of Service Quality and Outsourcing Intentions.
Journal of Organizational and End User Computing (JOEUC), 31(1), 2019, 86-109.

Widyastuti W., Hartini S., &Artanti Y., Revisiting the Online Shopper's Behavior in
Indonesia: The Role of Trust and Perceived Benefit.International Journal of Industrial
Engineering and Management, 11(4), 2020, 226–236.

Wu D., Empirical Study of Knowledge Withholding in Cyberspace: Integrating Protection
Motivation Theory and Theory of Reasoned Behavior. Computers in Human Behavior,
105, 2019, 106-229.

Wu L., Chiu M. L., & Chen K. W., Defining the Determinants of Online Impulse Buying
Through a Shopping Process of Integrating Perceived Risk, Expectation-Confirmation
Model, And Flow Theory Issues.International Journal of Information Management, 52,
2020, 102-099.

Yang, Y. Li, O. Peng, X. & Wang, L. Consumption trends during the covid-19 crisis: how are
we, coping, and social norms drive utilitarian purchases. Front. Psychol. 11:588580.
Available Online; https://www.frontiersin.org/articles/10.3389/fpsyg.2020.588580/full

Yew J. L. K., & Kamarulzaman Y., Effects of Personal Factors, Perceived Benefits and
Shopping Orientation on Online Shopping Behavior in Malaysia.International Journal
of Economics, Management and Accounting, 28(2), 2020, 327-360.

Yi H. T., Yeo C., Amenuvor F. E., & Boateng H., Examining the Relationship Between
Customer Bonding, Customer Participation, And Customer Satisfaction. Journal of
Retailing and Consumer Services, 62, 2021, 102-598.

Yost E., & Cheng Y., Customers’ Risk Perception and Dine-Out Motivation During a
Pandemic: Insight for The Restaurant Industry. International Journal of Hospitality
Management, 95, 2021, 102-889.

Yousafzai M. M. Influence of Social Media Marketing on Consumer Behavior and Brand
LoyaltyInternational Journal of Research Publication and Reviews, 4(9), 2023; 636–
641.

Yuen K. F., Wang X., Ma F., & Li K. X., The Psychological Causes of Panic Buying
Following a Health Crisis.International journal of environmental research and public
health, 17(10), 2020, 3513.

Zaki H.O. & Hamid S.N.A., The Influence of Time Availability, Happiness, And Weariness on
Consumers’ Impulse Buying Tendency Amidst Covid-19 Partial Lockdown in
Malaysia.Journal Pengurusan, 2021, 62, 1-12.

Zhang W. Tian X. & He W. "Information Seeking and Online Deal Seeking Behavior."
Journal of Global Information Management, 27(4), 2019; 147–160.



163

Zhao Y., &Bacao F., What Factors Determining Customer Continuingly Using Food Delivery
Apps During 2019 Novel Coronavirus Pandemic Period?. International journal of
hospitality management, 91, 2020, 102-683.

Zhao, S. Fang Y. Zhang W. & Jiang H., Trust, Perceived Benefit, And Purchase Intention in
C2CE-Commerce: An Empirical Examination in China. Journal of Global Information
Management, 28(1), 2020, 121–141.

Zitek E.M. & Schlund R.J. Psychological entitlement predicts noncompliance with the health
guidelines of the COVID-19 pandemic.Personality and Individual Differences, 171,
2021, 1-10.

Appendix I

Department of Mass Communication and Media TechnologyFaculty of Information and
Communication Science, Lead City University, Ibadan, Oyo State

Questionnaire

Social Media Marketing Platforms and Online Buying Behavior Questionnaire
(SMMPOBBQ)

This questionnaire aims to investigate the influence of social media platforms on the online

buying behavior of university students in Ibadan Metropolis. Rest assured that your

participation in this study is strictly for academic purposes, and your responses will be treated

with utmost confidentiality.

Section A

Demographic Profile
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Gender: Male ( ) Female ( )

Age: Below 20 Years ( ) 21 – 30 Years ( ) Above 30 Years ( )

University: University of Ibadan UI ( ) Lead City University, Ibadan LCU ( )

Section B

This section contains items to determine the Extent of online buying behavior (online

shoppers and offline shoppers) of university students. Please tick the options that best

describe your response to the items below:

S/N Items Always Seldom Rarely Never

Online Shoppers

1 I prefer to make purchases online rather than

visiting physical stores.

2 I visit online stores for shopping because I find

it more convenient.

3 I engage in online shopping as I enjoy the

variety and ease of finding products online.
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4 I do not buy products from physical stores

anymore.

5 Online shopping is my primary mode of

purchasing.

6 I compare prices and read online reviews

before making a purchase.

Offline Shoppers

7 I prefer to visit physical stores rather than

buying online.

8 I make physical purchases because I enjoy the

experience of buying products physically.

9 I shop physically as I find it more reliable to

interact with salespeople and see products

physically before buying.

10 I prefer the immediacy and certainty of

purchasing from brick-and-mortar stores.

11 I find better deals and discounts in physical

stores compared to online shopping platforms.

Section C

This section contains items on factors influencing online buying behavior among university

students. Please tick the option that best describe your response to the items below:

S/N Items Strongly Agree Disagree Strongly
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Agree Disagree

1 The convenience of online shopping

influences my decision to make purchases

online.

2 I consider online reviews and ratings when

making purchasing decisions.

3 Discounts and promotional offers motivate

me to shop online.

4 I trust online retailers to provide accurate

product descriptions and information.

5 Social media advertisements affect my

online buying decisions.

6 I compare prices of products across

different online stores before making a

purchase.

7 The security of online payment systems

influences my decision to shop online.

8 I feel that online shopping offers a wider

variety of products compared to physical

stores.

9 I enjoy the experience of browsing and

exploring products online.

10 I have made impulsive purchases online

without thoroughly considering the

product.
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Section D

This section contains items of mostly used social media marketing platform Twitter, TikTok,

Instagram, Facebook, WhatsApp and Telegram) Please tick the option that best describe your

response to the items below:

S/N I make use of the following for online

buying:

Always Seldom Rarely Never

1 Twitter (X)

2 TikTok

3 Instagram

4 Facebook

5 WhatsApp

6 Telegra
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