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Abstract 

The purpose of this study is to research the impact of social media (Twitter, Facebook and 

Instagram) on consumer behaviour in Nigeria. The objectives of the study are: (i) determine the 

impact of social media networks on (Facebook, Twitter and Instagram) on consumer purchase 

decision in Nigeria; (ii) ascertain the impact of Twitter, Facebook and Instagram on the shopping 

decisions of young consumer segment in Nigeria; (iii) examine the impact of Twitter, Facebook 

and Instagram on the shopping decisions of older consumer segment in Nigeria. This research 

adopted the Model of Consumer Behaviour for its theoretical analysis and a quantitative-based 

cross-sectional survey design for its methodology. Using convenience sampling method, the 

study selected 128 participants through an Online Google Form questionnaire. Data collected 

were analysed through Correlation Coefficient and Multiple Linear Regression analysis. Findings 

showed that while most of the participants were all more likely to buy and/or sell on social media 

than on any other channel or physical place, when tested, the first hypothesis that examined the 

impact of social media networks (Twitter, Facebook and Instagram) on consumer purchase 

decision in Nigeria was rejected because it had no significant association with participants’ 

consumer purchasing decisions in Nigeria. This study recommends that owners of social media 

networks pay more attention to the security of their platforms if they want to benefit from the 

gains of ecommerce. Particularly, owners of Instagram, Twitter and WhatsApp, which are the 

most used social media networks for e-commerce by participants. Therefore, they should invest 

more in building the infrastructure and security of their networks in order to gain the trust and 

confidence of their customers.  

Keywords: Social Media, Consumer Behaviour, Twitter, Facebook, Instagram, Nigeria 
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CHAPTER 1 INTRODUCTION 

1.1 Context 

         The advent of social media in the last decade was accompanied with a lot of disruptions in 

many aspects of life (Kperogi, 2016; Mahoney and Tang, 2017). The impact of social media in 

many of these aspects is still a subject of controversy. For example, the role of social media in 

communication, news broadcast, elections, terrorism, governance etc., has not been fully 

understood, given by the polarity of views in literature (Kperogi, 2016; Mbanaso et al., 2015; 

Miller, 2020). In the world of commerce, the situation is not different. Consequently, there needs 

to be ongoing investigations and deliberations even as social media continuously becomes more 

sophisticated so as to mitigate disruptions that will lead to potential chaos and constitutional 

crises. In the commercial context, businesses that fully understand the nature of these 

disruptions are more poised to exploit the inherent benefits (Mosco, 2017).  

 

Amazon a a good example in this regard, When the internet came with its disruptions, a lot of 

bricks-and-mortar retailers were reluctant to explore the potential disruption that would ensue.  

However, the online retail giant Amazon is now being regarded as the leading cause of closing 

bookstores and small businesses, and even threatening the existence and business model of 

traditional bricks and mortar commerce giants (Sadowski, 2020). According to eMarketer Editors 

(2019), Amazon commands about 5.1% of the total US retail market share and accounted for 

47.0% of the total ecommerce sales in the United States (US) in 2019. Moreover, Malone and 

Davidow (2020), stated that about fifty-five percent of shoppers start their online buying decision 

on Amazon.  
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The decision to buy product or service, which is also known as the purchase decision, is a subset 

of the broader concept of consumer behaviour and a stage in the consumer’s purchase decision 

process. Consumer behaviour can be defined as “the behaviour that consumers display in 

searching for, purchasing, using, evaluating and disposing of products and services that they 

expect will satisfy their needs” (Schiffman, Kanuk and Hansen, 2012). Consumer behaviour has 

also been defined as the thoughts and feelings people experience and the actions, they perform 

in the consumption processes; including all things in the environment that influence these 

thoughts, feelings, and actions (Peter and Olson, 2010). These definitions show that the 

instantaneous or prolonged decision to finally buy is not the only stage that a customer engages 

in getting a product or service.  

 

There are different types of models that have been developed in literature to explain consumer 

buying decisions. The five-stage model seems to be the most prominent. This model suggests 

that a typical consumer often goes through five stages in regards to buying a product or service: 

problem recognition, information search, evaluation of alternatives, purchase decision and post-

purchase behaviour (Kotler and Lane Keller, 2019). However, this may not always be the case. 

Depending on the product, service or circumstance, a consumer may not follow these 

conventional stages when making a buying decision. For example, a consumer can buy a product 

or service based on impulse. Impulse buying is usually instantaneous and short-lived (Kotler and 

Keller, 2016). There are many factors that can influence impulse buying which ultimately makes 

it a complex buying process. However, the application of artificial intelligence processes such as 
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machine learning makes it possible to decipher these influencing factors which are often 

psychological in form (Keen, 2015). This invariably means that the domain of consumer behaviour 

is a multifaceted subject that transcends the field of commerce. Furthermore, the need for this 

study arises because research gaps regarding inadequate literature explaining the impact of 

social media networks on consumer purchase decisions in Nigeria. Most of the studies in this area 

are from India, Pakistan, Malaysia, and developed countries such as the United States of America, 

the UK and others (Dost, Illyas and Rehman, 2015; Duffett, 2017; Jindoliya, 2017; Loechner, 2017; 

Mehta, Bansal and Bagga, 2017; Skeldon, 2019; Talib et al., 2017). Moreover, most of the studies 

in extant literature on the subjects of social media networks as they impact consumer groups 

such as young and older shoppers are mostly studies carried outside of Nigeria, making this 

research study an important one to increase the body of knowledge (Azfar, 2017; Loechner, 2017; 

Seo et al. 2020; Skeldon, 2019) 

 

The reason for these gaps may be connected with the fact that the ecommerce industry in Nigeria 

is relatively young and underdeveloped compared to that of countries like the US and Republic 

of Ireland. At the corporate level, there are very few big players with limited distribution channels 

that are predominant in the southern part of the country. The industry is currently highly 

fragmented with individual influencers and sellers that are more dominant on social media 

platforms. At the current level, the entire ecommerce industry in Nigeria is grossly inadequate 

compared to the population of potential customers that it caters to. Considering that the 

population of Nigeria is the largest in Africa and the fastest growing population in the world 

(Campbell and Page, 2018), the potential of ecommerce in the country is enormous. This is 
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coupled with the fact that Nigeria is among the top 20 countries with the most internet users in 

the world that use social network at least once in a month; ahead of France, Italy and Canada 

(Statista, 2020b), as shown in the chart in Figure 1.1 below. Moreover, Statista data also show 

that Nigerians are among the top 20 users of Facebook by country (Statista, 2020a). 

 

Figure 1. 1: Top 20 countries with the highest number of social media users. 

 

Source: (Statista, 2020) 
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1.2.   Problem Description 

        To the international community, Nigeria is popularly known for cybercrime which is 

popularly known as ‘yahoo-yahoo’ locally. The menace of cybercrime which comes in various 

forms is not just targeted at international victims, but the scourge is also locally perpetrated by 

individuals who are from diverse social backgrounds (Omodunbi, Odiase, Olaniyan and Esan, 

2016). The fact that some of the victims of these cybercrimes are educated people shows that 

internet literacy is not necessarily a function of general literacy. The situation has thus instilled 

fear in the general populace such that a lot of people are very sceptical of engaging in online 

commerce of any nature (Abrifor, Oludele and Soetan, 2015). Most people that do so usually do 

with minimal contact and exercise a lot of caution. The situation has generally culminated in the 

Nigerian populace being ecommerce averse (Omodunbi et al., 2016). Moreover, the current 

security architecture of Nigeria seems to be aiding the scourge of cybercrime and discouraging 

consumers from engaging in any online buying experience. The police force is largely not 

proactive. The force seems very difficult to deal with matters that result in loss of goods along 

transit. There are even instances where local and international air passengers have complained 

of their luggage being tampered with (Okeshola and Adeta, 2013). This creates distrust in the 

ability of local transportation system to deliver items of value without risk of loss or tampering. 

There are also instances of food deliveries being tampered with along transit. In extreme cases, 

deliveries never reach their destinations. 
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Furthermore, the issue of insecurity in Nigeria is significant in some parts of the country, 

especially in the northern parts. In those sections of the country, it becomes impracticable to 

engage in any meaningful large-scale ecommerce (Jegede, 2014). This is because it is extremely 

risky to travel by land in such places given the kidnappings and terrorist attacks that are 

sometimes perpetuated in broad daylight (Khan and Uwemi, 2018). Although it is still possible to 

engage in some form of light ecommerce in such areas of the country, the inherent risk greatly 

outweighs any potential gains. Moreover, the infrastructures required for ecommerce to flourish 

in most parts of Nigeria are generally in a bad state. This makes deliveries to take longer than 

usual. Inter-state roads in many regions of the country are in a constant state of disrepair. Mobile 

communication infrastructures are completely driven by the private sector and consequently 

inadequate in terms of strength and speed. Despite all these challenges, Nigerians are among the 

biggest consumers of internet data as shown in Figure 1.2 below. If in spite of the aforementioned 

challenges, Nigerians are still among the world’s top 6 users of internet, then the current limited 

role that ecommerce plays seems expandable in the light of advances in social media which help 

in addressing some of the challenges mentioned. Consequently, the ecommerce industry in 

Nigeria seems to have improved with the popularity of social media. However, the exact impact 

of social media on the issues of consumer purchasing decision in Nigeria needs to be investigated 

so that it can be accurately estimated. 
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Figure 1. 2: Top internet countries with highest number of internet users. `Source: Internet World 

Stats 2019 
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1.3         Research Aim and Objectives 

The aim of this research is to identify the most challenging ecommerce issues for the average 

Nigerian consumer and vendor. This is with a view to identifying if social media has played any 

significant impact in mitigating the issues that are limiting ecommerce in Nigeria. Other 

objectives of this research are: 

1. To determine the impact of social media networks on (Facebook, Twitter and Instagram) 

on consumer purchase decision in Nigeria. 

2. To ascertain the impact of Twitter, Facebook and Instagram on the shopping decisions of 

young consumer segment in Nigeria. 

3. To examine the impact of Twitter, Facebook and Instagram on the shopping decisions of 

older consumer segment in Nigeria. 

1.4         Research Hypotheses 

1. There is a significant impact of social media networks (Twitter, Facebook and Instagram) 

on consumer purchase decision in Nigeria. 

2. There is a significant association between social media networks (Twitter, Facebook and 

Instagram) and the shopping decisions of young consumer segment in Nigeria. 

3. There is a significant association between social media networks (Twitter, Facebook and 

Instagram) and the shopping decisions of older consumer segment in Nigeria. 
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1.5         Significance of Research  

The significance of this research will be discussed in two-folds: academic and practical 

implications of the study. The findings of this research will be very useful to academia. As the 

Fourth Industrial (4.0) Revolution sets in, this study will form part of the body of knowledge that 

will help researchers to understand the workings of social media networks, which are a 

component of the technology revolution that is ongoing. Secondly, the findings of this study 

limited to Nigeria. This creates future research opportunities for a replication of this study in 

other study areas in Africa and in the developing world. Thirdly, because of the quantitative 

nature of this study, researchers who are qualitative research bias or who are used to the mixed 

method approach can actually integrate qualitative research mechanisms to further subject the 

findings of the research to a more rigorous scientific test.  

 

The practical implications of this study are also very significant because the ecommerce industry 

in Nigeria is currently highly informal in nature (Mbanaso, Dandaura, Ezeh and Iwuchukwu, 2015; 

Ndubueze, 2016; Olaojo, 2020). Therefore, this research will succeed in bringing to light the 

issues of an informal sector that has so much potentials. With a lot of unemployment in the 

economy, many young people have resorted to individual production and sales of goods and 

services that are less capital intensive. Most of the structures of the ecommerce sphere in Nigeria 

are privately owned. Furthermore, a lot of young people therefore engage potential buyers and 

search for vendors on social media which have been interwoven with every fabric of the society. 

Moreover, this is due to the fact that a lot of young people spend significant amounts of time on 

social media. Therefore, this research will investigate issues that are faced by these participants 
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in the ecommerce industry with a view to understanding the informal activities and possibly 

suggesting ways of standardisation and formalisation so that participants in the industry can 

derive maximum benefits. 

 

This research will also serve as a guide for new entrants to understand how to successfully 

operate an ecommerce business in Nigeria, especially those that are interested in exploiting 

social media to their advantage. Most people tend to engage in trial and error and learn by 

experience. However, this need not be so. Therefore, this research will serve as a go-to guide for 

those that are failing at succeeding in ecommerce in Nigeria. The overall significance of this 

research is to improve the ecommerce industry in Nigeria. By studying the issues besetting the 

industry in Nigeria, the goal is to bring those issues to light and consequently explore ways 

through which successful vendors and buyers employ in solving these issues. These solutions can 

then be employed at a larger scale to solve more significant issues or copied by others who are 

facing similar problems. The Nigerian marketplace is a cultural milieu involving the interplay of 

many socio-cultural factors. These factors are not fully understood by many in the international 

community. This is because the Nigerian society is very unique in the world. This research will 

also bring to international light local issues that are besetting the ecommerce industry in Nigeria, 

helping to drive and consolidate potential international collaborations and solutions. 
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CHAPTER 2 LITERATURE REVIEW 

 2.1 Introduction 

The literature review can be defined as the section of the dissertation that contains substantial 

reference to related research and theory in the area under study (Ridley, 2013). Therefore, in 

order to undertake this section, the working title of this dissertation is broken down into 

meaningful component keywords that represent the ideas that make up the entire dissertation. 

These keywords are social media, consumer behaviour, Nigeria, Twitter, Facebook, and 

Instagram. Taken individually, these keywords could form relevant sections under this literature 

review. However, for some of these keywords to effectively convey relevant knowledge in 

relation to the area of study, they have to be combined to form a more meaningful and concise 

phrase. For example, the keyword Nigeria will create a scope that is too broad. However, 

combining Nigeria with any other keyword creates a context that is more appropriate for the 

scope of this study. 

An extensive literature search strategy will be employed using the keywords that have been 

established. Except for static facts and information, literature search will generally be limited to 

the last 20 years, in order to avoid referencing outdated information. Google Scholar will be the 

main search engine for literature search. However, there are other search engines that will be 

used which are equally extensive and linked to databases that may not easily appear with Google 

Scholar search.  This is to avoid creating any bias conclusion that may arise from getting a set of 

sources that are not representative of existing literature base. The use of quotation marks with 

keywords and phrases makes search results more accurate and will therefore be strategically 
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used to avoid wasting time on reviewing unnecessary information. It is also very important to 

note that unpublished studies are vital for literature review because they contain information 

which may counter what is normally expected and are more likely to suffer from publication bias 

(Card, 2016). Therefore, attempts will be made at reviewing unpublished works. 

 

 2.1         Social Media 

The term ‘social media’ has been regarded as a misnomer for several reasons. According to 

Vaynerchuk (2011), social media is not media but a cultural shift that was driven on the platform 

of the internet. The social media has also been regarded as a misnomer because it is seen as an 

anti-social tool that prevents interaction between people in close proximity; ultimately creating 

a lot more insular people (Lewis, 2016). This viewpoint was also supported by Frieze (2016), who 

is of the view that the isolation created by social media is as much as the inherent networking 

opportunities. According to Sugars (2012), social media pages like Facebook are interactive 

databases of customers for a business. Furthermore, Ayhan (2019) stated that social media is a 

misnomer because all media by definition is social. Nelsen (2017), also agrees that to some 

extent, the term ‘social media’ is a misnomer due to their anti-social and undemocratic 

characteristics. Invariably, the term ‘social media’ bears the characteristics of terms associated 

with information technology. Such terms are open to different meanings depending on people’s 

perspective (Beauchamp, 2016; Jones, 2010). 

 

The origin of the term ‘social media’ is a subject of controversy with no established name. Among 

the names credited with coining the term is Tina Sharkey, who claimed she coined the term 
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during her days at iVillage (Bercovici, 2011). Another name credited with coining the term is Ted 

Leonsis in 1997, a then executive at AOL, who now claims the term came out of AOL in the 1990s 

when he and AOL’s founder were developing Instant Messenger (Bercovici, 2011). A third self-

acclaimed originator of the term ‘social media’, Darrell Berry, says he was first to begin using the 

term in 1994 while developing an online media environment called Matisse (Bercovici, 2011). 

Darrell Berry did claim that he wrote a paper on social media space in 1995 (Berry, 1995). Chris 

Shipley has been popularly credited as the originator of the term ‘social media’ (Craig and Ludloff, 

2011), a claim which she denied (Bercovici, 2011), although alluding to not knowing of any other 

usage before hers. Moreover, some have credited the origin of the term ‘social media’ to the 

emergence of Facebook in 2004 (Gikas and Grant, 2013; Humphrey, 2018; Kaplan and Haenlein, 

2010; Milne and Ni, 2017). 

 

Consequently, what is known as social media today has many definitions. According to Holland, 

Teicher and Donaghey (2019), social media can best be defined as consisting of all digital 

platforms where people meet and exchange information. Social media is gradually expanding to 

mean more than just social networks such as Twitter, Facebook, Instagram etc., but every service 

that is social in nature with a wide audience (Chatterjee and Krystyanczuk, 2017). It has also been 

defined as consisting of all digital platforms that support the creation, usage and sharing of user-

generated content (Alt, 2019).  A more popular definition of social media states that it involves 

user-generated online text, image, and video contents delivered using Web 2.0 platforms and 

tools (Turban et al., 2019). Web 2.0 is a term that is closely related to social media in literature; 

with some confusing the two terms to mean the same thing (Mahoney and Tang, 2017).  Although 
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Web 2.0 and social media are related, there is a difference in that Web 2.0 is responsible for the 

tools and technologies that make the philosophy of social media to work. The term Web 2.0 was 

coined by O’Reilly Media in 2004 to mean the second major iteration of internet-based tools and 

services that enables users to more easily generate content, share media, communicate and 

collaborate in an innovative way (Turban et al., 2019). Facebook, Twitter and Instagram are 

among the most popular Web 2.0 technologies (Arora et al., 2019; Isom, Walsh and Gardner, 

2017; Shepherd, 2016). 

 

2.1.1 Twitter 

Twitter is a microblogging site that enables users to post short contents in the form of video, 

pictures or text, called tweets to a network of people called followers.  According to Wang et al. 

(2016), Twitter is the first microblogging community. Contrary to some perceptions in literature 

stating that Twitter was founded solely by Jack Dorsey (Mbanaso et al., 2015; Page, 2013; 

Ramadhan, Astri Novianty and Casi Setianingsih, 2017), the origin of Twitter was actually the 

work of Evan Williams, Biz Stone, Jack Dorsey and Noah Glass in 2006 at San Francisco where the 

company is based and headquartered (Fogelson, Rubin and Ault, 2013; Hawker, 2011; Sangani, 

2009; Smith and Llinares, 2012). There are more than 330 million active users on Twitter per 

month, making it one of the most popular social media sites in the world (Karle, 2020). However, 

it has been estimated that as many as 15 percent of active Twitter accounts are bots (Denardis, 

2020; Hepp, 2020). It was found from analysis of tweets that most of Twitter’s users are located 

in urban areas and basically use Twitter for information purposes (Huk, Maleszka and Szczerbicki, 

2020).  
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There are many features that are currently available to users on Twitter. The main features 

include the ability to post a tweet, retweet other people’s tweets, favourite tweets, reply to 

people’s tweets, and send a private direct message. It is also possible to incorporate a hashtag in 

order to link the content of a tweet to a broader conversation that is ongoing on Twitter (Proferes 

and Summers, 2019). Other features of Twitter include the ability to unfollow an account that 

was previously being followed, the ability to block any account from being a follower or having 

direct access to engage any tweet from an account, the ability to protect an account and make 

information or tweets from that account private. However, a Twitter account information 

pertaining to the number of followers, the number of following and the cumulative number of 

tweets produced by both public and protected accounts is public information (Toubia and 

Stephen, 2013). Due to the increasing oversubscription of social media sites, users are usually 

confronted with information overload because each user is basically a potential content 

generator. In order to filter out information that is useful to a particular user, social media sites 

usually use recommender systems to filter out contents, activities, products and social media 

connections based on a user’s profile information (Park et al., 2012).  

 

Twitter has in recent years being a subject of attention from scholars (Jin and Phua, 2014).  The 

importance and relevance of Twitter in our current world can be seen by the number of global 

movements, hashtags and trends that were driven by the site. The recent ‘#EndSars’ trend which 

started in Nigeria and turned into a global movement was largely originated and driven on 

Twitter. The ability of Twitter to easily drive global trends could be due to the fact that it differs 
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significantly from other social media sites. Chiefly among Twitter’s unique characteristics is its 

facilitation of real-time situational information (Archie, 2016). It is an extremely quick platform 

for getting real-time feedback from users. For this purpose, Twitter appears to be more live than 

any other social media platform. Twitter was designed with more consideration for text users in 

mind (Dyer, 2011; Bacon, 2012). Even though video, audio and image data also work on the 

platform, Twitter was reportedly ‘less serious in terms of photography’ (Abidin, 2016). 

Furthermore, Twitter trends are an unrivalled innovation tool that provides real-time context to 

information and good indication of public opinion to the point of influencing the mainstream 

media (Boer, Neal and Westlake, 2015; Vaynerchuk, 2013). Consequently, Twitter trends are 

generally seen as proxies for public opinions (Punathambekar and Mohan, 2019).  

 

In the area of commerce, scholars have found that Twitter is an ideal platform for facilitating 

communications between brands and consumers (Kwon and Sung, 2011). Moreover, the social 

connections on Twitter are largely public, with a small percentage of protected accounts (Culotta 

and Cutler, 2016). Therefore, brand affinity and brand loyalty can easily be measured at low costs. 

Users can easily express brand affinity and loyalty towards contents by either retweeting, liking, 

or commenting on tweets put out by brands (Risius and Beck, 2015). It is also possible to assess 

how brand affinity and loyalty varies across factors such as location (Venugopalan and Gupta, 

2015). The Twitter API provides an extensive and easy access to all of Twitter’s content through 

programming and makes it possible to retrieve any kind of information (Tang et al., 2017; Yue et 

al., 2018), thus creating a big data opportunity. Therefore, Twitter is an effective tool for 
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performing real-time sentiment analysis which could have huge implications for business brands 

considering the volume of data it produces per time. 

 

 2.1.2        Facebook 

Facebook is the largest and most popular social media platform based on multiple metrics. 

Considering the number of registered accounts, Facebook currently has more than 1 billion 

registered accounts with more than 2.7 billion active users every month (Statista, 2020b). These 

are the largest numbers of any social media. In fact, based on these numbers, Facebook has been 

adjudged the largest media company in the word (Gul and Euchner, 2019). In terms of data 

generation, Facebook is the largest surveillance organisation in the world (Schneier, 2019). 

Facebook has also been regarded as the largest source of feedback, complaints and appreciation 

(Heggde and Shainesh, 2018). In terms of global online community, Facebook represents more 

than 40% of all (Andrews et al., 2018). Regarding the maximum length of display names, 

Facebook has the longest display name field (Li et al., 2018). Facebook has also been adjudged 

the most studied social networking site (Leung and Bai, 2013). According to Beaver et al. (2002), 

Facebook has the largest photo repository. Facebook is also the largest graphics advertisement 

display platform in the world (Carter, 2012). Although Facebook does not create any content, it 

is the largest content provider in the world (Henk Zijm et al., 2019). The foregoing naturally makes 

Facebook one of the greatest social media disruptors.     

 

Facebook was founded by Harvard dropouts Mark Zuckerberg and Eduardo Saverin in 2004 with 

headquarters in California (Shiller, 2013; Smyrnaios, 2018; Zhuo, 2019).  Facebook was initially 
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conceptualised as a college project for students to learn about one another and socialise (Mosco, 

2017) before it got transformed into the biggest online community in the world. Current features 

available on Facebook include the wall, links, photos and newsfeed (Hanlon and Akins, 2009). 

The wall is the key area for sharing profile information and posts related to photos, videos and 

notes. Facebook links allow users to add links to external websites, podcasts, etc. With Facebook 

photos, it is possible to add, store, and retrieve photos with the option of including tags and 

notes. Tags explain who or what is in the photos while notes explain what the photo is about. 

The newsfeed feature of Facebook is a personalised information update which can show shared 

posts from walls and host comments from other users. Other features on Facebook include 

messenger, events, groups, pages, fan pages, friends list, like, games, live, status, moments, 

comments, and notifications (Ryan and Xenos, 2011).  

 

According to Vaynerchuk (2018), there are many factors that make Facebook a competitive 

marketplace for building brand and creating wealth. First of all, unlike other social media, 

Facebook is not just a canvas for user-generated content, but it is also a distribution channel that 

is driven by word of mouth. Secondly, Facebook is cheap and has a detailed recommender system 

that can effectively filter posts based on interest, zip codes etc. and give good visibility at low 

costs to users. Thirdly, Facebook is the first community to offer the ease of engaging in marketing, 

sales and branding all in one place, giving exposure to billions of users monthly. Facebook can, 

therefore, be regarded as the biggest opportunity for advertising on social media (Monaghan, 

2015). The Facebook advantage is likely going to persist given the number of research and 

development efforts that the company is investing in. Facebook has been investing significantly 
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in technologies that are connected to the future. Facebook has been reported to be aggressively 

pursuing artificial intelligence since 2014, which led to the acquisition of Oculus VR, a virtual 

reality company (Keen, 2015).  Virtual reality and augmented reality are also big parts of 

Facebook’s future (Petit, 2016). These technologies are already playing a part in the architecture 

of Facebook. For example, Facebook is already using virtual reality to train artificial intelligence 

in playing music (Lin, 2020).  In terms of consumer research, several studies carried out on the 

adoption of Facebook for online transactions and ecommerce by consumers abound, some of 

which are Paquette (2013), Siddiqui and Singh (2016) and Rahman et al. (2018). 

 

 2.1.3    Instagram 

Instagram is a popular social media site that was designed with photos and videos in mind. It was 

founded in 2010 by Stanford graduates Kevin Systrom and Mike Krieger and then later acquired 

by Facebook in 2012 (Messner, Medina-Messner and Guidry, 2016; Setili and Goldsmith, 2018). 

Instagram is adjudged to deliver higher rates of business engagement compared to what is 

obtainable on both Facebook and Twitter combined with users that are mostly shoppers; a 

survey reported that about 72 percent of Instagram users said they made a purchase decision 

related to clothes, accessories, hair and jewellery after seeing something on Instagram (Miller, 

2020) and other consumer studies acknowledge that Instagram is an important online platform 

for ecommerce (Rahman et al., Siddiqui and Singh, 2016). There are many factors that could 

explain this tendency of Instagram. The photographic nature of Instagram makes it a different 

platform compared to Facebook and Twitter. Based on experience, advertising on Instagram has 

been adjudged more entertaining compared to other social media platforms (Voorveld et al., 
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2018). According to Giles and Edwards (2018), it offers the opportunity for a different kind of 

micro celebrity compared to Twitter and other text-based social media platforms. Moreover, 

Instagram is more image driven than Facebook. According to Frison and Eggermont (2017), 

Instagram posting and liking refer only to posts containing videos and images, having prime focus 

on images and videos while Facebook posting and liking can also refer to status updates and not 

just images and videos.  

 

Instagram currently offers a number of features which include followers, photo uploads, 

cameras, photo effects, photo titles, photo label, competition, publications of activities, 

organisation publishing, geotagging, social networking, like signs, popular, Instagram rules, photo 

tagging with flags etc. (Rosanensi et al., 2018). The concept of followers on Instagram is the same 

as that of Twitter and Facebook. Following is not necessarily a two-way relationship and users 

can decide to limit their posts to only be accessible to their followers (Masur, 2018). The number 

of following is seen as a reflection of social capital of an individual or organisation (Singh and 

Srivastava, 2019). Footballer Christiano Ronaldo currently has the highest number of followers 

on Instagram with more than 238 million followers (Statista, 2020c). This number is also the 

highest not only for Instagram but for all social media sites. A picture is generally said to be more 

than a thousand words; this may explain why Instagram has the account with the highest 

following of any social media platform. Instagram has the potential to ameliorate loneliness 

which seems to be prevalent among young adults due to the intimacy that image-based social 

platforms offer (Pittman and Reich, 2016). 
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Instagram competition is a marketing strategy that has great potentials when used effectively. 

There are basically three methods used for Instagram competition (Cook, 2019). The simplest 

method of competition involves liking or commenting on a post to enter as an entry. The 

organiser will simply explain the details of the competition including the prize and how the 

winner will be selected based on either a like or a comment. This competition is a like or comment 

to enter competition. The second method of competition may take several forms, all of which 

involve user-generated content. Generally, users will post their content using a particular 

hashtag which may mention a brand name. The organiser will then choose a winner from the 

best by themselves, or ask their followers to vote for the winner through likes or comments. The 

entry with the highest number of likes or comments is usually selected as the winner. The third 

method of Instagram competition are email-gated competitions. This is essentially a data-

capture competition that asks interested participants to submit their email addresses. Due to the 

significant barrier to entry, the price is usually worth winning.  

 

2.1.4 The Nigerian Social Media 

The role of social media in Nigeria is a subject that may seem insignificant when considered from 

the standpoint of absolute statistics based on the country. However, a comparative analysis will 

reveal that the Nigerian social media is a great community with impact that cannot be easily 

dismissed. As at 2014, Nigeria’s population of 170 million had internet penetration of about 28 

percent, compromising mostly urban elites (Valenzuela et al., 2014). This percentage may seem 

small when considered absolutely. However, the more than 11 million Nigerians on Facebook as 

at 2014 and the Nigerian Twitter community represented the largest of such group in sub-



 30 

Saharan Africa and the third largest African country on Twitter respectively (Valenzuela et al., 

2014). Social media is now very popular in Nigeria and is increasingly getting integrated into every 

aspect of the everyday life of the average Nigerian to the point that non-users are seen as old-

fashioned and cranky (Ndubueze, 2016). Facebook and Twitter experienced some of their fastest 

growth in new users from Nigeria in the last decade (Kew and Kwaja, 2018). The number of 

internet users in Nigeria is now estimated to be 99.05 million with projections that will see the 

figure grow to 131.7 million in 2023; internet penetration which is now at 46.6 percent of the 

population is also estimated to grow to 65.2 percent in 2025 (Statista, 2020a). 

 

WhatsApp (94%) has been reported to be the most popular social media in Nigeria as at the third 

quarter of 2019, followed by Facebook (87%), YouTube (76%), Instagram (67%), and Twitter 

(50%) (Statista, 2019). A study of Nigerian online users by Komodromos, Papaioannou and 

Adamu (2018), found that many Nigerians have accepted the culture of e-shopping through 

social media especially on Twitter and Facebook. However, the study concluded that this 

propensity is hampered by poor access to online technologies, low computing skills and some 

other socio-economic factors. In spite of these challenges that are limiting the role of social 

media on ecommerce in Nigeria, the opportunities that the current state offers are still huge, 

especially for sole traders and non-established entrepreneurs. Social media helps struggling 

entrepreneurs to compete with big established and traditional players in the commercial sector 

of Nigeria. The study by Olanrewaju et al. (2018) sought to establish the influence of social media 

on the motivation and marketing strategies of entrepreneurs in a developing country using 

Nigeria as a case study. The study concluded that social media helps entrepreneurs to establish 
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opportunity-driven businesses, which can be high performing with little resources such that they 

are able to compete with established businesses. 

 

The influence of social capital in the Nigerian social media is very strong. The ecology of social 

media in Nigeria gives tremendous influence and authority to trendsetters, digital influencers 

and everyday users with large and active followings than established traditional mass media 

(Kwon and Sung, 2011). An experiential explanation for this is because the Nigerian economy is 

strongly driven by entertainment (Akinola, 2018) with a strong fan base and celebrities who form 

a majority of the influencers. The concept of influencer on social media, also known as micro-

celebrity, brand ambassador or opinion leader, has been defined as ‘a person or personality who 

has the ability to influence in a certain public’ through their ‘opinion on some brand, product, 

service or event’ (Morales, 2017). As a result, the influence of these trendsetters can be so much 

that it is sometimes better to place adverts using social media influencers than using traditional 

media. Generally speaking, the concept of social media influencer has gotten little attention in 

academic literature given by the few references on the subject. This is understandably so because 

the concept is relatively new (Giles and Edwards, 2018). In a study that asserted the impact of 

these social media influencers on consumers, Olaojo (2020) stated that they have defied the 

gatekeeping nature of social media in Nigeria and emerged as influential members of the online 

community such that they can sway consumers. 
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2.2  Consumer Behaviour 

According to Palgrave Macmillan (2018), the best established empirical theoretical explanation 

in the study of consumer behaviour states that ‘as income increases, consumer demand will 

increase non-proportionally’. However, the difference in choices between societies and the 

similarity of choices within a society are the ultimate drivers for the study of consumer behaviour 

as a social phenomenon (Baudrillard and Netlibrary, 1998). Consumer behaviour has been simply 

defined as ‘the relationship between the user and the applications or services that are being 

offered or have been purchased’. These applications or services could be based on an individual 

or collective attributes of a particular category of people involving their emotions, 

communications, and decision making. This results in a complex interplay of variables that needs 

to be understood in order to predict consumer behaviour. These variables have been grouped 

mainly as economic, psychological and sociological (Tomczak, Reinecke and Kuss, 2018). There 

are also external factors outside of an individual that have been found to impact consumer 

behaviour because ultimately, actions that involve behaviour cannot occur in a vacuum. 

According to Kotler and Keller, (2016), the three (3) factors that influence a consumer’s buying 

behaviour are cultural, social and personal factors. Cultural factors are particularly interesting 

because they exert the greatest influence that vary across locations (Usunier and Lee, 2013). 

 

Although consumer behaviour is a complex phenomenon and understanding it may be capital 

intensive (Frederiks, Stenner and Hobman, 2015; Testa, Cosic and Iraldo, 2016), the inherent 

benefits of understanding consumer behaviour can be worth the endeavour. According to Suby 

(2019), the rise of King Kong into the top 100 fastest growing and most in-demand online 
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marketing agency in Australia was due to their deep understanding of consumer behaviour and 

marketing; they were so busy with work engagements that they had a list of clients waiting for 

their turn. Understanding consumer behaviour will enable companies to provide tailored 

services to consumers (Reeves and Knell, 2009).  

 

The social media has been identified as a good source for continuous monitoring and mining of 

consumer behaviour (Salampasis, Paltoglou and Giachanou, 2014). According to Serafinelli 

(2018), social media monitoring and mining for insights is characterised by three features which 

are consumer behaviour, user-generated content and viral advertising. Consequently, brands are 

now in the habit of incorporating social media into their business plans as a profitability strategy 

(Mangold and Faulds, 2009). Consumer behaviour is also able to create ‘expanded business 

opportunities’ as a result of changes that are driven by sustainable factors such as climate change 

(Klein, 2015). 

 

Consumer behaviour is also a dynamic concept (Babin, Murray and Harris, 2018; Baker et al., 

1995). This changing nature of consumer behaviour makes it difficult to model and predict. A 

historical comparison of the standard of living of today’s consumers and consumers living 50 

years ago will lead to an appreciation of how consumer behaviour has changed over the years. 

There are a number of factors that have been attributed to this in literature. Babin, Murray and 

Harris (2018) have attributed this to innovation in products and services, increased income levels, 

improving internet and communications channels, internationalisation, technological changes, 

big data, changing economy, and changing consumer demographics. Ryan and Jones (2010) 
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attributed the changing consumer patterns to increasingly widespread adoption of technology; 

i.e. ‘the pervasive, evocative and enabling nature of digital technology’. Manganelli (2015) cited 

economic reasons such as income, interest rate on loans etc., for the changing consumer 

behaviour. The number of hours spent on social media has also been linked to changing 

consumer behaviour (Nielsen, 2009). 

 

In spite of the complex and dynamic nature or consumer behaviour, it is possible through 

analytics to understand consumer behaviour in real-time (Kingsnorth, 2016). As the term 

suggests, consumer behaviour is a psychological study which has in the past have proven difficult 

to understand due to the complex nature of the human mind (Fernie, Moore and Fernie, 2003). 

However, a literature search will show many explaining models for consumer behaviour. 

Moreover, the concept of big data has made it possible to understand the behaviours of 

consumers and to group them according to their buying patterns and product and service usage 

(Volpentesta and Felicetti, 2018b) (Kingsnorth, 2016). Moreover, it is now also possible to 

capture, understand, model, predict and influence consumer behaviour (Clow, 2013). The 

application of Artificial Intelligence tools such as Machine Learning and Deep Learning makes this 

possible. According to Gentsch (2019), consumer behaviour can be studied using bots. Businesses 

that do this integrate chat bots into their customer service which can then analyse the 

conversations and generate market information and customer insights. It is also possible to have 

bots actually engage clients in conversation.  
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2.2.1 Model of Consumer Behaviour 

As regards to models of consumer behaviour, Lawrence (1966) asserted that the term ‘model’ 

had come to replace the term ‘theory’ with tremendous semantic advantages because ‘theory’ 

has connotations impracticability and was associated with the abstract. Therefore, the term 

‘theory’ and ‘model’ are generally used interchangeably in literature to formulate explanations 

of consumer behaviour from different perspectives. According to Fletcher et al. (2018), models 

of consumer behaviour are attempts to provide general representations of how consumers 

behave.  There are of course many acclaimed models of consumer behaviour (Strugnell, 2000; 

Taufique et al., 2014). It is not the aim of this review to assess all the myriad models developed 

to explain consumer behaviour. Although progress has been made in the accurate prediction of 

consumer behaviour, there is no one generally acceptable model of consumer behaviour (Lee 

and Carter, 2012). This may be largely because of lack of systematic understanding of how 

attitude is related to situational pressures (Foxall, 2002). As a result, many models of consumer 

behaviour seem conceptual, impractical and unacceptable. Early models of consumer behaviour 

were based on the economic notion that consumers act rationally to maximise benefits; 

however, it has now been discovered that consumers are as likely to be impulsive based on many 

influencing factors such as family, friends, advertisements, role models, mood, situation and 

emotion (Schiffman, Kanuk and Hansen, 2012). 

 

According to Kotler and Keller (2016), the stimulus-response model shown in Figure 2.1 below is 

a starting point for understanding consumer behaviour. The model posits that the consumer’s 

consciousness experiences marketing and environmental stimuli which then ignite a set of 
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psychological processes with certain characteristics of the consumer, ultimately resulting in 

decision processes which culminate into a purchase decision. This process is represented in 

literature by the buying decision process. The consumer buying decision process consists of ‘all 

the experiences in learning, choosing, using and disposing a product’ or service (Kotler and Keller, 

2016). As shown in Figure 2.1 below, the process is made of five stages according to Kotler and 

Keller (2016): problem recognition, information search, evaluation of alternatives, purchase 

decision and post-purchase behaviour. Due to several factors mentioned earlier, a consumer may 

skip some stages and may even reverse some of the stages. The purchase decision is the most 

important stage because it is the stage at which consumers take when, where and how to buy 

(Kusno et al., 2018). Purchase decision has been defined as ‘a continuous process that refers to 

thoughtful, consistent action undertaken to bring about need satisfaction’ (Shareef et al., 2008). 

According to Meister (2012), the purchase decision stage is often characterised by change of 

intention due to social influences from unexpected personal situations or the influence of other 

people.  
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Figure 2. 1: Top internet countries with highest number of internet users. `Source: Internet World 

Stats 2019

 

 

 

 

2.2.3 Consumer Behaviour on Social Media 

It has been generally established in literature that social media is a fierce competitor to 

traditional mass media, given present data and future projections (Spier, 2017). Moreover, 

Kingsnorth (2016) asserted that the advent of social media and corresponding revolution have 

disrupted the internet and consumer behaviour. This is not hard to perceive given that consumer 

behaviour is also influenced by associations (Walden, 2017). As a result, internet speed, usage 

and user expectations have improved and are constantly improving due to social media 

requirements. For brands, an understanding of what affects consumers is critical for any social 

media strategy especially as contents about brands and products are now being created by 

sources that are outside the control of brands (Serafinelli, 2018). The implication of this is that 

the role of social media in marketing is invariably going to expand. Consequently, the impact of 
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social media on consumer behaviour will also grow. A study by Apriyani, Isdayanti and Usman 

(2018) found that more than brand awareness, brand equity, and brand loyalty; promotion 

through social media and particularly Instagram had the highest influence on consumer 

purchasing decisions. According to Kotler, Pfoertsch and Michi (2006), influencers who thrive 

mostly on social media have the power to influence the buying decision of consumers. Therefore, 

a private individual with enough social capital can now have a significant impact on a brand using 

their social media pages. The impact can have positive or negative consequences on the brand 

and does not have to be based on objective facts. 

According to Stephen (2016), the many emerging roles that social media plays for consumers 

include product search, purchase, consumption and communicating platform for sharing 

experiences with other social media users. This means that social media is able to cover the full 

consumer buying process. This vertical integration of sort will naturally lead to improved 

efficiency over time, given the strong data culture of social media designers. This will naturally 

also lead to increasing number of new consumers that will patronise brands through social media 

while existing consumers will have greater screen times. Review of literature on digital marketing 

and social media revealed the following five themes: consumer digital culture, advertising, 

impacts of digital environments, mobile technology and online word of mouth (Stephen, 2016). 

The purview of the literature review herein is in line with the impact of digital environments. 

With respect to environment-integral consequences, it was found that consumers acted 

aggressively towards interpersonal dissimilarity (Lamberton, Naylor and Haws, 2013). It was also 

found that friends on Facebook exhibited lower than usual levels of self-control to make better 

choices when exposed to one another (Wilcox and Stephen, 2013). The role played by social 
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media in aiding learning from strangers has also been identified, whereby being exposed to other 

consumers’ opinion and choices can impact subsequent behaviour (Lamberton, Naylor and 

Haws, 2013; Norton, Lamberton and Naylor, 2013; Stephen, 2016). 

 

2.2.4 Young Shoppers’ Consumer Behaviour on Social Media 

In a study of 3,100 young shoppers drawn from the United States and Canada on their social 

media influence, attitudes and shopping habits, it was revealed that social media influencers 

were instrumental in 61% of their purchase decisions (Azfar, 2017). The study also affirmed that 

young shoppers were social media savvy and spent more time online than older shoppers. 

Another investigation of the impact of social media on young shoppers in the United States 

showed that 21% of their purchasing decisions were greatly influenced by social media 

(Loechner, 2017) twice more than older shoppers. Additionally, the research study stated that 

the purchasing decisions of young shoppers were influenced by social media networks such as 

Snapchat, YouTube and Instagram in that order of importance: 21%, 32% and 44% respectively. 

In a survey research of 600 students in a premier private university in India and how social media 

influenced their purchasing decisions, the survey revealed that the students were connected to 

different social media networks (Facebook, LinkedIn, Instagram, YouTube, Pinterest, Google Plus, 

Instagram and Twitter) (Mehta, Bansal and Bagga, 2017) and their purchasing decisions were 

influenced by their peer group followed by social media influencers. A similar research study 

carried out in Mumbai in India involving 145 young consumers (ages 16 to 30) confirmed that 

many of them were familiar with different social media networks particularly Facebook and 
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WhatsApp and that over 48% of them shop online while 65.7% of them believe that social media 

had some influence on their purchasing decisions.  In another study involving 4,500 global 

participants including 1,000 from the UK, findings show that 11% of young shoppers in the UK 

and 21% of young shoppers from other countries visit social media for information search when 

they do not have an idea of the particular product they want to buy. The same report found that 

27% of young shoppers also make a direct purchase decision after having seen an advert on social 

media (Skeldon, 2019).  Several other studies (India, South Africa, and Malaysia) have affirmed 

that being born into and growing up in a world where they are surrounded by internet access, 

mobile devices and apps, young shoppers who also spend a significant portion of their time 

online, now depend on social media for their purchasing activities (Dost, Illyas and Rehman, 2015; 

Duffett, 2017; Jindoliya, 2017; Talib et al., 2017). 

 

2.2.5 Older Shoppers’ Consumer Behaviour on Social Media 

An empirical study of 500 members of a Facebook group in Slovenia revealed that older shoppers 

just like younger shoppers considered Facebook to be effective in brand communications which 

helped them in processing their purchasing decisions (Vukasovič, 2013). In another research 

which adopted a convenient sample of 310 individuals in the Aseer Region located in Saudi 

Arabia, older shoppers were observed to be using social media for different purposes including 

making buying decisions particularly purchase decisions and post-purchase behaviour (Khatib, 

2016). In a different study conducted in the United States, older shoppers were found to rely on 

social media networks for their shopping particularly Snapchat (11%), Instagram (21%) and 
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YouTube (22%) in that order (Loechner, 2017). In Bangladesh, a research investigation revealed 

that older shoppers were more disposed to making their purchases of apparels and accessories 

from social media channels rather than paying physical visits to bricks-and-mortar shops 

(Rahman, et al. 2018). In a more recent study of the US consumer market, Marketing Charts 

(2020) finds that 52% of consumers in the United States now have more confidence and see the 

need of shopping more frequently using social media channels particularly during the Covid-19 

pandemic. The study depicts that 20% of US consumers made online purchases in 2020 by 

directly clicking on the “buy” button (18%) or a story or post on social media sites. However, the 

report notes that global average still exceeds the increased number of online shopping activity 

in the United States. This can be seen in another recent study in which South Korean shoppers 

were found to use social media a lot ranging from social to economic activities (Seo et al. 2020). 

In that same report, based on the responses of 430 participants in South Korea, it was found that 

a greater percentage of older shoppers used social media to decide their choice of airline to fly 

and to make their airline bookings. This shows that increasingly, whether by the reason of need 

as demonstrated during Covid-19 lockdowns when most countries shut down their borders and 

restrained physical shopping for even essential items, or whether by advances in technology, 

which now compel people to own mobile devices and keep a presence in more than one social 

media app, older shoppers seem to be growing more confidence in not only socialising on social 

media but also using it to drive their purchasing decisions and activities. 
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2.2.6 The Future of Consumer Behaviour on Social Media 

The current growth trend of social media has been projected to keep up, with increasing number 

of users especially in developing countries like Nigeria (Choudhury, 2018) (Khatua, Khatua and 

Cambria, 2019). The impact of social media on consumer behaviour in the last decade has been 

largely driven by the platforms, both major and minor (Appel et al., 2019). The remainder part of 

this section deals with themes that have been identified by Appel et al. (2019) to have the 

greatest impact in shaping social media for the future, especially in relation to consumer 

behaviour. For the immediate future, three themes have been identified. These themes include 

omni-social presence, the rise of influencers and trust and privacy concerns. The omni-social 

presence presents an environment whereby almost every part of a consumer’s buying decision 

is influenced by factors associated with social media (Appel et al., 2019). Furthermore, the rise 

of micro-influencers that cater to smaller niches of the social media ecosystem is being used by 

brands as an opportunity to bypass celebrity influencers that are usually expensive to recruit. 

Moreover, unless more major steps are taken by social media platforms, privacy and trust issues 

are also likely to continue to be major issues in the immediate future. Identified issues for the 

near future include combatting loneliness and isolation, integrating customer care, and 

addressing the social media as a political tool. For the far future, topical themes include increased 

sensory richness through Artificial and Virtual Reality for instance, online and offline integration 

for complete convergence, and Artificial Intelligence.  
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2.3 Conclusion 

Consumer behaviour and social media are two changing phenomena with varying degrees of impacts on 

each other. The literature review in relation to the impact of social media on consumer behaviour has 

shown that social media now has the capacity for an environment that caters for the entire consumer 

buying decision process. That is, it is now possible for a consumer to recognise a problem or need, search 

for relevant information on the product, evaluate alternatives, purchase a product or service to meet the 

need, and even carry out post-purchase behaviour all on social media. Of course, this does not have to be 

completed at once and it is also possible for the consumer to skip any of the stages and reverse the stages 

in any particular direction. This invariably means that social media has created an ecosystem where the 

consumer can be made comfortable. The potentials of this have not been fully exploited at the moment 

especially as the social media environment has been shown to be undergoing a process of development 

itself. Perhaps the biggest potentials of social media as regards consumer behaviour is the opportunity 

for Big Data that it presents. The potentials are huge if one considers that social media is now being 

integrated into every facet of our lives. Mark Zuckerberg, the founder of Facebook who is worth $102.7 

billion is now the seventh richest person on earth according to (Forbes, 2020). This wealth was generally 

built on the marketing and advertisement business model of Facebook and by extension all social media. 

Brands and marketers are willing to pay that much to have access to consumers on social media. There 

are some current issues that social media sites need to address such as trust and privacy issues. Once 

these issues are out of the way, more potentials will be unlocked. Social media has the potentials to 

become the prime marketplace and the primary source of consumer knowledge in the immediate and 

long term. 
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CHAPTER THREE: METHODOLOGY 

3.1 Introduction  

This chapter describes how the researcher intends to execute the present research project 

relying on a well-explained methodology. This study seeks to examine The Impact of Twitter, 

Facebook and Instagram on Consumer Purchase Decision in Nigeria utilising the quantitative 

research approach. This area covers explanations as they relate to the choice of participants, the 

research design including the population, sample size, sampling procedure, the research 

instrument, data collection, ethics, and data analysis. It is on the basis of effectively deploying 

the research methodology that the analysis that is to be done from there becomes useful for 

results that will be generated and the discussion that will follow. 

 

3.2 Participants 

The study area for this research is Nigeria while the population of the participants is the total 

number of the registered users on the social networks, that is, Twitter, Facebook and Instagram 

who are based in Nigeria or are of Nigerian origin. To begin with, Nigeria is a country located in 

West Africa with an estimated population of 208,699,754 people as at December 23, 2020 

(Worldometers, 2020). It has 36 states in the federation which are divided or belong to six 

geopolitical zones, namely, North-Central, North-East, North-West, South-East, South-South and 

South-West. Nigeria’s population makes it the largest country in Africa with the most number of 

black population of people anywhere in the world. The country also possesses an economy that 

is the biggest in Africa with about $397 billion gross domestic product [GDP] (Whiting, 2019). It 

has a thriving movie industry rated to be more productive in terms of movie output than 
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Hollywood and is trailing the Bollywood industry in India. Its music industry is also fast-rising and 

presently its artistes are some of the most featured international stars on the Afrobeat music 

scene globally. Nigeria also has a well-developed technology ecosystem with different hubs 

located in the country and the major hub sited in Ikeja, a popular central business district in Lagos 

State, which is one of the 36 states of Nigeria but adjudged as its leading maritime, financial, 

commercial and industrial nerve centre (Enisan, 2017; Lagos State Government, 2020). Not only 

does Nigeria account for half of West Africa’s population, the economy of Lagos State is the 

biggest in the sub-region and also has some of the largest international markets located in the 

state and city.  

 

Nigeria is also one of the top leading technology hubs and consumers on the African continent. 

A testimony to that effect is the number of internet users which is estimated at 122 million 

Nigerians (NCC, 2020), which is about 58% of the country’s population. A report shows that of 

that number, 70% are young Nigerians between the ages of 18 and 35 years, followed by 56% of 

those within the ages of 36 and 60 years and then 28% which represents those users who fall 

into the age bracket of 61 years and above (NOIPolls, 2019). In addition, out of the 122 million 

internet users, 94% are mobile phone owners who access the internet via mobile devices 

(NOIPolls, 2019). Nigeria leads the mobile phone market in Africa with South Africa and Egypt 

coming in second and third places, respectively (Onwuegbuchi, 2019).   

 

According to NapoleonCat (2020), as at November 2020, Nigeria had 8,396,000 Instagram users 

divided into 58.1% male users and 41.9% female users. The report further states that while 
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2,795,868 Instagram users are within the ages of 18 and 24 years, 3,100,000 Instagram users 

belong to the 25-34 years’ age bracket. Figure 3.1 gives a snapshot of the age bracket of 

Instagram users in Nigeria: 

Figure 3. 1: Instagram Users in Nigeria. 

  

Source: NapoleonCat (2020) 

The number of Facebook users in Nigeria in 2020 is 27.46 million and is expected to grow to 43.53 

million users in 2025 (Clement, 2020a).  Figure 3.2 is depiction of Facebook users between 2017 

and 2025: 
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Figure 3. 2: Number of Facebook Users in Nigeria (2017-2025, in millions) 

 

 

The distribution of the age group to which Facebook users in Nigeria fall into has been captured 

in Fig. 3.3. 

Figure 3. 3: Age Group Distribution of Facebook Users in Nigeria (November 2020) . 

 Source: Clement (2020a) 
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According to Varrella (2020), Twitter users in Nigeria are 50% of the total number of social media 

users at the third quarter of 2019, which was estimated at 25 million. Thus, by that calculation, 

Twitter users in Nigeria are 12.5 million users. 

 

Thus, to derive the total number of users for Twitter, Facebook and Instagram in Nigeria, there 

is need to add up the individual totals.  

Table 3.  1: Summary of Twitter, Facebook and Instagram Users in Nigeria 

Social Media Networks Users 

Instagram 8,396,000 

Facebook 27,460,000 

Twitter 12,500,000 

  

Source: Clement, 2020b; NapoleonCat, 2020 

The table above demonstrates  that a single user of these social media networks, for example, 

may have three of the social media network apps on his or her mobile phones. Some users who 

have more than one mobile device could have same apps duplicated on their mobile devices for 

their personal use, social or as a business account. 

Using the 2019 total number of social media network users in Nigeria as a benchmark, if 20% of 

this number makes up active social media network users, this reduces the number to 5 million 

users in Nigeria. This is the number we shall be treating as the population of Twitter, Facebook 

and Twitter users in Nigeria. 
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3.3 Design 

The research design for this study is a quantitative-based cross-sectional survey design. The 

quantitative research is appropriate for making the clear distinction between the collection and 

analysis of data (Lawrence and Tar, 2013) and for testing, verifying and extending qualitative 

findings that are found in a current research or previous literature (Venkatesh, Brown and Bala, 

2013).  

 

It is descriptive and observational in nature. Typically, cross-sectional surveys collect data about 

a universe or population of interest at a certain point in time (Wimmer and Dominick, 2011). 

They provide a snapshot of a population of interest upon which data are gathered and make 

inferences or generalisations from there (Ekanem, 2020). While cross-sectional surveys can be 

conducted using a wide array of data collection instruments, in the current investigation, a 

structured questionnaire will be adopted. Cross-sectional surveys are useful in making inferences 

that indicate the degree of association or relationship between and among variables, and are 

found to be useful for experimentation and for conducting further research in an area of research 

interest. This research design is advantageous because it makes it difficult to manipulate data; it 

allows the researcher to explore the various participants’ characteristics all at once (e.g. gender, 

income, age, etc.); it reveals information about the happenings in a population of interest, and it 

is used to make important relationship inferences between and among variables. 
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3.3.1 Sample size 

The sample size for this research study is 100 participants who will be selected through 

Convenience Sampling technique. Several studies have validated the position that a choice of 

100 participants for quantitative research is adequate (Burmeister and Aitken, 2012; Institute for 

Work and Health, 2008). In addition, since the instrument for data collection is an online 

questionnaire, and because of the constraints of time, resources and the impracticality of 

reaching a large sample frame, this number will be convenient for data collection for a research 

investigation of this size. Besides, the Covid-19 pandemic has put some constraints on 

socialisation and face-to-face meetings, thus encouraging more contactless engagements, which 

is why an online Google Form questionnaire appears to be the most appropriate and safe data 

collection instrument to safeguard the health of participants as well as the researcher.  

 

3.3.2 Sampling Techniques 

 

For this research, the convenience sampling method will be adopted. In convenience sampling, 

the researcher approaches the selected participants that he or she can easily access.  

Convenience sampling has been used when resources were limited (Macaro, Tian and Chu, 2018). 

According to Riff (2014), convenience sampling does not usually allow inference to a population, 

but there are conditions that justify its use, firstly, when the sampling frame is impractical to 

obtain as in the case here of online vendors and consumers or with the breakout of pandemics 

such as Covid-19 which might affect mobility and robust data collection drive; secondly, when 

resources do not permit; and thirdly, when an under-researched but important area is explored. 

These reasons justify the use of convenience sampling.  
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A self-administered online questionnaire (Google Form) with close-ended questions will be used 

as the instrument of data collection. Descriptive and inferential statistics will be used in analysing 

data. All information on ethical considerations, such as anonymity, right to withdraw, informed 

consent etc. will be properly outlined to the respondents. This will demonstrate ethical 

awareness in the context of the study. 

 

3.4 Materials / Apparatus 

In this research, the material describes the data collection method and data collection 

instrument.  

 

3.4.1 Quantitative Data  

 

The study will be relying on quantitative data, this is because quantitative data is easily 

analysable; they are also reliable, precise, consistent and separated objectively from the research 

subject (Lawrence and Tar, 2013; Venkatesh, et al., 2013). Additionally, quantitative research 

allows the research to cover a large population of subjects or participants and fosters result 

generalisation. It also aids greater accuracy and objectivity; its findings and research processes 

can be replicated; the research is mostly anonymous and can be performed remotely using online 

data collection instruments (e.g., online questionnaire). The primary data to be collected will be 

done through a survey instrument, which is an online questionnaire. The questionnaire will 

feature close-ended questions. Questions asked will provide the research with the relevant data 

to test the research hypotheses posed in the study. 
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3.4.2 Data Collection Instrument 

 

The data collection instrument in this investigation is a structured questionnaire containing 24 

questions laid out as 15 questions based on five-rating Likert Scale distributed as No Opinion (N0) 

=0, Strongly Disagree (SD) =1, Disagree (D) =2, Agree (A) =3 and Strongly Agreed (SA) =4 in a 

reverse order, and another 9 questions which are to capture demographic and behavioural 

issues. Section one of the questionnaire contains questions that address the research 

objectives/hypotheses while section two has questions that cover the demographic and 

behavioural information of the participants.  

 

3.4.3 Validity of the Research Instrument  

To correct measurement errors, validity and reliability of the research instrument(s) are needed 

to be carried out.  

The validity of the research instrument is to enable it measure what it intends or seeks to 

measure (Haradhan, 2017). By this, it means that it is an attempt to ensure that what the 

research instrument is designed to measure is what it actually measures.  To ensure the validity 

of the research instrument, the investigation covered validity in the areas of the content and 

construct. Content validity is the extent to which items in the research instrument actually 

exemplifies the content being measured. On the other hand, construct validity helps to test all 

the outcomes of the research instrument to behave in an expected manner. Thus, the validity of 

a research instrument is measured by the accuracy of the instrument. To increase the validity of 

the research instrument in this study, the assistance of the supervisor of this research, who is an 
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expert in this field, was sought and received. That assistance has improved the accuracy of the 

instrument and removed ambiguities.  

 

3.4.4 Reliability of the Research Instrument 

   Reliability measures the consistency in the results for further research. Through reliability of a 

research instrument, the likelihood to record repeatability, precision, trustworthiness and 

consistency is achieved. Also, the reliability of a research instrument means that errors are 

removed and observed outcomes are consistent across all the items measured in the 

instrument (Haradhan, 2017). Thus, the true score of a measured item is similar to the 

observed score of the measured item. Therefore, reliability of the research instrument in this 

quantitative research means that results obtained in the current investigation will be consistent 

in an identical situation even if there are different circumstances. The research instrument was 

tested among colleagues to assess how the participants comprehended the questions asked 

and to measure the strength of the items in the instruments vis-à-vis the research variables.   

 

3.5 Procedure 

      The current study is deductive research. The deductive approach involves a research process 

based on the scientific investigation of a sample size representing a population of interest. The 

process starts with a review of previous related literature, overview of relevant theory or 

theories, development of hypotheses from the theory or theories, and collection and analysis of 

data to test the hypotheses. The process can be represented pictorially below: 
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Source: Abasilim, 2019 

 

3.6  Ethics 

     Research ethics is important in the execution of an investigation, minimisation of errors, 

elimination of falsification, fabrication or misrepresentation of data, and promotion of truth 

(Ekanem, 2020). Consequently, ethics promote the objectives of research and foster values that 

aid collaborative work such as fairness, confidentiality, accountability, trust, and respect for the 

human rights of participants (or animal rights) as the case may be (Abasilim, 2019). 

Therefore, in the execution of this research study, the researcher is obligated and committed to 

observing best practices and principles that are fundamental to scientific enquiry which include 

avoidance of fabrication or falsification of data, plagiarism of previous studies or engaging in any 
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misconduct that would violate the integrity of this research study. Other values this researcher 

will pay attention to are as follows:  

 

i) Securing the informed consent of participants before engaging them in the survey 

research:  

 To achieve this, the researcher will inform the participants of the purpose of the 

research, request and receive their permission before asking them to assist in the 

completion of the questionnaire. This is, in fact, an important requirement by the Dublin 

Business School for all of its students who are carrying out one form of academic research 

or another. The research instrument (or online questionnaire to be completed by 

participants) contains information seeking the consent of participants and explaining the 

purpose of the research. In addition, only participants of legal age (i.e. from 18 and above) 

will be allowed to participate in the study. Thus, the researcher will be working only with 

adult participants whose consent has been given and who understand the purpose of the 

research.  

 

ii) Promoting confidentiality of participants’ information: 

 Although the survey is going to be anonymous, the researcher will still ensure that 

participants’ information given in the course of the study will not reveal their identities 

to nonparticipants. Participants’ information will be sensitively protected and used only 

for academic research purposes and specifically for this research.  
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iii) Upholding integrity, care and honesty in the survey research process:  

To avoid misrepresentation of data and deliberate errors in calculations, the researcher will be 

extremely cautious to follow due ethical research process in the implementation of the 

methodology. For example, care will be exercised in the recording of all research activities with 

participants in a systematic manner. Also, the researcher will be guided by the values of integrity 

and honesty in all relations and interactions with the participants and other stakeholders 

involved in this research effort. 

 

iv) Maintaining objectivity: 

 Without objectivity, the researcher is aware that research outcomes will suffer from numerous 

avoidable errors. Therefore, to the best of the researcher’s ability and commitment to best 

research practices, bias or misconduct of any form that could subject the data analysis and 

interpretation process or the research outcomes to prejudice will be shunned. Financial or 

personal interests that can affect the outcome of this study will also be disclosed in order to show 

honesty and integrity in the discharge of this research investigation. 

 

v) Protecting human participants: 

 In no way will participants in this study be negatively affected by the research process or 

outcomes. With the intention of making this a reality, the identities of participants will be kept 

private and they will have the option to opt out at any stage of participation in the study. They 

will also be allowed not to answer any question that they may feel discomfort at or that may 

affect their unique personalities, beliefs or sensibilities.  
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vi) Promoting respect for colleagues’ intellectual works and making research outcomes 

open to the research community: 

 All ideas or studies used or borrowed in the current research to support or reject research 

findings at the secondary and primary stages of data analysis will be duly acknowledged and 

credited to the right sources. These include copyrights, patents, results unpublished data or 

reports, research methodologies and all manner of intellectual property used in the present 

study. To enrich existing body of knowledge on the subject matter, the researcher will be 

disposed and committed to sharing procedures and research findings with the academic 

community, colleagues and other interested stakeholders for the furtherance of knowledge.  

 

vii) Ensuring social responsibility and non-discrimination: 

 No participants involved in this research whether as research participants or other stakeholders 

will be discriminated against because of their socio-economic status, gender, religion, sexual 

orientation, or for any other reasons other than the legal age required for participation in the 

study. Participants’ rights will be respected and they will be treated to fairness and equality. 

 

viii) Promoting responsible publishing: 

 Upon the completion of this research, its findings will be published responsibly along with full 

disclosure of the methodology and challenges encountered to foster future research in the 

investigated field of study. The researcher will responsibly contribute to the promotion of 
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scholarship in the areas of social media networks, platform economy and consumer purchasing 

decisions.  

 

3.7 Data Analysis 

    Distinctive methods involving descriptive and inferential methods of analyses will be adopted 

for this study. While the mean and percentage analysis will be used in the descriptive method, 

the formulated hypotheses will be measured using the inferential method. For the inferential 

methods, statistical measures such as the Pearson Correlation Coefficient and Multiple Linear 

Regression Analysis will be deployed. The Pearson Correlation Coefficient will be used to show 

the strength of the relationship between social media networks and consumer purchase 

decisions. The values of correlation coefficient analysis are between -1.0 and 1.0 which suggest 

that correlation is perfect. When correlation is positive, it shows that a positive association exists 

between the variables while negative correlation suggests that there two variables have a 

negative association. However, when predicting the value of a variable based on the value of two 

or more variables, multiple linear regression analysis comes in handy. It investigates the 

associations that two or more independent variables and a single criterion or dependent variable 

have. Using both inferential statistics will complement each other and further make the research 

outcomes more robust.  
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CHAPTER FOUR: RESULTS 

4.1 Introduction  

      The general aim of this research study is to investigate The Impact of Twitter, Facebook and 

Instagram on Consumer Purchase Decision in Nigeria. Presented in this chapter is a detailed 

account of the collected data and the analysis of the data. This process involves capturing the 

descriptive and inferential statistics adopted for the data analysis through the use of the IBM 

SPSS Statistics, formerly called Statistical Package for Social Sciences (SPSS). This section begins 

with the descriptive statistics which presents the data already collected from the participants 

such as their demographic data (e.g., response rate of completed online questionnaire, age 

range, gender, income, online status, whether as consumer or vendor, preferred social media 

network for buying and/or selling and so forth). These descriptive analyses will be represented 

or highlighted in relevant but selected Sample Tables illustrating the data gathered from 

participants.  

 

Thereafter, the results from the inferential statistics using Pearson Correlation Coefficient and 

Multiple Linear Regression analyses will be displayed. Each objective of the study will be 

evaluated in line with the relevant formulated hypothesis formulated for it and tested using the 

aforementioned statistical measures. Having subjected the research hypotheses to the right 

statistical tests, the significance of the association between the independent variable (social 

media e.g. Twitter, Facebook and Instagram) and dependent variable (consumer purchasing 

decision) will be established. There will also be a cross-tabulation of variables especially as the 

study is interested in knowing if there is a significant positive association in the impact social 
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media (Twitter, Facebook and Instagram) has on young shoppers vis-à-vis older shoppers. Using 

the Pew Research Center’s elaborate scholarship on generational age analysis in which they 

covered the Silent, Boomer, X, Y or Millennial, and Z generations, in this study, Young shoppers 

are those between the ages of 18-35 years and older shoppers are those above the 35 years of 

age (Barr, 2020; Barroso, Parker and Bennett, 2020; Dimock, 2019). 

 

4.2 Descriptive Statistics 

         The researcher started out with the assumption that 100 participants would be surveyed for 

the research study because earlier studies have validated a study of 100 sample size as being 

adequate (Burmeister and Aitken, 2012). However, when the online Google form, bearing the 

questionnaire, was put out online, driven by the convenience sampling technique, all 128 

participants that were contacted expressed their interest in the online survey by indicating “Yes” 

to the Participant Information Agreement, before going ahead to complete the questionnaire. 

The data analysis, therefore, will be utilising responses from the 128 participants that completed 

the questionnaire and not 100 participants as earlier indicated. The tables below present the 

responses of the participants to the questions they completed in the survey instrument. 
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4.3 Sample Tables (Descriptive Statistics) 

Table 4.3. 1: Expression of Interest 

Expression of Interest 

Questionnaire Participants Percent 

Yes 128 100.0 

No 0 0 

Total 128 100.0 

Source: Field Survey, 2020 

Table 4.3.1 shows that all the participants approached with the request to participate in the 

survey did indicate “Yes” by signing the Participant Information Agreement. 

Table 4.3. 2: Summary of the Demographic Profile. 

Respons

es 

Expressi

on of 

Interest 

Age Gend

er 

Online 

Status 

Incom

e 

Online 

Engageme

nt 

Experienc

e 

Length 

of 

Experie

nce 

Indicated 128 127 127 127 123 127 127 124 

Neutral 0 1 1 1 5 1 1 4 

Source: Field Survey, 2020 

Table 4.3.2 captures the responses of the survey participants regarding the variables or questions 

posed to them in the questionnaire. It shows how many participants responded to questions 
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regarding their demographic profile and how many did not. This will be further analysed on the 

next page piecemeal. 

Table 4.3. 3: Demographic Profile of Participants 

Participants’ Profile Frequency Percent 

Gender   

Male 58 45.3 

Female 68 53.1 

Indicated 126 98.4 

Prefer Not To Say/Neutral 2 1.6 

Total 128 100.0 

Age Categories   

18-25 Years 53 41.4 

26-30 Years 42 32.8 

31-35 Years 6 4.7 

Above 35 Years 26 20.3 

Indicated 127 99.2 

Neutral 1 .8 

Total 128 100.0 

Income   

< N75,000 39 30.5 

N75,000-N150000 27 21.1 
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N301,000-N600,000 29 22.7 

N300,000-600,000 19 14.8 

> 600,000 9 7.0 

Indicated 123 96.1 

Neutral 5 3.9 

Total 128 100.0 

Online Status   

Neither 7 5.5 

Consumer 77 60.2 

Vendor 4 3.1 

Both 39 30.5 

Indicated 127 99.2 

Neutral 1 .8 

Total 128 100.0 

Online Engagement   

< 1 Year 19 14.8 

1-5 Years 76 59.4 

6-10 Years 28 21.9 

11-20 Years 4 3.1 

Indicated 127 99.2 

Neutral 1 .8 

Total 128 100.0 
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Source: Field Survey, 2020 

Interpreting Participants’ Responses on their Demographic Statistics 

Before interpreting participants’ responses, it is important to mention that data were collected 

through an online Google form which made it easier and safer to reach respondents during the 

challenging Covid-19 pandemic.  

 

Experience with Social Media   

No 2 1.6 

Yes 125 97.7 

Indicated 127 99.2 

Neutral 1 .8 

Total 128 100.0 

Length of Experience with Social 

Media 

Frequency Percent 

> 1 Year 25 19.5 

1-5 Years 77 60.2 

6-10 Years 21 16.4 

11-20 Years 1 .8 

Indicated 124 96.9 

Neutral 4 3.1 

Total 128 100.0 
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Now, Table 4.3.2 reveals that there were more female participants (53.1%) than male 

participants (45.3%) in the survey. This may not suggest anything remarkable since participants 

who could be conveniently approached for the survey were contacted. Also, those who 

participated in the survey were more of the age categories of 18-25 years (46.1%) followed by 

those in the age category of 26-30 years (40.6%). The least age categories that participated in 

the survey were those in the age brackets of 31-35 years (4.7%) and those above 35 years (7.8%).  

 

Regarding the monthly income of participants, their responses indicates that many of them earn 

less than N75,000 (30.5%), 22.2% earn between N301,000 and N600,000, while 21.1% of them 

earn between N75,000 and N150,000 and only 7% of the participants earn above N600,000. This 

shows that the least of the category of respondents that participated in the survey belongs to 

the middle-class. This is because the monthly minimum wage in Nigeria is N30,000 and for the 

majority of the participants to earn in multiples of that amount on a monthly basis indicates that 

they could belong to higher socio-economic status.  

 

Participants’ responses on their online status shows that many of them were consumers (60.2%), 

that is, they use social media to buy goods and services; the closest to them were participants 

who were both consumers and vendors (30.5%) and a small number (3.1%) who were only 

vendors. This shows that the survey captured the right participants for this study and also it 

justifies the use of the Convenience Sampling technique as earlier explained. 
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About the question on how long they have been using social media to buy and/or sell their goods 

and services, more participants (59.4%) revealed that they had spent between 1 and 5 years 

doing so. They were followed by 21.9% of the participants who had spent between 6 and 10 

years, 14.8% respondents who had spent less than a year and 3.1% who have experience of 

buying and/or selling online through social media between 11 and 20 years. 

 

Majority of the participants (97.7%) demonstrated that they were familiar and experienced with 

social media by their Yes response while only 1.6% indicated otherwise. This also shows that the 

survey participants were the appropriate respondents for the study. It also justifies the use of 

Convenience Sampling within the limited constraints of time, resources and the challenging 

global pandemic which has restricted much physical movement. Regarding the length of 

experience with social media, 60.2% of the participants confirmed that they have spent between 

1 and 5 years using social media networks, 16.4% have spent between 6 and 10 years using social 

media platforms while 19.5% of the participants have been using social media for less than a 

year. Averagely, this shows that participants were familiar with the social media space and thus 

were relevant for the survey and this study. 

Table 4.3. 4: Responses of Participants to Other Survey Questions (A) 

I am more likely to buy and/or sell on social media than any other 

online channel 

Frequency Percent 

Neutral 22 17.2 

Disagree 6 4.7 
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Strongly disagree 8 6.3 

Agree 40 31.3 

Strongly agree 33 25.8 

Indicated 109 85.2 

Left Unanswered 19 14.8 

Total 128 100.0 

I am more likely to buy and/or sell on social media than any other 

physical place 

Frequency Percent 

Neutral 31 24.2 

Disagree 14 10.9 

Strongly disagree 12 9.4 

Agree 34 26.6 

Strongly agree 18 14.1 

Indicated 109 85.2 

Left Unanswered 19 14.8 

Total 128 100.0 

I am more likely to buy and /or sell something that I see on social 

media than anywhere else 

Frequency Percent 

Neutral 48 37.5 

Disagree 14 10.9 

Strongly disagree 1 .8 

Agree 30 23.4 
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Strongly agree 16 12.5 

Indicated 109 85.2 

Left Unanswered 19 14.8 

Total 128 100.0 

I am more likely to have used social media to search for 

information on a product or service than any other place 

Frequency Percent 

Neutral 14 10.9 

Disagree 3 2.3 

Strongly disagree 3 2.3 

Agree 43 33.6 

Strongly agree 46 35.9 

Indicated 109 85.2 

Left Unanswered 19 14.8 

Total 128 100.0 

I am more likely to see things that I need to buy and/or sell on 

social media than any other online or physical channel 

Frequency Percent 

Neutral 22 17.2 

Disagree 15 11.7 

Strongly disagree 3 2.3 

Agree 37 28.9 

Strongly agree 32 25.0 

Indicated 109 85.2 
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Left Unanswered 19 14.8 

Total 128 100.0 

Advertisements on social media are more tailored to customers' 

needs than any other channel of advertisement 

Frequency Percent 

Neutral 34 26.6 

Disagree 8 6.3 

Strongly disagree 1 .8 

Agree 46 35.9 

Strongly agree 21 16.4 

Indicated 110 85.9 

Left Unanswered 18 14.1 

Total 128 100.0 

Source: Field Survey, 2020 

From Table 4.3.4, majority of the participants (31.3%) agreed and (25.8%) strongly agreed that 

they were more likely to buy from social media than from other channels. In the same vein, 

regarding the question whether they would prefer buying/selling on social media to physical 

places, about 40.7% of the participants assented while 20.3% dissented. More participants 

(37.9%) affirmed the view that they were more likely to buy and/or sell an item they saw on social 

media than elsewhere but a minority (11.7%) differed. Also, more participants (69.5%) expressed 

their agreement that they would more likely use social media to search for product/service 

information than a small minority (4.6%) who did not share that opinion. In addition, a majority 

of the participants (53.9%) affirmed that they were more likely to see things they would buy/sell 
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on social media than on any other online or physical channel, while few participants (14%) 

disagreed. More participants (52.3%) than a minority (7.1%) believed that advertisements on 

social media were more tailored to customers’ needs than any other advertisement channel. 

Table 4.3. 5:Responses of Participants to Other Survey Questions (B) 

I spend more time on social media than on any other platform Frequency Percent 

Neutral 13 10.2 

Disagree 1 .8 

Strongly disagree 0 0 

Agree 43 33.6 

Strongly agree 53 41.4 

Indicated 110 85.9 

Left Unanswered 18 14.1 

Total 128 100.0 

Most of my free time is spent on social media Frequency Percent 

Neutral 18 14.1 

Disagree 4 3.1 

Strongly disagree 3 2.3 

Agree 51 39.8 

Strongly agree 34 26.6 

Indicated 110 85.9 

Left Unanswered 18 14.1 
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Total 128 100.0 

When confused about a product or service, I am more likely to 

check social media than any other site or place for 

recommendations 

Frequency Percent 

Neutral 24 18.8 

Disagree 16 12.5 

Strongly disagree 3 2.3 

Agree 28 21.9 

Strongly agree 38 29.7 

Indicated 109 85.2 

Left Unanswered 19 14.8 

Total 128 100.0 

I am more likely to share my experience with a product or service 

on social media than any other platform 

Frequency Percent 

Neutral 19 14.8 

Disagree 9 7.0 

Strongly disagree 3 2.3 

Agree 44 34.4 

Strongly agree 33 25.8 

Indicated 108 84.4 

Left Unanswered 20 15.6 

Total 128 100.0 
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I am more likely to decide what to buy and/or sell while using 

social media 

Frequency Percent 

Neutral 16 12.5 

Disagree 8 6.3 

Strongly disagree 3 2.3 

Agree 59 46.1 

Strongly agree 23 18.0 

Indicated 109 85.2 

Left Unanswered 19 14.8 

Total 128 100.0 

Source: Field Survey, 2020 

In Table 4.3.5, 75% of the participants said they spent more time on social media than on any 

other platform. In the same vein, 65.4% of the participants affirmed that they spent their free 

time more on social media than a small minority (5.4%) which did not share that opinion. When 

confused about a product or service, 51.6% of the respondents declared that they would more 

likely check social media than any other site for recommendations but 14.8% of the participants 

gave a dissimilar view. Also, 60.2% of the participants were more likely to share their product or 

service experience on social media than on any other platform but 9.3% of the participants did 

not share the same view. While 64.1% of the participants agreed that they would more likely 

decide what they would buy and/or sell when using social media, 8.6% of the respondents did 

not share that opinion. 

Table 4.3. 6: Responses of Participants to Other Survey Questions (C) 



 73 

I have issues of trust when I buy/sell using social media Frequency Percent 

Neutral 18 14.1 

Disagree 9 7.0 

Agree 61 47.7 

Strongly agree 21 16.4 

Indicated 109 85.2 

Left Unanswered 19 14.8 

Total 128 100.0 

I have confidence buying/selling using social media Frequency Percent 

Neutral 41 32.0 

Disagree 26 20.3 

Strongly disagree 8 6.3 

Agree 26 20.3 

Strongly agree 7 5.5 

Indicated 108 84.4 

Left Unanswered 20 15.6 

Total 128 100.0 

Issues such as poor electricity supply, internet fluctuation and 

data costs affect me negatively when buying/selling using Social 

Media 

Frequency Percent 

Neutral 22 17.2 

Disagree 38 29.7 
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Strongly disagree 9 7.0 

Agree 31 24.2 

Strongly agree 9 7.0 

Indicated 109 85.2 

Left Unanswered 19 14.8 

Total 128 100.0 

Social Media Engaged Frequency Percent 

Facebook 93 72.7 

Instagram 18 14.1 

Twitter 9 7.0 

WhatsApp 4 3.1 

Others 1 .8 

Indicated 125 97.7 

Left Unanswered 3 2.3 

Total 128 100.0 

 

Social Media Used Most in Buying and Selling Frequency Percent 

Facebook 3 2.3 

Instagram 56 43.8 

Twitter 33 25.8 

WhatsApp 9 7.0 

LinkedIn 1 .8 
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Others 4 3.1 

Indicated 106 82.8 

Left Unanswered 22 17.2 

Total 128 100.0 

Consumer Purchasing Decision Frequency Percent 

Need recognition 70 54.7 

Information search 26 20.3 

Evaluation of alternatives 12 9.4 

Purchase decision 17 13.3 

Post-purchase behaviour 1 .8 

Indicated 126 98.4 

Left Unanswered 2 1.6 

Total 128 100.0 

Source: Field Survey, 2020 

In Table 4.3.6, in spite of the support that majority of the participants held for social media vis-

à-vis buying and selling on it, 64.1% of respondents had trust issues with it while only 7.0% of the 

respondents did not. Therefore, only 25.8% of participants had confidence buying/selling on 

social media while 26.8%, a little more than the former, had confidence buying/selling on it.  Also, 

31.2% of the participants believed that other challenges they faced buying and selling on social 

media in Nigeria were related to poor electricity situation, internet fluctuations, and data costs, 

while more participants (36.7%) felt that such challenges did not affect their buying/selling on 

social media.  
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Furthermore, when asked which social media platforms participants engaged in, majority (72.7%) 

mentioned Facebook, followed by Instagram (14.1%), Twitter (7.0%) and WhatsApp (3.1%). 

Regarding the social media network used the most for buying and selling, majority (43.8%) 

mentioned Instagram, trailed by Twitter (25.8%), WhatsApp (7.0%), Facebook (2.3%), Others 

(3.1%) and LinkedIn (0.8%).  

 

Concerning the  stages of consumer buying process they used social media, more participants 

(54.7%) revealed that they used it at the need recognition stage, 20.3% of the participants said 

they used it more at the stage of information search, 13.3% said it helped them to make their 

direct purchase decision and 9.4% declared that they used social media to evaluate alternative 

products and services they may be looking at buying/selling. 

 

4.4 Inferential Statistics 

   The inferential statistical measures adopted for this study are the Pearson Coefficient 

Correlation and Multiple Linear Regression Analysis. They were adopted to test the research 

hypotheses, which are: 

- There is a significant impact of social media networks (Twitter, Facebook and Instagram) on 

consumer purchase decision in Nigeria. 

- There is a significant association between social media networks (Twitter, Facebook and 

Instagram) and the shopping decisions of young consumer segment in Nigeria. 
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- There is a significant association between social media networks (Twitter, Facebook and 

Instagram) and the shopping decisions of older consumer segment in Nigeria. 

 

4.5 Testing the Hypotheses  

Testing Hypothesis One: 

There is a significant impact of social media networks (Twitter, Facebook and Instagram) on 

consumer purchase decision in Nigeria 

Table 4. 5. 1: Model Summary of the Significance of the Impact of Social Media Networks on 

Consumer Purchase Decision in Nigeria 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .179a .032 -.027 1.156 

Source: Field Survey, 2020 

a. Predictors: (Constant), I am more likely to decide what to buy and/or sell while using social 

media., I am more likely to buy and/or sell on social media than any other physical place., I am 

more likely to have used social media to search for information on a product or service than any 

other place., I am more likely to share my experience with a product or service on social media 

than any other platform., When perplexed about a product or service, I am more likely to check 

social media than any other site or place for recommendations., I am more likely to buy and /or 

sell something that I see on social media than anywhere else. 

 

Table 4.5.1 represents the model summary of the multiple linear regression equation which 

predicted the regression model’s significance on the impact that social media networks have on 



 78 

consumer purchasing decisions in Nigeria. The predictor variable which is social media represents 

only about 18% of the variance in consumer purchasing decision. The regression analysis offered 

in the Table is thus useful. To begin with, the ‘multiple r’ column shows the association that the 

observed independent variables and the dependent variables predicted by the regression 

equation (consumer purchasing decision) have. Also, R2 stands for the square of R and is also the 

‘coefficient of determination’. It expresses the percentage of the variation in the dependent 

variable based on attributes of the independent variables. In this research, only 3.2% of the 

difference in social media can be explained by the change in consumer purchasing decision 

whereas the unexplained variables which are the coefficient of alienation are 96.8%. The best 

estimate of R2 for the population from which the sample was drawn is the ‘adjusted R2’. Lastly, 

the standard error of the estimate (or SE) score of 1.156 reveals how much social media deviates 

from the predicted regression line. 

 

Table 4. 5. 2: ANOVA Table Showing the Significance of the Impact of Social Media Networks on 

Consumer Purchase Decision in Nigeria 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 4.348 6 .725 .542 .775b 

Residual 131.043 98 1.337   

Total 135.390 104    

Source: Field Survey, 2020 

 

a. Dependent Variable: Consumer Purchasing Decision 
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b. Predictors: (Constant), I am more likely to decide what to buy and/or sell while using social 

media., I am more likely to buy and/or sell on social media than any other physical place., 

I am more likely to have used social media to search for information on a product or 

service than any other place., I am more likely to share my experience with a product or 

service on social media than any other platform., When confused about a product or 

service, I am more likely to check social media than any other site or place for 

recommendations., I am more likely to buy and /or sell something that I see on social 

media than anywhere else. 

 

In the Analysis of Variance (ANOVA) Table 4.5.2, the F calculated ratio is 54.2 which is significant 

at 0.05 level. However, since the p-value is 0.775 which is higher than 0.05 significance level, it 

does not matter that F calculated value is greater than the tabulated value (54.2 > 3.17). This 

shows that the regression model is not suitable for explaining the difference in consumer 

purchasing decisions. Therefore, since the p-value is greater than the 0.05 significance level, the 

null hypothesis is accepted while the alternative hypothesis which states that “There is a 

significant impact of social media networks (Twitter, Facebook and Instagram) on consumer 

purchase decision in Nigeria’’ is rejected. This means that social media networks have weak or 

no significant impact on consumer purchasing decisions in Nigeria.  

 

Table 4. 5. 3: Coefficient Table Showing the Significant Impact of Social Media Networks on 

Consumer Purchase Decision in Nigeria 
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Coefficients 

Model Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) .892 .349  2.55

7 

.012 

I am more likely to buy and/or sell on 

social media than any other physical 

place. 

-.110 .088 -.145 -

1.25

9 

.211 

I am more likely to buy and /or sell 

something that I see on social media 

than anywhere else. 

.121 .086 .172 1.41

1 

.161 

I am more likely to have used social 

media to search for information on a 

product or service than any other 

place. 

-.038 .095 -.044 -.400 .690 

When confused about a product or 

service, I am more likely to check 

social media than any other site or 

place for recommendations. 

.037 .079 .052 .469 .640 



 81 

I am more likely to share my 

experience with a product or service 

on social media than any other 

platform. 

.045 .087 .058 .518 .606 

I am more likely to decide what to buy 

and/or sell while using social media. 

-.031 .099 -.035 -.312 .755 

a. Dependent Variable: Consumer Purchasing Decision 

Source: Field Survey, 2020 

 

Coefficient Table 4.5.3 captures the multiple regression of the model coefficients. The table also 

includes a measure of the variability or error of each estimate and a test statistic (t value) of the 

null hypothesis in addition to the estimates of the coefficients. Also provided for the statistical 

test is the p-value. The null hypothesis can be rejected when the p-value is less than 0.05, 

indicating that the coefficient is important or significant in the model while when the p-value is 

greater than 0.05, the null hypothesis can be accepted and the alternative hypothesis can be 

rejected, indicating that the coefficient is not significant or important in the model. Therefore, 

since the p-values are greater than 0.05, the alternative hypothesis is rejected which states that 

there is a significant impact of social media networks on consumer purchase decision in Nigeria. 

 

In testing Hypotheses Two and Three, the age variable of participants had to be coded differently 

into young and old shoppers in SPSS and to correlate each one of the two with social media used 

most in buying and selling which serves as the independent variable. The researcher adopted the 
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Pew Research Canter’s generational age analysis as a guide thereby adopting 18-35 years as the 

age for young shoppers and above 35 years as the age for older shoppers. The Pearson 

Correlation Coefficient was used as the statistical measure for this analysis. 

 

Testing Hypothesis Two: 

There is a significant association between social media networks (Twitter, Facebook and 

Instagram) and the shopping decisions of young consumer segment in Nigeria.  

Table 4. 5. 4: Pearson Correlation Coefficient Matrix Showing the Association between social 

media networks (Twitter, Facebook and Instagram) and the shopping decisions of young 

consumer segment in Nigeria. 

Variables Correlation Social Media Used Most 

in Buying and Selling 

Young 

Shoppers 

Social Media Used 

Most in Buying and 

Selling 

Pearson 

Correlation 

1 .476** 

Sig. (2-tailed)  .000 

N 127 90 

Young Shoppers Pearson 

Correlation 

.476*** 1 

Sig. (2-tailed) .000  

N 90 127 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: Field Study, 2020 
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Table 4.5.4 which is a correlation coefficient matrix showing whether an association exists 

between social media networks and the shopping decisions of young consumers in Nigeria is 

statistically significant.  This is because the p-value is less than 0.01 at a rate of 47.6%. It is closer 

to what can be seen in the real world. Therefore, we reject null hypothesis and accept the 

alternative hypothesis that states that “There is a significant association between social media 

networks (Twitter, Facebook and Instagram) and the shopping decisions of young consumer 

segment in Nigeria”. 

 

Testing Hypothesis Three: 

There is a significant association between social media networks (Twitter, Facebook and 

Instagram) and the shopping decisions of older consumer segment in Nigeria. 

 

Table 4. 5. 5: Pearson Correlation Coefficient Matrix Showing the Association between social 

media networks (Twitter, Facebook and Instagram) and the shopping decisions of older consumer 

segment in Nigeria. 

Variables Correlation Social Media Used Most 

in Buying and Selling 

Older 

Shoppers 

Social Media Used 

Most in Buying and 

Selling 

Pearson 

Correlation 

1 .232* 

Sig. (2-tailed)  .018 
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N 127 25 

Older Shoppers Pearson 

Correlation 

.232* 1 

Sig. (2-tailed) .018  

N 25 127 

**. Correlation is significant at the 0.05 level (2-tailed). 

Source: Field Study, 2020 

 

Table 4.5.5 which is a correlation coefficient matrix showing whether an association exists 

between social media networks and the shopping decisions of young consumers in Nigeria is 

moderately significant.  This is because the p-value is less than 0.05 at a rate of 23.2%. 

 

A discussion of the study and its findings will be done in the next and final chapter. 
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CHAPTER FIVE: DISCUSSION OF FINDINGS 

5.1 Introduction  

 This chapter will be going over the summary of findings, providing evidence to support or oppose 

the outcome of the tested hypotheses, discussing findings relative to previous theory and 

research and examining the contributions and weaknesses of the research. In addition, the 

chapter will also highlight the limitations of the study, point out its future research potential, 

identify the implications of the results and the research applications, and give this research 

investigation a befitting conclusion. 

 

5.2 Summary of findings  

 

Data from the demography reveal that 128 participants took part in the survey, while there more 

female than male respondents.  

 

Participants were more of young shoppers than older shoppers, and more of consumers than 

vendors but a significant number of participants were both consumers and vendors. 

They all had an experience of online engagement while only 2 participants denied having a social 

media experience. But majority had between 1- and 5-years’ experience with social media. 

Generally, the participants were all more likely to buy and/or sell on social media than any other 

channel or physical place. 
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Most of the respondents relied on social media for searching product or service information, and 

a majority of the participants believed that advertisements on social media are tailored to 

customers’ needs than any other ad channel. 

 

Majority of the participants spend their time, including their free time, on social media, and they 

seek recommendations from the social media space when they are confused about a product or 

service. Importantly, many participants had trust issues buying and/or selling on social media 

thus showing low level of confidence in the existing security measures that are in place in many 

of the networks. While many more participants denied the issues of poor electricity supply, 

internet fluctuations and data costs as affecting them negatively when they buy and/or sell on 

social media, a significant number thought that those challenges were important. 

 

Many of the participants engaged more of Facebook, Instagram and Twitter for their social media 

activities but spent most of their time on Instagram, Twitter and WhatsApp when buying and/or 

selling on social media. 

 

The First Hypothesis that examined the impact of social media networks (Twitter, Facebook and 

Instagram) on consumer purchase decision in Nigeria was rejected showing that there was little 

or no significant impact of social media on consumer purchasing decisions in Nigeria.  The reason 

for this could be as a result of testing multiple independent variables with the dependent 

variable. Therefore, if the measures that make up the independent variable, they could may turn 

out a different result. 



 87 

 

The Second Hypothesis that investigated the association between social media networks 

(Twitter, Facebook and Instagram) and the shopping decisions of young consumer segment in 

Nigeria was accepted because it was statistically significant. 

 

The Third Hypothesis that evaluated the association between social media networks (Twitter, 

Facebook and Instagram) and the shopping decisions of older consumer segment in Nigeria was 

also accepted because the p-value was less than 0.05 significance level, thus demonstrating 

moderate statistical relationship between the independent and dependent variables. 

 

5.3 Analysis of the outcome of the hypothesis testing 

      The statement supporting the hypothesis testing is this: when the p-value is less than the 

significance level (0.05), usually the null hypothesis is rejected and the alternative hypothesis is 

accepted because it shows that the statistical association between the independent and 

dependent variables is significant. However, when the p-value is greater than the significance 

level (0.05), usually the null hypothesis is accepted and the alternative hypothesis is rejected 

because it shows that there is little or no statistical association between the independent and 

dependent variables. In this study, there was no significant association between the independent 

and dependent variables in the first hypothesis, while in the second and third hypothesis, the 

statistical association between the independent and dependent variables was strong and 

moderate respectively.  
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5.4 Discussion of findings relative to previous theory and research 

        The research shows that most of the participants were familiar with the social media 

networks that were being investigated. Most of them also buy and sell on some of these 

platforms. These finding agrees with previous studies which validated the growth of social media 

networks in the world including in Nigeria and the engagement of young as well as older 

consumers on these networks for activities ranging from socialization to commercial 

relationships (Kew and Kwaja, 2018; Komodromos, Papaioannou and Adamu, 2018; Ndubueze, 

2016; Valenzuela et al., 2014). 

 

Important findings made in this study are that while participants use mostly Facebook, Instagram 

and Twitter in that order for their social media activities, they recognise the commercial 

potentials of Instagram, Twitter and WhatsApp when they want to buy and/or sell on social 

media. This has great support in literature as the commercial nature of these social media 

networks is recognised as being supportive of buying and selling of products and services (Culotta 

and Cutter, 2016; Miller, 2020; Risius and Beck, 2015; Miller, 2020; Yue et al., 2018). 

 

Another important finding which also has evidence in existing literature is the security challenges 

that go with buying and selling on these social media networks in Nigeria. Because of the 

incidents of cybercrime, which is on the rise, majority of the participants were wary when 

engaging on social media for buying and/or selling purposes (Abrifor et al, 2015; Jegede, 2014; 

Okeshola and Adeta, 2013; Omodunbi et al., 2016).  
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Then the participation of more young shoppers in the survey than older shoppers could be 

attributable to the high number of youths who make up the population of Nigeria and it also 

points to the dominant presence of the younger generation of Nigerians on social media. This 

also has been confirmed by many previous studies (Azfar, 2017; Loechner, 2017; Mehta, et al., 

2017; Skeldon, 2019). Those studies found that more young people were engaged in social media 

activities than older people. This was confirmed in the present study which showed a statistically 

significant association between social media influence on purchasing decisions of young 

shoppers in Nigeria. In addition, the present research also made important finding which 

supported the growing awareness and engagement of social media by older consumers. Previous 

studies also made such conclusions (Khatib, 2016; Loechner, 2017; Rahman, et al. 2018; 

Vukasovič, 2013). 

 

The hypothesis that there was a weak or no significant association between social media and 

consumer purchasing decisions may be due to the testing of about six constructs under the 

independent variable. It could also point to participants’ responses which suggested that they 

were wary of buying and/or selling on social media as a result of the security of their funds, 

payment cards or general security compromises that their device may suffer from phishing and 

other attacks by cybercriminals. Some previous studies have also found that one of the 

challenges of ecommerce and social media engagement may be due to these security challenges 

(Jegede, 2014; Khan and Uwemi, 2018).  
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The relevance of the Theory of Consumer Behaviour to the findings made in the present research 

is that sociological, psychological and economic variables are factors that influence a consumer’s 

buying behaviour. Social media has proven to be a platform where users meet their influencers 

and celebrities whose influence could compel them psychologically to buy and/or sell a product 

or service (Babin, et al., 2018). Also, Babin et al. (2018) also believe that consumer behaviour is 

dynamic and is shaped by innovations in products and services, improving access to the internet 

and online communication channels, big data and artificial intelligence phenomena, among 

others. Therefore, rather than being static, consumer behaviour also trends along with the 

changes that technological innovations make happen in society. This is why young and older 

consumers now traffic social media channels to find buying and/or selling opportunities aside 

the convenience, real-time communications and transactions and other benefits that such 

engagements offer their fast-paced lifestyles.  

 

5.5 Contributions and Weaknesses of the Research  

 

The contributions of the research are as follows: 

It confirms previous findings which have all supported the invasive role that technology is 

playing in the modern world, particularly social media networks as they have become 

important channels for buying and selling goods among young as well as older consumers. 

 

It also shows that for buying and/or selling of goods, participants drawn prefer Instagram, Twitter 

and WhatsApp in that order. 
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It also confirms the finding in literature regarding the issue of trust and security which could 

hamper ecommerce on social media networks. Even as more young shoppers utilise social media 

for their purchasing decisions, the older shoppers also are not left out. With Covid-19 and other 

global crises which have ensued in the last 12 months, the world is beginning to go online the 

more for business and social engagements.  

 

The weaknesses of the research may be its lack of quantitative data which could have provided 

more information on the behaviour and feelings of participants regarding the research. 

Furthermore, the sample size may also be small but for a study of this nature within the context 

of the ongoing global health scare and challenges, physical contact would be more dangerous to 

both the researcher and the population of this study. 

 

5.6 Limitations of the study  

       The study may be considered limited by its methodological approach, which is the sole 

adoption of the Quantitative data analysis approach. It may also suffer limitation in the area of 

the timeframe used in executing the research. More timeframe such as may be required under 

longitudinal studies might provide more opportunities to sample more participants, collect more 

robust data and have perhaps robust findings that may further enrich existing literature beyond 

the scope of the present research. 
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5.7 Future Research Potential  

       This is an important study that has shown the immense opportunities that abound in the 

social media space particularly as that space gains much younger and older eyeballs, and that 

more time is spent on such channels for social and economic engagements. This is why more 

studies that may adopt mixed methods approaches will do well to advance the frontier of 

knowledge regarding the subject matter. Also, future studies could look at improving on the 

sample size by ensuring that there is equal number of young participants and older participants 

as this may expand new opportunities for learning. 

 

5.8 Implications of the results and research applications  

      The academic implications of the study may include the need for more studies to focus on 

how the security of social media networks can be enhanced such that participants or users of 

these networks would not be scared to engage them for buying and/or selling. The importance 

of this is not farfetched. The world has recognised the importance of the digital economy and as 

the convenience economy balloons with more opportunities being created and driven by 

technology, more and more people will get on social media for commercial purposes. Improving 

the security of that ecosystem will further protect users and aid global commerce which can 

benefit individuals as well as their governments. In addition, replicating this study in a similar 

developing country environment could also elicit important findings which can enrich the existing 

body of knowledge on the subject. 
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The practical implications of the study are as follows. First, Instagram, Twitter and WhatsApp 

have been shown to be frequented by participants who go there for commercial reasons. It is 

important that the owners of these networks invest in building the trust, infrastructure and 

confidence of users in using their networks. Improvement in security measures will also mean 

more engagement by users and more trust for these networks. Secondly, as the world readies 

itself for the second phase of the covid-19 pandemic, the digital economy, in this case 

represented by social media networks, could come in as the saving grace to keep the world 

economy going on while encouraging contactless or near contactless interactions which 

ultimately will keep everyone safe from contracting the disease.  

 

Since more young consumers and a growing number of older consumers use social media 

networks, particularly Instagram, Twitter and WhatsApp for their buying and/or selling 

engagements, advertisers can save much cost by focusing on these channels. Doing that will bring 

about effective management of the advert budget and likely consummation of better returns on 

ad investment. This becomes all the more important in a country like Nigeria and in the global 

world facing economic challenges. Nigeria also can gain a lot by improving its technology 

infrastructure to encourage most of its youths to get online and partake of the numerous 

opportunities that are available to enhance their personal lives and economies. This could create 

more jobs for young people and other citizens and also more income for users which also can 

enhance the consumption level in the economy. 
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5.9 Conclusion  

        This study has made a scholarly attempt to examine the Impact of Social Media (Twitter, 

Facebook and Instagram) on Consumer Purchase Decision in Nigeria. Three research hypotheses 

were formulated for testing the independent and dependent variables in the study. The first 

hypothesis was rejected because there was little or no significant impact of social media on 

consumer purchasing decisions. However, the second and third hypotheses were accepted 

because they were statistically strong and moderate respectively.  This finding has evidence in 

literature as more young people are found daily engaged in many social media channels. These 

engagements range from social to commercial interactions. Also, older participants are finding 

social media channels very useful for their commercial as well as social interactions. This suggests 

that improving the social media ecosystem for safe, secure and trustworthy engagement by users 

has become imperative. Not only must the companies whose channels command a lot of 

attention from young and older consumers push more investment into building of infrastructure 

and security for users, governments too should invest in improving technology infrastructure, 

internet connectivity and access. The research community or academia should also continue to 

investigate the social media space on how its security and user trust can be enhanced for the 

good of users and a world which has now found the need to embrace social media networks 

because of the many advantages it offers. 
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