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ABSTRACT 

The rapid evolution of social media has transformed it from a grassroots communication 

platform into one of the most powerful advertising tools of the digital age. This study 

investigates the impact of social media advertising on modern consumer behavior, 

focusing specifically on Nigerian consumers aged 18 to 55. Employing a mixed-method 

research design, the study examines how advertising formats such as video ads, 

influencer marketing, and sponsored posts shape purchasing decisions, brand perception, 

consumer preferences, and engagement. Data were collected from 200 active social 

media users through structured questionnaires, complemented by interviews with digital 

marketers and influencers to provide qualitative insights. 

Findings reveal that video-based campaigns and influencer-led promotions are the most 

effective in capturing consumer attention and driving purchasing behavior, particularly 

among younger users aged 18–34. Personalization, emotional appeal, and 

platform-specific strategies significantly enhance advertising effectiveness, while 

challenges such as ad fatigue, privacy concerns, and skepticism toward sponsored 

content persist. The study highlights that consumer trust and sustained engagement 

depend on ethical advertising practices and transparent communication. 

The research concludes that for brands to remain competitive in Nigeria’s dynamic digital 

marketplace, they must adopt data-driven, audience-tailored, and socially responsible 

advertising strategies. By integrating personalization with ethical standards and 

leveraging platform-specific tools, businesses can strengthen consumer relationships and 

maximize advertising outcomes. This study contributes valuable insights for marketers, 

businesses, and policymakers seeking to navigate the rapidly evolving digital marketing 

landscape. 
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INTRODUCTION 

Everyone on earth have the ability to buy consumable impulsively provided that there is 

something of interest which likely would be the brand name, the advertisement, the brand 

color and more. Taking us to today’s digitally-driven world, social media, social media has 

evolved from not just a communication platform but to a powerful tool for advertising 

and customer engagement. With billions of people using these platforms actively - such 

as Facebook, Instagram, TikTok, Twitter (X), and LinkedIn, businesses now see social 

media as a mid-channel for reaching and influencing targeted customer. 

The advertising world has witnessed a significant move—from traditional print and 

television ads to engaging and personalized digital campaigns. Social media advertising, 

in particular, create opportunities for businesses to advantage to creating real-time 

engagement, data-driven targeting, and cost efficiency. Consequently, this evolution has 

had a profound impact on consumers behaviour in the discovery, evaluating, and 

purchasing of products and services in this modern day.  

This study aims to determine which social media advertising strategies are must effective 

for reaching your ideal customer, this history behind the development of social media, its 

innovations, and current practices. Further, the study will evaluate its influence on 

modern consumer behavior. Having key knowledge on this evolution provides vital 

insights for marketers, brands, and entrepreneurs who would like to adapt to changing 

consumer expectations and behaviors in the digital age. 

  

SIGNIFICANCE OF THE STUDY 

This research is significant for these reasons: 



⚫ For Businesses and Marketers: It informs a clearer understanding of how 

consumer behavior is perceived by social media advertising, helping organizations 

refine their digital marketing strategies. 

⚫ For Academics and Researchers: The study contributes to the academic study on 

digital advertising and consumer behaviour, offering a framework for further 

expansion and exploitation in marketing and behavioral studies. 

⚫ For Policymakers and Regulators: With concerns about privacy, ethical 

advertising, and misinformation, information gathered from this study can inform 

policy directions on how to equip policy on digital privacy for more responsible digital 

advertising practices. 

⚫ For Consumers: The study enhances consumer awareness of how targeted 

advertising may influence their decisions and preferences, perceptions, thereby 

encouraging more informed buying. 

  

SCOPE OF THE STUDY 

The scope of this study covers: 

⚫ The history of the evolution of social media advertising from early online ads to 

modern formats such as influencer marketing, sponsored posts, reels, and AI-driven 

campaigns. 

⚫ Testing of the psychological and behavioral responses of consumers to different types 

of social media ads. 

⚫ Geographical focus is placed primarily on Nigeria, showing how social media 

advertising has influenced consumer behavior in a developing economy with growing 

digital adoption. 

⚫ The study also compares how different demographics (age, gender, education level) 

engage with the advertising messages on various platforms. 

⚫ Only social media platforms actively used by brands for marketing purposes [e.g., 

visually-oriented platforms (Facebook, Instagram, TikTok, LinkedIn), text-based 

platform (Twitter) ] are considered. 

  



  

 PURPOSE OF THE STUDY 

The purpose of this study is to research on how the evolution of social media advertising 

and its impact on the behavior of modern consumers, has effect on businesses and how 

businesses can effectively utilize social media platforms. Also, how social media platforms 

has transformed marketing strategies and how consumers engage with, respond to, and 

are influenced by different forms of advertising online. 

By identifying the key factors behind consumer engagement with social media ads, the 

study will provide actionable information for businesses, marketing professionals, and 

policy stakeholders to improve advertising effectiveness and ensure ethical consumer 

engagement in the digital space. 

 OBJECTIVES OF THE STUDY 

The objectives of this study are as follows: 

1. To examine the history, development and transformation of social media advertising 

over the past two decades. 

2. To Indicate the most commonly used advertising formats on social media platforms 

and their relative effectiveness. 

3. To assess the influence of social media advertising on consumer purchasing, 

preferences, decisions, brand perception, and loyalty. 

4. To evaluate the role of influencers and user-friendly content in shaping consumer 

behavior. 

5. To explore demographic variations (age, gender, income level, education) in 

consumer responses to social media advertising. 

6. To analyze the emotional and psychological effects of targeted advertising on 

consumer decision-making. 

7. To provide strategic recommendations for marketers to enhance audience 

engagement through ethical and impact advertising on social media. 

  

RESEARCH QUESTIONS 



1. How has social media advertising evolved over the last two decades, and what are 

the major goals achieved in its development? 

2. What types of social media advertising formats (e.g., sponsored posts, influencer 

marketing, video ads) mostly influence consumer behavior? 

3. How do consumers perceive and respond to social media advertisements in terms of 

trust, loyalty, preferences, engagement, and purchasing decisions? 

4. What demographic factors (such as age, gender, and education level) affect how 

consumers interact with and are influenced by social media advertisements? 

HYPOTHESES OF THE STUDY 

Based on the research questions and objectives, the following hypotheses are proposed: 

1. H₀ (Null Hypothesis): Social media advertising has no significant impact on modern 

consumer purchasing behavior. 

H₁ (Alternative Hypothesis): Social media advertising has a significant impact 

on modern consumer purchasing behavior. 

2. H₀: There is no significant difference in consumer response across different types of 

social media ad formats (e.g., video ads, influencer marketing, sponsored posts). 

H₁: There is a significant difference in consumer response across different types of 

social media ad formats. 

3. H₀: Demographic factors (age, gender, education level) do not significantly influence 

consumer behavior toward social media advertising. 

H₁: Demographic factors (age, gender, education level) significantly influence 

consumer behavior toward social media advertising. 

4. H₀: Influencer marketing does not significantly affect consumer trust and brand 

loyalty. 

H₁: Influencer marketing significantly affects consumer trust and brand loyalty. 

  

REVIEW OF RELATED LITERATURE 

1.  The Evolution of Social Media Advertising 

The digital advertising space has undergone a profound transformation with the 

emergence of social media platforms. In the early 2000s, platforms like MySpace and 



Facebook introduced the concept of user-generated content and digital social networking. 

As these platforms grew in popularity and diversity, businesses began to experiment with 

banner ads and static promotions. However, by 2010, advertising became more targeted 

and data-driven due to algorithmic advancements and the integration of artificial 

intelligence (Kaplan & Haenlein, 2010). As the evolving of social media platform 

progressed, so did advertising strategies. Influencers marketing was not left behind it 

rose significantly. Some went for video content and personalized advertising (Freberg 

et.al., 2011).   

According to Tuten and Solomon (2017), social media advertising evolved from traditional 

interruption-based marketing to a more interactive, content-driven model. Influencer 

marketing, personalized video ads, and native advertising now dominate the social media 

space. These developments have significantly influenced how brands engage with 

consumers. 

  

2. Consumer Behavior and Digital Influence 

Consumer behavior has also improved due to the interactive nature of digital 

environments. Kotler and Keller (2016) explain that the decision-making process is now 

highly influenced by peer reviews, influencer recommendations, and social media 

visibility. Unlike traditional media, consumers now partner in creating brand meanings 

and influence each other's perceptions through likes, shares, and comments. 

Through research it has shown that social media advertizing can unavoidably have 

significant influence on consumer behaviour even as much as, purchasing decisions 

(Liang & Turban, 2011), brand visibility (Trainnor et al., 2014) and engagement (Kabadayi 

et al., 2015). However, social media advertising would effectively depend on other factors 

like ad relevance, and user experience.   

The AIDA model (Attention, Interest, Desire, Action) remains important, but modern 

digital strategies now emphasize engagement, interaction, and retention (Belch & Belch, 

2018). Emotional appeals, storytelling, and social proof are among the strategies 

marketers use to build trust and influence behavior online. 

  



3. Advertising Formats and Effectiveness 

Different social media platforms offer various advertising formats. Instagram and TikTok 

depends heavily on visual storytelling, while LinkedIn is effective for B2B marketing 

through sponsored content and information leadership. Influencer marketing has become 

prominent, with consumers often trusting peer or celebrity recommendations over 

corporate ads (De Veirman et al., 2017). 

The truth is that studies shows that video content generates higher engagement than 

static content (Facebook IQ, 2021). Interactive features such as polls, swipe-ups, and 

click-to-buy buttons have shortened the consumer journey, pushing users from 

awareness to conversion within minutes. 

  

EMPIRICAL STUDIES 

Some empirical studies support the influence of social media advertising on consumer 

behavior: 

⚫ Duffett (2015) conducted a study in South Africa on Generation Z’s responses to 

social media advertising and got a significant correlation between advertising content 

and consumer engagement. 

⚫ Alalwan (2018) investigated how perceived relevance, credibility, and entertainment 

value of ads influence consumer attitudes and purchase intentions on social media. 

His findings revealed that well-crafted, interactive ads significantly impact behavioral 

intention. 

⚫ Boateng and Okoe (2015) focused on the Ghanaian banking industry and discovered 

that customer trust and brand awareness grew with the consistent use of social media 

for advertising and interaction. 

⚫ Liu, Burns, and Hou (2017) emphasized that influencer credibility directly affects 

consumer trust and likelihood of purchasing, especially among millennials and Gen Z. 

  

APPRAISAL OF THE LITERATURE 

The reviewed literature provides a strong background for understanding the dynamics of 

social media advertising and its effect on consumer behavior. Most scholars agree that 



the shift toward personalized, data-driven, and interactive marketing has improved brand 

engagement and purchase intention. 

However, certain gaps remain: 

⚫ There is limited research focused on emerging economies like Nigeria, where digital 

infrastructure and consumer behavior patterns may differ from those in developed 

countries. 

⚫ Few studies comprehensively analyze comparative effectiveness across different 

platforms (e.g., Facebook vs. TikTok). 

⚫ Studies often emphasize younger demographics, with insufficient attention to how 

older adults interact with social media ads. 

  

METHODOLOGY 

This study adopts a mixed-method research approach to effectively investigate the 

historical development of social media advertising and valuate its influence on modern 

consumer behavior. The methodology combines both quantitative and qualitative 

methods to enhance the dependability and degree of findings. 

  

a. Research Design 

The research follows a descriptive and analytical design. The descriptive facet analyse 

the evolution of social media advertising, while the analytical component evaluates how 

it influences consumer cognition and behaviors. This approach is proper for identifying 

patterns, testing relationships, and drafting conclusions relevant to both theory and 

practice in marketing. 

  

b. Population and Sampling 

The study population consists of social media users in Nigeria aged 18 to 55 years. These 

users are active on platforms such as Facebook, Instagram, TikTok, Twitter (X), and 

LinkedIn. 

⚫ Sample Size: 200 respondents 



⚫ Sampling Technique: Convenience and snowball sampling techniques were used. 

The questionnaire was distributed online using WhatsApp, Facebook, and LinkedIn 

groups. 

⚫ This sampling method was selected due to the simplicity of reaching digitally active 

users and the everyday nature of social media interactions. 

  

c.  Sources of Data 

Primary Data 

Primary data was obtained through: 

⚫ Structured Online Questionnaires: Contained both close-ended and Likert-scale 

questions which measures consumer exposure, engagement, preferences, 

perception, and response to different types of social media ads. 

⚫ In-Depth Interviews: Conducted with 5 digital marketers and 3 influencers to 

provide expert view and validate survey data. 

Secondary Data 

Secondary data was sourced from: 

⚫ Academic journals, books, and conference papers. 

⚫ Industry reports from platforms like Statista, HubSpot, and Hootsuite. 

⚫ Previous research studies related to digital marketing and consumer behavior. 

  

d. Data Collection Instruments 

⚫ Google Forms was used to create and distribute the online questionnaire. 

⚫ Interview Guides were developed to lead discussions with marketing professionals 

and influencers. 

  

e. Data Analysis Techniques 

⚫ Quantitative data from surveys was analyzed using descriptive statistics 

(percentages, frequencies, mean scores) and inferential statistics such as correlation 

analysis using Microsoft Excel and SPSS. 



⚫ Qualitative data from interviews was analyzed using thematic content analysis, 

identifying recurring themes and insights related to consumer engagement and 

advertising strategies. 

  

f. Validity and Reliability 

To secure validity, the questionnaire was pre-tested with a small group (n=10) to refine 

forked or leading questions. Expert review was also sought-after from two faculty 

members. 

Dependability was ensured by using consistent measurement scales (e.g., Likert scale) 

and standard procedures for data collection across all respondents. 

  

g. Ethical Considerations 

⚫ Informed consent was obtained from all participants before they completed the 

survey or interviews. 

⚫ Participants were assured of confidentiality and anonymity. 

⚫ Data collected was used strictly for academic purposes, in line with ethical guidelines 

for MBA research. 

  

RESULTS AND FINDINGS 

This section presents and analyzes the data collected from the 200 survey respondents 

and 8 interview participants (5 digital marketers and 3 social media influencers). The data 

provides perception into social media usage, advertising impact, and consumer behavior 

patterns. 

  

a. Demographic Profile of Respondents 

Demographic 

Variable 
Category 

Percentage 

(%) 

Age 18–24 35% 



 25–34 40% 

 35–44 18% 

 45 and above 7% 

Gender Male 52% 

 Female 48% 

Education Level Secondary 10% 

 Undergraduate 47% 

 Postgraduate 43% 

Social Media Usage Daily 92% 

 Weekly 6% 

 Occasionally 2% 

Key Insight: The majority of respondents are aged 18–34 and use social media daily, 

representing a tech-savvy demographic highly exposed to online advertising. 

  

b. Social Media Platform Usage 

Respondents were asked which platforms they used most often: 

Platform 
Percentage of Users 

(%) 

Facebook 78% 

Instagram 72% 

TikTok 64% 

Twitter (X) 51% 



LinkedIn 36% 

Key Insight: Facebook and Instagram remain the most dominant platforms for ad 

disclosure, followed closely by TikTok. 

  

c. Exposure and Response to Social Media Ads 

⚫ 88% of respondents reported frequently encountering ads on their social feeds. 

⚫ 74% admitted clicking on ads at least once a week. 

⚫ 61% indicated that a well-targeted ad influenced their purchase decision. 

⚫ 68% said they trust products endorsed by social media influencers. 

  

d. Most Influential Ad Formats (Ranked by Effectiveness) 

1. Video Ads – High engagement and visual appeal (70%) 

2. Influencer Promotions – Trust-based persuasion (68%) 

3. Sponsored Posts – Targeted and frequent (54%) 

4. Interactive Ads (Polls, Quizzes) – High engagement (48%) 

5. Static Image Ads – Lowest engagement (36%) 

  

e. Interview Findings (Qualitative Insights) 

From the in-depth interviews, various recurring themes issue: 

⚫ Personalization is key: Consumers are more likely to engage with ads that reflect 

their interests or past behaviors. 

⚫ Influencer credibility matters: Respondents famed that low level influencers 

often drive higher trust than celebrities. 

⚫ Ad fatigue exists: Overexposure to ads leads to intentional ignoring or ad-blocking 

behavior. 

⚫ Emotional appeal and storytelling: Significantly increase the chances of ad recall 

and action. 

  

f. Summary Of Key Findings 



⚫ Social media advertising is highly current and effective among Nigerian consumers 

aged 18–34. 

⚫ Video content and influencer marketing are the most persuasive ad formats. 

⚫ Consumers are more and more influenced by personalization, peer reviews, and social 

proof. 

⚫ There is a powerful relationship between social media ad exposure and actual 

consumer buying behavior. 

⚫ Gender and education showed no statistically significant variation in ad response, 

while age did influence preferences in ad type. 

  

DISCUSSION OF FINDINGS 

The findings of this study uncover that social media advertising has become a significant 

force in shaping modern consumer behavior, particularly among younger demographics. 

The evolution of advertising formats, from static image banners to influencer marketing 

and interactive video content, present how brands have adapted to consumer preferences 

and technological advancements. 

A notable observation is that video ads and influencer endorsements create the highest 

consumer engagement and purchase intention. This aligns with previous studies (e.g., 

De Veirman et al., 2017; Alalwan, 2018), which highlight the role of trust, visual appeal, 

and interactions in advertising effectiveness. 

The study also confirms that personalized and targeted advertising is more effective in 

enkindle consumer response. Respondents showed a clear preference for ads that aligned 

with their interests and needs, a trend based on contemporary digital marketing theories 

focused on consumer-centric engagement. 

Interestingly, while platform preferences varied, Facebook and Instagram remained 

dominant, particularly for consumers aged 18–34. TikTok's rise, especially among Gen Z, 

indicates a translation toward short-form, highly visual, and emotionally resonant content. 

From the qualitative interviews, it was apparent that while consumers value creativity and 

authenticity, they are also increasingly aware of manipulative advertising practices. Ad 



fatigue and privacy concerns were mentioned as factors that could negatively impact 

consumer trust over time. 

  

CONCLUSION 

This study concludes that social media advertising has significantly evolved, becoming a 

changing and influential tool in shaping consumer behavior. Consumers are no longer 

hands-off recipients of advertising messages but are active participants in the content 

they consume, share, and engage with. 

The effectiveness of social media advertising is largely dependent on the format, 

relevance, and authenticity of the message. Platforms that prioritize video, influencer-led 

campaigns, and interactive content are more eminent in capturing consumer attention 

and driving action. 

Demographic analysis further revealed that age influences ad format preference and 

response rate, while gender and education had less significant impact. 

Generally, social media advertising has moved from simple promotion to a more 

relational, data-driven, and behaviorally aware form of marketing that must keep evolving 

to stay relevant. 

  

RECOMMENDATIONS 

Based on the findings, the following recommendations are proposed: 

1. Brands should invest more in video-based and influencer-led campaigns, as these 

formats yield higher consumer engagement and trust. 

2. Personalization should be prioritized through data analytics and user segmentation, 

ensuring ads are customized to the interests and behavior of target audiences. 

3. Ad fatigue must be addressed by varying content types and avoiding over-targeting, 

which may irritate users and reduce ad effectiveness. 

4. Ethical advertising practices should be maintained to build long-term trust, including 

transparency in sponsored content and respect for user data privacy. 

5. Businesses should adapt to platform-specific trends—for example, leveraging TikTok 

for Gen Z audiences, and LinkedIn for professional or B2B targeting. 



6. Further research should be conducted in other regions or sectors to explore deeper 

cultural and economic differences in consumer response to social media advertising. 
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