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ABSTRACT
The goal of this study is to determine how thrift clothing Instagram posts affect female undergraduates at GOUNI's purchasing habits. Examining how thrift wear Instagram posts affect female undergraduates at GOUNI's shopping habits is the study's main goal. The specific goals, however, are to ascertain whether female undergraduates at GOUNI are exposed to thrift wear Instagram sponsored posts, ascertain how female undergraduates at GOUNI perceive thrift wear Instagram sponsored posts, ascertain the influence of thrift wear sponsored posts on GOUNI female undergraduates, and ascertain other factors that affect the purchasing habits of female students at Godfrey Okoye University. The descriptive survey method was used to collect information on the impact of thrift store Instagram posts on female undergraduates at GOUNI's shopping habits. The study's conclusions show that female college students are well exposed to secondhand clothing on Instagram and other social media platforms. Secondhand clothing is constantly posted on Instagram pages for female college students to view and choose from. Secondhand clothing is the main form of advertising that Instagram users use to reach female college students. More specifically, the study's findings show that female students at Godfrey Okoye University see that as a unique chance to choose the best options at a low price, as a way to strike up new business relationships with new clothing brands, as a new way to con them out of their hard-earned money, and as an opportunity to advertise their school's thrift store on Instagram. Additionally, the study's results show that sponsored thrift wear Instagram posts have an impact on GOUNI's shopping habits. These posts increase female students' demand for new orders and improve their knowledge of the latest fashions on the market. They also encourage the intended buyer to make well-informed decisions. The results also show that the nature of the product, the price of the product, the nature of the Instagram advertisement, and the quality of the product are all factors that affect the purchasing behavior of Godfrey Okoye's female undergraduates. According to the study, in order to prevent impending negative externalities, school administration should sanitize students' online marketing activities.



i

CHAPTER ONE
INTRODUCTION
1.1Background of the study 
The social media landscape is constantly evolving, particularly for teenagers who are frequently at the forefront of this market (Vogels, Gelles-Watnick, and Massarat, 2022). These new methods of information dissemination brought about by the development of networking and communication technology appear to bring goods and services and their target markets closer together. The need for The social media landscape is constantly evolving, particularly for teenagers who are frequently at the competing brands to maintain market shares may have increased as a result of this paradigm, leading them to look for novel ways to position their goods and services. Particularly for Small and Medium Enterprises (SMEs) with limited resources and the inability to run expensive advertising campaigns on traditional media, social media has evolved into a veritable marketing tool for businesses.
In the native language of Nigeria, "thrift wears," also known as "Okirika" or "bend-down select," refers to clothing that has been used or worn once before but is being sold again at a discount because it has little market value. For those who could not afford to purchase the expensive clothing from a boutique or shopping center, thrift clothing is typically made available. It is impossible to overstate the impact of thrifty clothing Instagram posts on female students' shopping behavior. Instagram is a platform for people to market their products without having to worry about going to a store. 
Because consumers' purchasing decisions are frequently influenced by the availability of information about items of interest, the interactive and visual nature of Instagram offers a dependable channel for users on the platform to thoroughly evaluate advertised products. Additionally, the majority of these users are between the ages of 13 and 20 (Ibrohim, Widodo, Wahyuni, Zulianto & Kantun, 2021), who might be easily persuaded by positive and prompt feedback. According to Sasu (2023), there were over 7.8 million Instagram users in Nigeria as of December 2022, with 31% of them being users between the ages of 18 and 24 and 43% of them being female. It is obvious that there is a strong likelihood that female college students use Instagram frequently. 
Instagram Sponsored Posts are a type of advertising where companies pay the social media platform to highlight their goods or services to a target demographic (such as age, gender, location, and interests) of users. A user or brand may pay another user to post advertisements on their behalf. This is not the same as paid-post advertising. In a Sponsored Post, Instagram and the sponsoring client have a contract under which, in exchange for payment, their client's product or service will be advertised to a large number of other users in the targeted demographic on their timeline. In this study, female undergraduates at Godfrey Okoye University will be asked to consider whether exposure to thrift wear Sponsored Posts necessitates purchase given the active participation of young females who belong to the age group under investigation. 
1.2 Statement of the problem
The proliferation of media, according to scholars, helps shape how people think about and perceive the things they see in the media, which helps them make decisions after being exposed to "media-reality" (Nzekwe, Ngosor, and Oyewole, 2017). Audiences are not irrational beings who are immune to external or internal influences from intervening variables, despite the fact that advertising is intended to increase sales or promote an idea using a variety of creative appeals through persuasive communication. 
In a developing nation like Nigeria, there is a growing market for social media marketing tools like the Instagram Sponsored Post. Although numerous studies have been carried out to comprehend consumer decision-making in the context of mainstream media, more research is required to fully comprehend the psychological disposition towards digital marketing in Nigeria. This study aims to close this gap in the literature. 
Brand positioning on Instagram might not be enough to generate sales because mitigating factors like consumer distrust of online vendors, competing brands' contradictory messaging, or other Instagram users' negative reviews might have a negative impact on their decision to make a purchase. This investigation will look at the relationship between Godfrey Okoye University's female undergraduate students' shopping preferences and sponsored Instagram posts for thrift wears.
1.3 Objectives of the study 
The following objectives will guide the study: 
i. To find out if Godfrey Okoye University female undergraduates are exposed to thrift wear Instagram Sponsored Posts.
ii. To find out how female undergraduates of Godfrey Okoye University perceive thrift wear Instagram Sponsored Posts.
iii. To find out the influence of thrift wear sponsored posts on Godfrey Okoye University female undergraduates.
iv. To examine other factors that influence the purchasing habits of female students of Godfrey Okoye University 


1.4 Research questions 
The following research questions will be raised: 
i. To what extent are female undergraduates of Godfrey Okoye University exposed to thrift wear Instagram Sponsored Post? 
ii. How do female undergraduates of Godfrey Okoye University perceive thrift wear sponsored posts? 
iii. To what extent does thrift wear sponsored posts influence the purchasing habit Godfrey Okoye University female undergraduates?
          iv. What other factors influence the purchasing habits of female undergraduates of Godfrey Okoye University?
1.5 Scope of the Study
The study will concentrate on Instagram advertisements and how they impact young Nigerian females' purchasing habit. In order to comprehend how young females make purchases, the study will also examine their psychological attitudes toward Instagram and the advertisements that appear there. We'll look over library resources and other sources of information related to the study. Godfrey Okoye University, Ugwu-Omu Nike Emene, Enugu will be the only location where the study will be conducted on female undergraduates. The time period covered by the study will be 2015–2023.
1.6 Significance of the study. 
In Nigeria, social media usage is rapidly increasing. This research will add to the growing body of literature in this field. Additionally, the study will give pertinent stakeholders useful details on how to efficiently position products and build brand awareness on Instagram. 
Academics and researchers who plan to carry out additional research in this area will have a baseline thanks to the study. It will also serve as a guide for organizations like the Federal Competition and Consumer Protection Commission (FCCPC) and the Advertising Regulation Council of Nigeria (ARCON) in developing regulations for the advertising sector. 
Operational definition of terms 
Instagram Sponsored Post is a type of advertisements where a client pays Instagram to promote a post on the timeline of other Instagram users
Purchasing Habit is a consistency in a client’s behavior towards products and services 
Positioning refers to the process of creating brand awareness for a product and service through advertisement 
Advertisement persuasive creative message designed to improve sales 
Post is a content shared on Instagram 
GOUNI is the acronym for Godfrey Okoye university
Influence is the capacity to have an effect on the character, development or behavior of something or someone or the effect itself.
Thrift Wears are popularly known as "Okirika" or "bend down select". They are basically pre-owned or second-hand clothing items shipped to Nigeria from any foreign country.






CHAPTER TWO
LITERATURE REVIEW

The project's literature section investigates works that are connected to it. The four main sub-sections of the literature review are the review of concepts, review of related studies, theoretical framework, and summary. 
2.1 CONCEPTUAL REVIEW
2.2. 1 Concept of Instagram:
Users can snap and submit photos and videos to Instagram, a potent social media tool and networking site. It is adaptable and entertaining to share with friends and audiences throughout the world thanks to amazing features and filters. It allows users to record and publish up to 15-second movies or photographs for use in communicating with their audience. 
Social media is referred to as such for a reason. Making a personal connection with people is key. You won't get the same power out of social media, particularly Instagram, if you only use it as a broadcasting tool rather than as a tool to build a community. Find others who are interested in the same things. Follow them. Message them. Comment on their photos. Begin creating a group of people who share your interests in order to surround yourself with them. After that, you begin to understand Instagram's potential (Zhang, 2017). 
Instagram users frequently use the programme without fully understanding how to utilise it. We can experiment on the app's platform with picture ratios, picture configurations, bios (short biographies of oneself), and other aspects to draw users in. We must always maintain good health because, as the proverb goes, "we are what we eat.". Your Instagram posts reflect who you are. The layout of the page, color schemes, the size of the pictures, and the content all affect the kind of users who visit our page. A year ago, I came across a business page on Instagram and discovered it was a page for a clothing brand after reading the bio. I quickly skimmed the page as a fashion enthusiast and wasn't at all impressed. Her posts had nothing to do with what her biography claimed. She shared more selfies, food, and less clothing photos on her social media accounts. 
According to Zhang, connecting with others and creating a network of people who share your interests revolve around using Instagram to connect with people. This demonstrates how some Instagram users draw inspiration from other users with whom they share interests. like my experience with that fashion page. 
It takes a two-way communication tool to create a community on Instagram. Instead of putting all their attention on themselves, it demands that its users create a community around themselves. Creating images with vibrant and organized themes can draw customers in. Instagram accounts for brands must post images that reflect and embody the values of the brand. According to Turo's 2014 article, "How Instagram Can Be Used for Marketing Research," it would aid in developing a community of devoted, consistent customers.
2.1.2 History of Instagram:
 A popular social networking app right now is Instagram. Due to its fantastic features, it has grown to be one of the most popular, with millions of users sharing photos and accessing information on a global scale. 
Kevin Systrom and Mike Krieger created Instagram as their first app in the year 2010. The main goal of this app, which was formerly known as Burbn, was to allow users to post photos that looked like they were taken with a Polaroid camera and then modify them with filters. Users could also share videos, which encouraged creativity among the app's users. 
In 2010, those who downloaded the app first were still using iPhones from the first generation. Since the photos taken with older iPhone models weren't as high quality as those taken with the newer iPhone models, Instagram had the ideal opportunity to improve photo shoots, which greatly aided in the platform's success. 
Kevin studied at Stanford University and worked as an intern there for the company Odeo. In order to collaborate with Mark Krieger on his personal project, he left Next stop and worked at Google for two years. 
Before Instagram became widely used, Foursquare was a very well-liked app that was especially well-known for its capabilities of checking into well-known locations. The Foursquare app was a great idea, and Kevin and Mark tried to incorporate it into their Burbn app. 
The app's creators desired more for it. They wished for Twitter and Foursquare-like features on the app. posting photos and applying filters. They spent months creating a hybrid-style programme for mobile social networks that had amazing photo filters and a geo-localized photograph sharing function. This resulted in Instagram. When Instagram reached one million users two months after its launch, it was the social networking site with the quickest growth. It attracted 10 million users in a single year. Because they understood how crucial community building is, the founders invested a significant amount of time and resources into creating a sizable community network. The Instagram app was first made accessible in the app store after its launch on October 6, 2010, where it immediately drew 1 million users. The purpose of Instagram's hash tag weekend initiative, which was launched in 2011, is to let users utilise particular hash tags every weekend. 
The app enjoyed great success on the app store, but it needed to reach a larger user base, so it decided to support Android. It wasn't an easy choice because iPhone users, who believed themselves to be the only legitimate users of a cool app like Instagram, were adamantly opposed. 
The number of Android IG users doubled in just a few months, despite their plans to risk losing many creative Apple users. Instagram proved to be a successful social communication tool rather than just being about creativity, as had been assumed. 
The astonishing success of Instagram is a tale of the Bay Area tech ecosystem, which is supported by a tight-knit community of investors and businesspeople who provide one another with funding, advice, and connections to the appropriate people. It mostly consists of a network of young guys, many of whom went to Stanford and were discovered by the major venture investors before they even left university. 2016 (Mottola). 2012 was a pivotal year for Instagram because it witnessed the launch of its Android app and attracted 80 million users by July of the same year. 1.2 billion likes are provided daily on Instagram, which presently has over 150 million active users and over 16 billion photographs uploaded in continuous circulation (Klien, 2015). 
2.2. 3 Influence of Thrift Wear Instagram Sponsored Post.
Advertising has a significant impact on the growth and success of businesses. It helps to raise brand awareness in order to entice customers, introduce them to new products and services, and most importantly, generate profit and income. "A paid message from a well-known sponsor using mass media to influence an audience" is the definition of advertising. 2011 (Thorson). 
Over the years, advertising has undergone significant change because to new technologies and the internet. Businesses and brands can now connect with a variety of audiences to raise awareness of the products and services they provide. 
Advertising is defined as "any acts involved in communicating to a group a non-personal, openly sponsored, named message about a good, service, or concept. William Stanton asserts that the message, sometimes known as an advertisement, is paid by the identified sponsor and is distributed by one or more media.
Consumers are reached through advertising through auditory or visual representations. As the globe becomes increasingly globally linked and competitive, data must be gathered from the market and reintroduced into it in order to gauge consumer happiness. 
Because of its widespread use and quick responses from users who frequently use the app to learn more about particular products and services, Instagram has proven to be a significant social media platform. As a result, advertisers are making effective use of the platform to interact with their target audiences. 
According to studies, as consumers become more digitally savvy and familiar with different social media platforms, they report that Instagram has the greatest influence on their purchasing behavior. 
According to the report, given how prevalent fashion is on Instagram and how likely followers are to make purchases, it is "surprising that this natural next step hasn't caught on." Even though the SHOP NOW function is still too new and people are waiting for it to be used more frequently, Instagram undoubtedly still has more influence than other social media platforms in the interim. 2017 (Salphini). 
According to 72% of Instagram users, Instagram had an impact on their purchasing decisions when it came to fashion, beauty, or style, with jewellery, apparel, or makeup being the most popular items. 
The "bandwagon" effect has been exacerbated by social influencers' involvement in Instagram advertising and consumer impact. Content distribution to an audience is under the direction and control of influencers. With the use of Instagram's tag tool, they can more easily tag the brand of the things they use in their posts, which also makes it easier for theory followers to learn about the brand and have an impact on purchasing decisions. 
As a brand owner and businessperson, I follow many brands and influencers to learn about their goods and services as well as to get ideas from their posts. On Instagram, "theladyvodka," who is excellent at fashion and styling, is one of my favorites. She has drawn the attention of clothing companies and other product producers due to her particular sense of style, which has caused me to purchase the goods. 
Users can be forced to participate in social media discussions about particular products and services by using hash tags. It also helps with the advertising of the goods by exposing it to millions of consumers and subsequently leading them to your page. 
The social media presence of a business affects consumers' buying behaviours. Whether or not the brand is connected to numerous influencers or clients, it would be difficult to attract potential buyers if the feed lacked consistency in how they offer their goods. Visitors would become followers, who would then become customers, if the brand's feed was informative and reliable (Barker, 2017). 
2.2.4 Level of Exposure of Female Undergraduates to Thrift Wears
Although consumer behavior has been extensively studied, little is known about the market for used clothing. Recent advancements in this discipline are examined in popular magazines and periodicals that often lack academic quality. However, worn clothing has grown in popularity in Western countries over the past 10 years (New Zealand Apparel 2013). 
The Brundtland concept of sustainability states that in order to satisfy the demands of the present generation without endangering those of future generations, consumption of products must take into account social and environmental responsibilities. According to this ideology, when purchasing, using, and disposing of products, consumers must consider ecological and social factors. Second-hand goods and "green" marketing, which encourages alternative consumption, both work to promote sustainability (Cherrier 2012; Chahal 2013; Cervellon et al. 2012; Young and colleagues 2010). 
The feature of seeking individuality in comparison to others through the purchase, usage, and disposal of consumer items is defined by Cervellon, Carey, and Harms (2012) as "the purpose of developing and enhancing one's social and self-image." In an effort to alter this unfavourable situation and enhance their feeling of uniqueness, people who believe their level of uniqueness is insufficient may engage in behaviours like wearing stylish attire. 
While making product selections that are accepted by peers or reference groups, these consumers seek to differentiate themselves from the crowd. By seeking out the unique and forgoing commonly used products, one can demonstrate their need for individuality. By ceasing from acquiring and utilizing commonly used products, this is intended to restore a person's identity (Cervellon et al. Svatosová (2013), Karaatli (2012), and 2002). Consumers with strong status needs will buy products for their social prestige value. These people favor brands that serve as a sign that they are affluent and belong to a powerful group, like luxury goods with recognizable logos. Consumers need to have a specific level of fashion knowledge and connoisseurship to be able to identify an authentic vintage item of excellent quality and rarity (Cervellon et al. (2012); McCormick and Livett (2012); Holmes et al. 2013). When shopping second-hand, vintage clothing can satisfy the desire for status from brands for more frugal shoppers and those who seek distinctiveness in their attire. 


2.1. 5 Perception of  Female Undergraduates on Thrift wears 
Decisions made by customers are significantly influenced by their motivations, perceptions of costs, and social expectations and wishes. A growing eco-consciousness among consumers could have an impact on their purchasing choices.The consumer profile and reasons for buying used clothing are poorly understood.
The thrill of the hunt, however, motivates the majority of purchases (Cervellon et al. 2012). The growth of the second-hand clothes sector has been driven by women. 25% of men and 35% of women, according to study, claim they bought more used goods in 2013 than they did in 2012 (Chahal 2013). Saving money is the main driver behind purchasing used items, especially among buyers between the ages of 18 and 24. When buying a personal purchase, older customers are more inclined to choose making a charitable payment. Women are more likely than men to enjoy getting a deal, supporting a good cause, and promoting eco-friendly lifestyles (Chahal 2013; Cervellon et al. 2012). 
Customers who shop in the second-hand retail sector might perceive a higher likelihood of risk (Gabbott, 1991). It's possible that the clothing was once owned by a smoker, or it could have other qualities that could affect the consumer's choice. According to the literature, price and brand are important factors to consider when making purchases (Gabbott 1991; Koyuncu and Bhattacharya 2004; Gupta and Kim 2010; Jiang 2006). Trust in the quality and dependability of the store will be boosted by prior positive experiences when purchasing used clothing (Gabbott 1991). Because most items in secondhand shops are one-of-a-kind, there is rarely a chance to compare prices.
Abbott 1991.
Due to the fact that these consumers frequently take a variety of moral and environmental considerations into account when making decisions, second-hand shopping introduces new elements to the Mental Accounting Theory (MAT) (Shaw and Newholm 2002; Huang and Kuo 2012; Young et al. 2010; Heiskanen, n.d.). As consumers look for ways to save money, the second-hand clothing market has expanded recently. 
2.1. 6 Factors that influence the purchasing habit of female students.
According to research by Chahal (2013) and Cervellon, Carey, and Harms (2012), price sensitivity is a good indicator of consumers' propensity to buy used goods. In the literature on consumer behavior, frugality has been overlooked as a lifestyle characteristic. According to one definition, the term refers to how much consumers are constrained in their ability to both acquire and creatively use economic goods to meet longer-term objectives.
The term, according to one definition, refers to how much consumers' ability to both acquire and creatively use economic goods to achieve longer-term goals is constrained.
According to Cervellon, Carey, and Harms (2012), thrifty people have a lower materialism and propensity for compulsive buying. This raises the question of how important social influence is in making decisions about purchases. 
In line with the conventional retail industry, time spent on information search is a cost component that influences consumer purchases in the second-hand market. However, online marketplaces for used products (like Amazon and E-Bay) reduce consumer search and transaction costs while also facilitating product exchanges (Ghose 2009). Online resale may be different from brick and mortar second-hand retail since modern technology has altered the scope and scale of the sale of used products and makes it easier for buyers to identify and trade things more effectively (Liao and Chu 2013). In a comparable brick-and-mortar setting, it is less likely that this time and cost savings will be made. 
2.1.7 Concept of Consumer Behavior
According to Palgrave Macmillan (2018), the best-established empirical theoretical explanation for the study of consumer behaviour predicts that "as income increases, consumer demand will increase non-proportionally." However, the similarities in choices made within societies and the disparities in choices made by societies are the primary drivers for studying consumer behaviour as a social phenomena (Baudrillard and Netlibrary, 1998). Consumer behaviour is the term used to describe the interaction between the user and the products or services that are being sold or purchased. These programs or services might be based on a person's or group of people's characteristics, including their emotions, communication, and decision-making. To predict consumer behavior, one needs to understand the complex interplay of variables that this produces. According to Tomczak, Reinecke, and Kuss (2018), the main categories used to classify these variables are economic, psychological, and sociological. Because behaviors that involve actions ultimately cannot occur in a vacuum, it has been discovered that external factors that are independent of an individual also have an impact on consumer behavior. Kotler and Keller (2016) state that cultural, social, and personal factors make up the three (3) main influences on a consumer's purchasing decisions. Because they have the greatest influence and vary the most between locations, cultural factors are particularly intriguing (Usunier and Lee, 2013). 
The benefits of comprehending consumer behaviour may outweigh the costs and complexity of the phenomenon (Frederiks, Stenner, and Hobman, 2015; Testa, Cosic, and Iraldo, 2016). According to Suby (2019), King Kong's rise to the top 100 fastest-growing and most sought-after online marketing agencies in Australia was made possible by their profound understanding of consumer behaviour and marketing; however, they were so overloaded with work commitments that a waiting list of clients existed. Companies will be able to offer customers customized services if they have a better understanding of consumer behavior (Reeves and Knell, 2009). 
According to Salampasis, Paltoglou, and Giachanou (2014), the social media is a good place to look for ongoing consumer behavior monitoring and analysis. Serafinelli (2018) asserts that social media monitoring and mining for insights are defined by three characteristics: consumer behaviour, user-generated content, and viral advertising. As a result, brands have made it a habit to include social media as part of their profitability strategies in business plans (Mangold and Faulds, 2009). Consumer behaviour can potentially produce "expanded business opportunities" as a result of changes brought on by sustainable variables like climate change (Klein, 2015). 
Another dynamic idea is consumer behaviour (Babin, Murray, and Harris, 2018; Baker et al., 1995).Because it is dynamic, consumer behaviour is difficult to model and forecast. A historical comparison of the standard of living of consumers today and consumers 50 years ago will reveal how consumer behaviour has changed over time. Literature has offered numerous explanations for this. This is explained by Babin, Murray, and Harris (2018) by the creation of new products and services, rising income levels, better internet and communications infrastructure, internationalisation, technological developments, big data, changing customer demographics, and economic and technological transformation. According to Ryan and Jones (2010), the fact that more individuals are using technology is changing consumer behaviour due to "the ubiquitous, evocative, and enabling nature of digital technology."
Due to the change in customer behaviour, Manganelli (2015) mentioned financial reasons including income, loan interest rates, etc. The amount of time spent on social media has also been linked to changing customer behaviour, claims Nielsen (2009). 
Analytics may be utilised to understand customer behaviour in real-time despite its complexity and dynamic nature (Kingsnorth, 2016). Because of the complexity of the human mind, consumer behaviour, as its name suggests, is a psychological study that has historically been difficult to understand (Fernie, Moore, and Fernie, 2003). However, there are several models for deriving consumer behaviour that may be found in the literature. In addition, the concept of big data has made it feasible to group consumers according to how they use goods and services, what they buy, and other factors (Volpentesta and Felicetti, 2018b) (Kingsnorth, 2016). Additionally, modelling, forecasting, capturing, comprehending, and influencing consumer behaviour are all currently achievable (Clow, 2013). Artificial intelligence tools like machine learning and deep learning are used to make this happen. Bots can be used to study consumer behaviour, according to Gentsch (2019). This involves integrating chat bots into customer service departments, which can then analyse the discussions to generate market data and customer insights. It is also possible to have chatbots directly communicate with customers. 
2.1. 8 Consumer Instagram Activity. 
Social media has typically been proven in the literature to be a fierce competitor to traditional mass media, given present data and future estimates (Spier, 2017). Additionally, according to Kingsnorth (2016), the rise of social media and the subsequent revolution have changed both online behaviour and consumer behaviour. Given that associations have an effect on consumer behaviour as well, this is not difficult to comprehend (Walden, 2017). Due to social media's demands, internet consumption, speed, and user expectations have all increased and are still increasing.Any social media strategy for brands must take into account the consumer's perspective, especially in light of the fact that third-party sources are increasingly producing content about them and their products (Serafinelli, 2018). This implies that social media's importance to marketing will only increase. Social media will therefore continue to have more of an impact on consumer behaviour. In contrast to brand awareness, brand equity, and brand loyalty, a 2018 study by Apriyani, Isdayanti, and Usman found that social media advertising, particularly Instagram promotion, had the largest impact on customer purchase decisions. According to Kotler, Pfoertsch, and Michi (2006), social media influencers might affect customers' buying decisions. Because of this, a regular individual with enough social capital can now have a big impact on a brand through their social media profiles. The impact need not be founded on verifiable facts and may have either positive or negative effects on the brand. 
Stephen (2016) asserts that social media is now serving a number of different new functions for customers, including product search, purchase, consumption, and a platform for communication and exchanging experiences with other social media users. This demonstrates how social media may be used to cover the whole customer buying process. Over time, this vertical integration of sort will certainly lead to greater efficiency due to the strong data culture among social media designers. Naturally, as a result of this, more new customers will support firms on social media, and existing customers will spend more time in front of screens.A examination of the literature on social media marketing and digital marketing revealed the following five themes: advertising, mobile technology, the effects of digital environments, and online word of mouth (Stephen, 2016). The scope of this literature evaluation is in line with how digital surroundings have an impact. According to research by Lamberton, Naylor, and Haws (2013), consumers reacted violently to interpersonal dissimilarity when it came to environmental repercussions. Additionally, it was found that when exposed to one another on Facebook, friends had lower than normal levels of self-control to make better decisions (Wilcox and Stephen, 2013). By exposing people to strangers' perspectives via social media, Lamberton, Naylor, and Haws (2013), Norton, Lamberton, and Naylor (2013), and Stephen (2016) claim that people can learn from others.
2.1.9 Instagram Advertising
Advertising is a planned process of raising consumer awareness and bolstering their commitment to a brand, an individual, or a concept through persuasion through the media on the part of a designated sponsor. Social media networks including Facebook, Instagram, LinkedIn, and Twitter are used for social media advertising. The practise of promoting goods and services on social media platforms is known as social media marketing, sometimes known as social media advertising (Olotewo, 2016). (2008), p. 19) summarises it nicely as follows: Social media marketing is a form of online advertising that leverages the cultural context of online social communities, such as social networks (such as Facebook, MySpace, YouTube, and virtual worlds like Second Life, etc. There and Kaneva), social news websites (such as Diggs as well as Del. websites like icio.us), and social opinion-sharing networks (such as Epinions), to achieve branding and communication goals. 
Instead of using more traditional marketing channels like television, radio, and print media, it uses online communities and social networks. In order to increase awareness and draw attention from both potential and current customers, social media marketing involves creating interesting content for a variety of social media platforms (Olotewo, 2016).
2.1.10 Benefits of Instagram Advertising. 
The benefits inherent in employing social media advertising for businesses can be summarised under the following points;. 
Cost-effective: Social media provides a platform for businesses to advertise at any budget, even for free, in contrast to traditional media, where advertising costs nearly an arm and a leg. Okoro, Adibe, and Chibuwe (2013) assert that the participative, interactive, and economical characteristics of social media have significantly improved human communication. When compared to other kinds of promotion, social media marketing has comparatively low financial barriers, according to both Nadaraja and Yazdanifard (n.d.p.4).
Strong Customer Relationship: Social media also gives you the chance to use social listening to learn important information about your customers' interests and behavior. To see what people actually think of your company, for instance, you can watch user comments (DeMers; 2014). Brands can behave like real people on social media, which is crucial because customers prefer to transact with other people rather than with businesses (DeMers; 2014). It aids in the development of the "Know, Like, and Trust" factor for brands. 
Highly targeted: Compared to traditional media, social media advertising is more focused. On Facebook, for instance, you may define the age, interests, income level or occupation, membership in a particular religion, gender, marital status, and even geography of your target audience. Following this, Facebook replicates these parameters and directs your adverts to those who match the profile. Ads on websites like Facebook are "geo-targeted" utilising a set of criteria in order to reach the proper audience.
Greater Audience: Locally, regionally, nationally, or even internationally, social media marketing can help businesses connect with a bigger audience. Physical barriers do not exist in social media for business. Using social media advertising, a business may position itself strategically to attract clients anywhere in the world. because the internet has made the globe a "global village," fulfilling the McLuhanian prophecy. 
2.1.11 Challenges of Instagram Advertising
There are always two sides to a story, and while the medium certainly has many benefits and business opportunities, it also has some drawbacks, albeit manageable ones. In line with Nadaraja and Yazdanifard's (n.d.)
Due to the interactive nature of social media, creating fruitful two-way dialogues requires time and effort. Marketing has taken on a new form as a result of the focus on building long-lasting connections that could result in increased sales in social networks. According to Barefoot and Szabo (2010), someone should be in charge of keeping an eye on each network, answering questions and comments, and posting details about items that users could find useful. Without a service to manage these social networks, businesses will struggle to compete. 
Trademark Issues and Copyright: When utilising social media to promote their brands and products, businesses should protect their own copyrights and trademarks, according to Steinman and Hawkins (2010). It's common for brands and other types of intellectual property to be virtually as valuable as the goods or services a firm provides. Ad hoc and unplanned communication made available by social media, frequently in real time, can assist businesses in distributing copyrighted content and promoting their brands, but it can also make it easier for third parties to violate a company's trademarks and copyrights (Steinman and Hawkins, 2010). Marketers need to constantly monitor how their trademarks and copyrights are being utilised, whether they're utilising their own social media platforms or a third-party site. When promoting a company, its goods, or its services on social media, worries about security, privacy, and trust may surface. To reduce their exposure to legal liability for the gathering, using, and maintenance of personal data, businesses must be aware of these risks and implement the necessary security measures. 
One social media feature that has the potential to be very damaging to marketing campaigns is negative post reactions. According to Cheung, Lee, and Thadani (2009), marketing professionals have little control over the dissemination of insulting or derogatory photos, posts, or videos created by enraged customers or competitive companies. But it's impossible to ignore criticism or other unproductive remarks. It takes longer since effective management of social media platforms is required to respond promptly and delete inflammatory posts. 
Instagram advertising difficulties. 
There are always two sides to a story, and while the medium certainly has many benefits and business opportunities, it also has some drawbacks, albeit manageable ones. In line with Nadaraja and Yazdanifard's (n.d.).
2.2 Review of Empirical Studies.
Kyle and Michael (2020) carried out a study to clarify why entrepreneurs, other professionals, and the workforce need to realise the consequences of effective social media usage plays a key role in the success of the organisation. It is obvious that business owners are aware of how to use social media to boost marketing and raise advertising in line with the current situation of the economy and to make adjustments to the continuing changes in marketing techniques. 
The findings of a study on electronic word of mouth by Shu and Yoojung (2021) confirm its veracity and provide information on its positive influence on users' behavior as well as less negative repercussions (Chu & Kim, 2011). 
Iryna and Anthony's 2019 study examines how social media usage is changing and how SMEs are using it to market their products. Additionally, it classifies repeating patterns into a taxonomy of strategic styles that are important for new marketing gimmicks and trends from a management perspective. 
Zeljka's (2018) study's main objective is to comprehend why users of social media sites avoid adverts. It was determined that, for the most part, users of online social systems don't care about advertisements and essentially pay them no attention. Other elements present in online social networks lessen the promotions' engaging potential. The respondents went on to say that it had been found that brand recognition in online social networks was much lower than it was in other media channels. 
In order to gather data for Praavisha and Krishna's (2022) study on the influence of social media on young people's shopping behaviours in South Africa, 150 students were surveyed. The evidence suggests that young people are less interested in traditional purchase behaviours and more interested in modern social media shopping, which also results in decreased time utilisation. 
The study by Le et al. (2018) examines how online pop-up ads affect social media users' shopping decisions and comes to the conclusion that these ads are ineffectual and barely affect customers. 
Elisabeta and Ivona (2021) did study on the various ways that technology empowers consumers to learn about items, identify them, and critique them.  As a result, many businesses now have social media pages to complement the information held about the items that customers have contributed. Customers tend to relate to a business more after reading through various audits. 
Henry and Abednego (2019) conducted research to comprehend the variations in customers' attitudes towards social media marketing, their behavioural responses, and the moderating effect of business reputation. Social media marketing is gaining more attention from academics and professionals. The results show a strong correlation between consumer behaviour and attitudes towards social media advertisements. 
According to Dwivedi's (2018) study, social media has recently come to be recognised as an incredibly successful route of communication in these cutting-edge days of digital living. It has been positioned on a platform over several streams to encourage cooperative contact between institutions, communities, gatherings, and social orders. 
Otugo, Uzuegbunam, and Obikeze (2021) note in their study titled "Social media advertising/marketing: A study of awareness, attitude, and responsiveness by Nigerian youths" that the introduction of social media has resulted in a paradigmatic shift in the way that advertisers and marketers advertise their products and services. The report claims that social media advertising is still in its early stages. Facebook is recognised as the most well-liked platform by both consumers and advertisers. According to the report, young people are quite conscious of social media advertising, especially on Facebook. It also came to the conclusion that there are some issues with regard to how well consumers pay attention to and interact with the advertisements for products. It advises social media marketers to make their ads more assertive, attention-grabbing, descriptive, brief, and clear, as well as more visible and strategically placed. 
In their 2020 study, "An Assessment of the Use of Social Media as Advertising Vehicles in Nigeria: A Study of Facebook and Twitter," Nyekwere, Nnanyelugo, and Azubuike found that social media websites like Facebook and Twitter are efficient instruments for modern marketing and communication. The study found that 70% of commercial organisations in Nigeria communicate with their customers via social media. 35 percent of the companies questioned said they had success with social media advertising. They urged more Nigerian businesses to advertise on social media since it may help them reach their target audience. 
According to Thirushen (2022)'s study, "The Effectiveness of Advertising through Social Media in Gauteng," social media advertising has largely replaced traditional forms of promotion for businesses on websites like YouTube, Facebook, Twitter, and others. Social media marketing is becoming more and more well-liked among companies as a result of its potential to encourage brand engagement with clients on a more personal level. After surveying 189 people, the researcher discovered that brand engagement, brand attitude, brand image, and consumer engagement all affect the success of social media marketing, particularly on Facebook. According to a 2017 study by Adegbuyi, Akinyele, and Akinyele titled "Effects of Social Media Marketing on Small Scale Business Performance in Ota-metropolis, Nigeria," social media allows businesses the opportunity to interact with their clients on a number of levels, including directly. It also states that while using social media for marketing, a business should initially focus on building relationships with its clients. 
In his paper "Social media marketing in emerging markets," Olotewo (2016) attributed the emergence of social media marketing to its different methods of extending client reach. Using the survey methodology, the researcher found that social media involvement has a favourable impact on brand success in emerging economies.
Additionally, Facebook is a well-known social media platform used by businesses in developing nations, but its adoption rate is still low given the proportion of businesses with social media departments or teams. Another finding is that social media advertising is flourishing in developing nations. 
Features and tools on Instagram that are designed specifically for businesses are effective for accounts to use and apply creativity to the fullest extent. Customers can access contact information and stay informed about the company's goods and services through its app (LAPINA, 2009). 
Additionally, this tool is crucial because it aids companies and brands in monitoring the efficacy of their marketing strategies and assisting in the correction of any shortcomings. Isaac (2016) claims that "Instagram boasts more than 500 million users, making the Facebook-owned social platform a marketing must-have for small businesses that want to engage customers and increase brand awareness." 
Joe Kennedy, head of contemporary art in London, advised using Instagram as a visual mood board for your brand as a way to increase brand awareness. Before you start thinking about how you might utilise the platform to promote product information and drive sales, keep in mind that you are developing a visual identity for your firm, he recommends (Isaac, 2016). 
The importance of visuals in feeds should be kept in mind when creating a business's identity and increasing brand recognition. The audience receives a message from the material presented, and you are what you publish. What you say matters a lot. Find a strategy that works for you and your brand, then stay with it. Consistency is key when creating content and attracting clients. 
2.3 Theoretical Framework
2.3. 1 Consumer Buyer Behavior Theory.
The process by which customers identify their wants, look for solutions to satisfy those needs, and make purchasing decisions is known as consumer behaviour. In order to successfully purchase the desired product, the technique can also be described as gathering, interpreting, developing plans, and carrying them out (Lars Perner, 2013). The psychology of the consumer has a significant impact on their behavioural approach, claims Vainikka (2015). 
The theory of consumer behaviour and decision-making was first developed by Howard in 1963, and it was further enhanced in 1969. What is now known as the theory of consumer behaviour is the result of this evolution. It offers details on the psychological, social, and market elements that influence customers' purchasing choices. 
Consumer behaviour study has shown that a number of factors might affect a customer's decision to buy a product. It makes the erroneous assumption that consumers act thoughtfully out of pure self-interest. Only the act of making a purchase is included under the theory (BAY, 2003). 
To make purchases, customers must engage with sources, settings, and different buyers and sellers in order to gather information.

2.3.2 Uses and Gratification Theory.
According to Wimmer and Dominick (2017), research into the purposes for which audiences engaged in various media behaviors and the kinds of content that satisfied their social and psychological needs peaked in the 1940s. At that time, uses and gratifications were thought to have first emerged. The idea contends that because the recipient selects, attends to, perceives, and retains media messages depending on individual wants, beliefs, etc., the recipient actively influences the process of effect. Folarin (2010) asserted that because the theory's focus is on who utilises what content, from what media, under what circumstances, and for what reasons, the subject of effect is now more or less ancillary to the analysis in question. An individual has some communication needs, chooses the media that seem to be most likely to meet those needs, consumes the content selectively, and an effect may or may not take place (Kunczik, 1988). The theory's primary flaw is that needs are simply listed without being properly operationalized. 
Relevance of Uses and Gratification Theory
It is impossible to overstate the relevance of the uses and gratification theory to this study because, according to the theory, audiences select the media platforms that best meet their needs, and if the media content has any influence on that audience's behavior, it is at their discretion. With the help of this theory, the researcher will be better able to comprehend the long-term impact of thrift wearr Instagram sponsored posts on the purchasing habit of female undergraduates in GOUNI. 
2.4 Summary of Reviewed Literature. 
The concept of Instagram, the history of Instagram, the function of Instagram in advertising, the concept of consumer behavior, consumer behavior on social media, social media advertising, the advantages of social media advertising, and the challenges of social media advertising were reviewed in this study. 
The study also went over the literature of related studies on the impact of sponsored Instagram posts for budget clothing on female undergraduates at GOUNI. Seventeen (17) related literatures were reviewed for the study. The study applies two theories, namely Wimmer and Dominick's "uses and gratification theory" and the theory of consumer buying  behavior. 
2.5 Gap in literature
The study scope selection is what led to the observed gap in the literature. The majority of the literature examined focused on Nigeria and both genders as a study case, making it challenging to arrive at a direct conclusion. This study will focus only on female undergraduates, who are the main consumers of thrift wears, in order to close the observed gap.
.











CHAPTER THREE
METHODOLOGY
3.1 Research Design
The research design for this study used descriptive and survey research methodologies. The overall strategy you decide upon for integrating the numerous study components in a cogent and logical manner, so ensuring you will successfully address the research topic, is known as the research design (Kigette, 2018).The goal of this study is to determine how Instagram sponsored posts affect the purchasing behavior of female undergraduates at Godfrey Okoye. The researcher thought survey research would be a good way to carry out this study. 
The data from survey research is analyzed using multi-variant statistics, which gives the researcher an accurate description of the respondents' opinions. The information was gathered in-person using a well-crafted questionnaire with a fLikert scale with five possible responses, from "Strongly agree" to "Strongly disagree”. The most recent version of SPSS, a popular program for the statistical data analysis, was used for the analyses in order to draw conclusions that were useful. 
To gather information from the population, a multi-stage sampling technique was used. In order to make sure that the respondents fully understood the questions, the researcher personally distributed copies of the questionnaire and remained present while it was being filled out.
3.2 Population of the Study
The target population must possess some traits that can be seen if the researcher is to generalise the study's findings to this population. Population is defined as the entire collection of elements about which we wish to draw conclusions (Schuller, 2018). This study focuses on the female students of Godfrey Okoye University who reside in the hostel; the population is 1062. This was derived from administration office Godfrey Okoye University on May 30th 2023. Below is the population distribution.
	S/N
	Female Hostels
	POPULATION 

	1
	Sacred Heart Hostel
	454

	2
	Andy Young Hostel
	200

	3
	Bishop Onaga Hostel
	120

	4
	All Saints Hostel 
	48

	5
	Regina Hostel 
	25

	7
	Prof. Sister Gloria Njoku Hostel
	40

	8
	St. Bridget Hostel 
	150

	9
	Lilian Charles Hostel
	25

	TOTAL
	
	1062



3.3	Sample Size 
The study used a 282 person sample size. The Wimmer and Dominick online sample size calculator was used by the researchers to arrive at this conclusion. The researcher used a population size of 1062, an error margin of 5%, and a confidence level of 95%. 
[image: ]

3.4	Sampling Technique 
For the investigation, a multi-stage sampling technique was used. It occurred in two stages, the first was cluster sampling where the research grouped the population into the nine clusters, with each cluster representing one female hostels in GOUNI. 
At the second stage, the researcher distributed copies of the questionnaire to each of the cluster using purposive sampling technique. To ensure that copies of the questionnaire was proportionally distributed to each of the nine clusters, the research used the proportional distribution formula; sample size divided by population multiply by cluster size. 
The table 2 shows a distribution of questionnaire for each cluster 
Table 2
	S/N
	Clusters
	Number of questionnaire 

	1
	Sacred Heart Hostel
	120

	2
	Andy Young Hostel
	53

	3
	Bishop Onaga Hostel
	32

	4
	All Saints Hostel 
	13

	5
	Regina Hostel 
	7 

	7
	Prof. Sister Gloria Njoku Hostel
	11

	8
	St. Bridget Hostel 
	40

	9
	Lilian Charles Hostel
	6

	TOTAL
	
	282



3.5	Description of Research Instrument 
The study's questionnaire was divided into two pieces, the first of which contained the respondents' biographical information, including their occupation, gender, age range, and level of education. The second phase included fifteen questions on a likert scale of agree, disagree, strongly agree, strongly disagree, and can't say that sought demographic information. Closed questions were used by the researcher.
3.6	 Validity of Instrument
Validation involves collecting and analyzing data to check the accuracy of the instrument. The questionnaire will be  given to two experts, one is a lecturer of mass communication department in Godfrey Okoye University in person of Mr. Nzekwe Nnamdi and the other is Dr Mrs Eze Adaobi from Psychology department to evaluate whether the questionnaire effectively captures the topic under investigation and secondly, the researcher conducted a pilot test of the instrument on smaller representation of the population. 
3.7 Reliability of the Instrument
Pilot testing was utilized to determine the instrument's dependability. At Godfrey Okoye University's mass communication department, the questionnaire was given to 20 respondents. The instrument's reliability was calculated using the findings from an analysis of their response.
3.8 Method of Data Collection
The respondents were given all 282 copies of the questionnaire by the researcher in the Godfrey Okoye University female hostels. Due to the fact that the study was empirical, the researcher decided that the primary method of data collection was most appropriate. As a result, the researcher distributed and collected the structured questionnaire, which provided the information required for the study. Face-to-face administration of the questionnaire resulted in the retrieval of 282 copies, while 10 copies contained incorrect answers. 
3.9 Method of Data Analysis
To present and analyze the data, the researcher used tables and straightforward percentages. To make the meaning of the data in the table clearer, a simple descriptive analysis was used


CHAPTER FOUR
PRESENTATION AND ANALYSIS OF DATA
The researcher presented, looked at, and analysed the data gathered during this investigation in this chapter. The data was analysed, the results were presented in tables, and ultimately, the ramifications of the findings were addressed in order to support or refute the research question and to achieve the study's purpose. 
Data Presentation and Analysis
The evaluation of the questionnaire items that were developed to address the study's research topics was the main focus of this part. 
4.2 Presentation of Base Data 
In this section, data on survey responses as well as socioeconomic characteristics of respondents were presented. 
Table 1
	S/N
	Number Of Questionnaire Distributed
	Number Of Questonnaire Returned
	Percentatage Of Returned Questionnaire

	Total
	282
	272
	96.45%


Source: Researchers Survey Result 

4.2.1 Analysis of Demographic Data
The demographic data focuses on the analysis of the influence of thrift wear instagram sponsored posts on the purchasing habit of GOUNI female undergraduates living in the hostel. The result indicates that out of 282 copies of the questionnaire distributed, 272 were correctly filled and returned whereas 10 were mutilated or unreturned. The researcher worked with the 272 valid questionnaire returned.   
Table 1
	Distribution based on Hostel

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Sacred Heart Hostel
	120
	44.1
	44.1
	44.1

	
	Andy Young Hostel
	53
	19.5
	19.5
	63.6

	
	Bishop Onaga Hostel
	33
	12.1
	12.1
	75.7

	
	All Saints Hostel
	12
	4.4
	4.4
	80.1

	
	Regina Hostel
	7
	2.6
	2.6
	82.7

	
	Prof. Sister Gloria Njoku Hostel
	11
	4.0
	4.0
	86.8

	
	St. Bridget Hostel
	30
	11.0
	11.0
	97.8

	
	Lilian Charles Hostel
	6
	2.2
	2.2
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023 [SPSS COMPUTATION]
According to Table 1, 120(44.1%) of the respondents lives in sacred heart hostel, 53(19.5%) of the respondents lives in Andy Young Hostel, 33(12.1%) of the respondents lives in Bishop Onaga hostel, 12(4.4%) of the respondents lives in All Saints Hostel, 7(2.6%) of the respondents lives in Regina Hostel, 11(4.0%) of the respondents lives in Prof. Sister Gloria Njoku hostel, 30(11.0%) of the respondents lives in St. Bridget Hostel, while 6(2.2%) of the respondents lives in Lilian Charles hostel. Hence, the study concludes that majority of the respondents lives in Sacred Heart Hostel 







Table 2
	Age distribution of the respondents

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	12-15Years
	149
	54.8
	54.8
	54.8

	
	16-19Years
	55
	20.2
	20.2
	75.0

	
	20-23Years
	33
	12.1
	12.1
	87.1

	
	24-27Years
	17
	6.3
	6.3
	93.4

	
	28 and above
	18
	6.6
	6.6
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023 [SPSS COMPUTATION
Table 2 indicates that 149 respondents, or 54.8% of the sample, are in the 12–15 year age group, 55 respondents, or 20.2%, are in the 16–19 year group, 33 respondents, or 12.1%, are in the 20–23 year group, and 17 respondents, or 6.3%, are in the 24–27 year group. 18 respondents, or 6.6%, belong to the 28 and older age group. The researcher concludes that majority of the respondents falls within the age category of 12-15years.
Analyses of the first research question
To what extent are female undergraduates of Godfrey Okoye University exposed to thrift wear Instagram Sponsored Post?	
Table 4	
	Female undergraduates are well exposed to thrift wears on Instagram and other social networking site.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	109
	40.1
	40.1
	40.1

	
	Agree
	96
	35.3
	35.3
	75.4

	
	Disagree
	26
	9.6
	9.6
	84.9

	
	Strongly disagree
	41
	15.1
	15.1
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023  [SPSS COMPUTATION
We can infer that female undergraduates are well exposed to thrift wears on Instagram and other social networking sites based on the results of the descriptive statistics above, which show that 109 (40.1%) of the respondents affirm strongly agree, 96 (35.3%) of the respondents affirm agree, 26 (9.6%) of the respondents affirm disagree, and 41 (15.1%) of the respondents affirm strongly disagree.

Table 5
	Thrift wears are constantly being posted in Instagram page for female undergraduates to see and make selections.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	117
	43.0
	43.0
	43.0

	
	Agree
	96
	35.3
	35.3
	78.3

	
	Disagree
	24
	8.8
	8.8
	87.1

	
	Strongly disagree
	35
	12.9
	12.9
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023  [SPSS COMPUTATION
From the results of the descriptive statistics above, 117(43.0%) of the respondents affirms strongly agree, 96(35.3%) of the respondents affirms agree, 24(8.8%) of the respondents affirms disagree, whereas 35(12.9%) of the respondents affirms strongly disagree, hence we conclude that Thrift wears are constantly being posted in Instagram page for female undergraduates to see and make selections.






Table 6
	Thrift wears are the major advert of Instagram users to female undergraduates

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	107
	39.3
	39.3
	39.3

	
	Agree
	104
	38.2
	38.2
	77.6

	
	Disagree
	26
	9.6
	9.6
	87.1

	
	Strongly disagree
	35
	12.9
	12.9
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023  [SPSS COMPUTATION
From the results of the descriptive statistics above, 107(39.3%) of the respondents affirms strongly agree, 104(38.2%) of the respondents affirms agree, 26(9.6%) of the respondents affirms disagree, whereas 35(12.9%) of the respondents affirms strongly disagree, hence we conclude that thrift wears are the major advert of Instagram users to female undergraduates
Table 7
	The level of exposure of thrift wears to female undergraduates is very high and significant.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	98
	36.0
	36.0
	36.0

	
	Agree
	115
	42.3
	42.3
	78.3

	
	Disagree
	24
	8.8
	8.8
	87.1

	
	Strongly disagree
	35
	12.9
	12.9
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023  [SPSS COMPUTATION
Inferring from the results of the aforementioned descriptive statistics that 98 (36.0%) of the respondents strongly agree, 115 (42.3%) of the respondents agree, 24 (8.8%) of the respondents disagree, while 35 (12.9%) of the respondents strongly disagree, we can say that female undergraduates are significantly and highly exposed to thrift store clothing.

Analyses of the Second research question
How do female undergraduates of Godfrey Okoye University perceive thrift wear  Sponsored Posts?
Table 8
	Female undergraduate of Godfrey Okoye University see that as a rare opportunity to make best selection at a low cost.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	106
	39.0
	39.0
	39.0

	
	Agree
	105
	38.6
	38.6
	77.6

	
	Disagree
	27
	9.9
	9.9
	87.5

	
	Strongly disagree
	34
	12.5
	12.5
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023  [SPSS COMPUTATION
We can conclude that female undergraduates at Godfrey Okoye University see this as a rare opportunity to make the best choice at a low cost based on the results of the descriptive statistics above, which show that 106 (39.0%) of respondents strongly agree, 105 (38.6%) of respondents agree, 27 (9.9%) of respondents disagree, and 34 (12.5%) of respondents strongly disagree.
Table 9
	Female undergraduate of Godfrey Okoye University see that as a means to make new deals with new brands of cloths.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	123
	45.2
	45.2
	45.2

	
	Agree
	91
	33.5
	33.5
	78.7

	
	Disagree
	23
	8.5
	8.5
	87.1

	
	Strongly disagree
	35
	12.9
	12.9
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023  [SPSS COMPUTATION
From the results of the descriptive statistics above, 123(45.2%) of the respondents affirms strongly agree, 91(33.5%) of the respondents affirms agree, 23(8.5%) of the respondents affirms disagree, whereas 35(12.9%) of the respondents affirms strongly disagree, hence we conclude that Female undergraduate of Godfrey Okoye University see that as a means to make new deals with new brands of cloths.
Table 10
	Female undergraduate of Godfrey Okoye University see that as new way to scam them of their hard earned money

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	109
	40.1
	40.1
	40.1

	
	Agree
	96
	35.3
	35.3
	75.4

	
	Disagree
	26
	9.6
	9.6
	84.9

	
	Strongly disagree
	41
	15.1
	15.1
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023  [SPSS COMPUTATION
From the results of the descriptive statistics above, 109(40.1%) of the respondents affirms strongly agree, 96(35.3%) of the respondents affirms agree, 26(9.6%) of the respondents affirms disagree, whereas 41(5.1%) of the respondents affirms strongly disagree, hence we conclude that Female undergraduate of Godfrey Okoye University see that as new way to scam them of their hard earned money







Table 11
	Female undergraduate of Godfrey Okoye University see thrift wear Instagram post as an inferior materials that has faded and out of fashion.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	114
	41.9
	41.9
	41.9

	
	Agree
	91
	33.5
	33.5
	75.4

	
	Disagree
	31
	11.4
	11.4
	86.8

	
	Strongly disagree
	36
	13.2
	13.2
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023  [SPSS COMPUTATION
From the results of the descriptive statistics above, 114(41.9%) of the respondents affirms strongly agree, 91(33.5%) of the respondents affirms agree, 31(11.4%) of the respondents affirms disagree, whereas 36(13.2%) of the respondents affirms strongly disagree, hence we conclude that female undergraduate of Godfrey Okoye University see thrift wear Instagram post as an inferior materials that has faded and out of fashion.
Analyses of the Third Research Question
To what extent does thrift wear sponsored posts influence the purchasing habit GOUNI female undergraduates?
Table 12
	Thrift wear sponsored Instagram post influences the purchasing habit of GOUNI

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	119
	43.8
	43.8
	43.8

	
	Agree
	92
	33.8
	33.8
	77.6

	
	Disagree
	28
	10.3
	10.3
	87.9

	
	Strongly disagree
	33
	12.1
	12.1
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023  [SPSS COMPUTATION
According to the results of the aforementioned descriptive statistics, 119 (43.8%) of the respondents strongly agree, 92 (33.8%) agree, 28 (10.3%) disagree, and 33 (12.1%) strongly disagree, so we can infer that a sponsored Instagram post for thrift wear has an impact on the buying behaviour of GOUNI.
Table 13
	Thrift wear Instagram post increases the demand of female students towards making a new order

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	95
	34.9
	34.9
	34.9

	
	Agree
	110
	40.4
	40.4
	75.4

	
	Disagree
	21
	7.7
	7.7
	83.1

	
	Strongly disagree
	46
	16.9
	16.9
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023  [SPSS COMPUTATION
From the results of the descriptive statistics above, 95(34.9%) of the respondents affirms strongly agree, 110(40.4%) of the respondents affirms agree, 21(7.7%) of the respondents affirms disagree, whereas 46(16.9%) of the respondents affirms strongly disagree, hence we conclude that thrift wear Instagram post increases the demand of female students towards making a new order.
Table 14
	Thrift wear sponsored Instagram post enhances the knowledge of the female undergraduates towards knowing the new cloths available

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	109
	40.1
	40.1
	40.1

	
	Agree
	96
	35.3
	35.3
	75.4

	
	Disagree
	26
	9.6
	9.6
	84.9

	
	Strongly disagree
	41
	15.1
	15.1
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023  [SPSS COMPUTATION
From the results of the descriptive statistics above, 109(40.1%) of the respondents affirms strongly agree, 96(35.3%) of the respondents affirms agree, 26(9.6%) of the respondents affirms disagree, whereas 41(15.1%) of the respondents affirms strongly disagree, hence we conclude that thrift wear sponsored Instagram post enhances the knowledge of the female undergraduates towards knowing the new cloths available
Table 15
	It promotes guided decision of the intended buyer of the product.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	113
	41.5
	41.5
	41.5

	
	Agree
	96
	35.3
	35.3
	76.8

	
	Disagree
	29
	10.7
	10.7
	87.5

	
	Strongly disagree
	34
	12.5
	12.5
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023  [SPSS COMPUTATION
From the results of the descriptive statistics above, 113(41.5%) of the respondents affirms strongly agree, 96(35.3%) of the respondents affirms agree, 26(10.7%) of the respondents affirms disagree, whereas 34(12.5%) of the respondents affirms strongly disagree, hence we conclude that it promotes guided decision of the intended buyer of the product.






Analyses of the Fourth Research Question
What other factors influence the purchasing habits of female undergraduates of Godfrey Okoye University?
Table 16
	The price of the product is one of the factors that influences the purchasing habits of female undergraduates of Godfrey Okoye.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	117
	43.0
	43.0
	43.0

	
	Agree
	90
	33.1
	33.1
	76.1

	
	Disagree
	31
	11.4
	11.4
	87.5

	
	Strongly disagree
	34
	12.5
	12.5
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023  [SPSS COMPUTATION
Inferring from the results of the aforementioned descriptive statistics that 117 respondents (43.0%) strongly agree, 90 respondents (33.1%) agree, 31 respondents (11.4%) disagree, and 34 respondents (12.5%) strongly disagree, we can infer that one of the factors influencing the purchasing behaviour of Godfrey Okoye female undergraduates is the price of the product.







Table 17
	The nature of the product is one of the factors that influences the purchasing habits of female undergraduates of Godfrey Okoye.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	118
	43.4
	43.4
	43.4

	
	Agree
	92
	33.8
	33.8
	77.2

	
	Disagree
	29
	10.7
	10.7
	87.9

	
	Strongly disagree
	33
	12.1
	12.1
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023  [SPSS COMPUTATION

From the results of the descriptive statistics above, 118 (43.4%) of the respondents affirms strongly agree, 92(33.8%) of the respondents affirms agree, 29(10.7%) of the respondents affirms disagree, whereas 33(12.1%) of the respondents affirms strongly disagree, hence we conclude that the nature of the product is one of the factors that influences the purchasing habits of female undergraduates of Godfrey Okoye.
Table 18
	The nature of the instagram advert is one of  factors that influences the purchasing habits of female undergraduates of Godfrey Okoye

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	122
	44.9
	44.9
	44.9

	
	Agree
	96
	35.3
	35.3
	80.1

	
	Disagree
	26
	9.6
	9.6
	89.7

	
	Strongly disagree
	28
	10.3
	10.3
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023  [SPSS COMPUTATION
From the results of the descriptive statistics above, 122 (44.9%) of the respondents affirms strongly agree, 96(35.3%) of the respondents affirms agree, 26(9.6%) of the respondents affirms disagree, whereas 28(10.3%) of the respondents affirms strongly disagree, hence we conclude that the nature of the instagram advert is one of  factors that influences the purchasing habits of female undergraduates of Godfrey Okoye
Table 19
	The quality of the product is one of the factors that influences the purchasing habits of female undergraduates of Godfrey okoye University students.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	112
	41.2
	41.2
	41.2

	
	Agree
	97
	35.7
	35.7
	76.8

	
	Disagree
	25
	9.2
	9.2
	86.0

	
	Strongly disagree
	38
	14.0
	14.0
	100.0

	
	Total
	272
	100.0
	100.0
	


Source: Field survey 2023  [SPSS COMPUTATION










From the results of the descriptive statistics above, 112 (41.2%) of the respondents affirms strongly agree, 97(35.7%) of the respondents affirms agree, 25(9.2%) of the respondents affirms disagree, whereas 38(14.0%) of the respondents affirms strongly disagree, hence we conclude that The quality of the product is one of the factors that influences the purchasing habits of female undergraduates of Godfrey okoye University students.
4.3 Discussion of Results
The result of the study which aimed at examining the influence of thrift wear instagram sponsored posts on the purchasing habit of GOUNI undergraduates were analysed as follows:
Research Question One: From the result of the first research question, it was gotten that 81 percent of Female undergraduates in GOUNI are well exposed to thrift wears on Instagram and other social networking site; Thrift wears are constantly being posted in Instagram page for female undergraduates to see and make selections; Thrift wears are the major advert of Instagram users to female undergraduates; The level of exposure of thrift wears to female undergraduates is very high and significant. The study's conclusions are consistent with those of Kyle and Michael (2020), who conducted research on why businesspeople, other professionals, and the workforce need to grasp how social media usage can have a significant impact on a company's performance. It is evident that business owners understand how to use social media to improve advertising and boost marketing in line with the current situation of the economy and to adjust to the ongoing changes in marketing strategies.
Research Question Two: The result of the second research question indicates that, Female undergraduate of  Godfrey Okoye University see that as a rare opportunity to make best selection at a low cost;  Female  undergraduate  of  Godfrey  Okoye  University  see  that  as  a  means  to  make new  deals  with  new  brands  of  cloths;  Female  undergraduate  of  Godfrey  Okoye  University  see  that  as  new  way  to  scam  them  of  their  hard  earned  money;  Female 














undergraduate of Godfrey Okoye University see thrift wear Instagram post as an inferior materials that has faded and out of fashion. The study's findings are consistent with those of Elisabeta and Ivona (2021), who conducted research on how technology offers customers the power to analyse things, name them, criticise them to a greater or lesser extent, and more. As a result, a lot of businesses today have social media pages to complement the information held on things provided by customers, who tend to identify with a business more after reading through several audits.
Research Question Three: Also, the result of the instruments in the third research questions indicates that thrift wear sponsored Instagram post influences the purchasing habit of GOUNI; Thrift wear Instagram post increases the demand of female students towards making a new order; Thrift wear sponsored Instagram post enhances the knowledge of 77 percent female undergraduates towards knowing the new cloths available; It promotes guided decision of the intended buyer of the product. The study's findings are consistent with those of Henry and Abednego (2019), who conducted research to determine the variations in consumer attitudes towards social media marketing, their behavioural responses, and the moderating impact of business reputation. Researchers and practitioners are becoming more interested in social media advertising. The findings demonstrate that there is a fundamental link between consumers' attitudes about social media advertisements and their behaviours.
Research Question Four: According to the answer to the fourth research question, 77 percent of other factors can affect the purchasing behavior of female undergraduates at GOUNI. One of the factors influencing the buying behavior of female undergraduates at Godfrey Okoye is the product's price. Other factors include the product's nature, the nature of the Instagram advertisement, and the product's quality. The study's findings are consistent with Dwivedi's (2018) work. The study discusses social media as a relatively recent phenomenon that has gained widespread recognition as a highly effective channel of communication in these cutting-edge times of digital living. It has been placed on a platform with access to various streams to promote participatory interaction between organizations, groups, social orders, associations, groups of consumers, communities, and gatherings. 











CHAPTER FIVE
SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS
5.1 Summary of Findings 
The study attempted to examine the influence of thrift wear instagram sponsored posts on the purchasing habits of GOUNI female undergraduates.
From the result of the first research question, it was gotten that Female undergraduates are well exposed to thrift wears on Instagram and other social networking site; Thrift wears are constantly being posted in Instagram page for female undergraduates to see and make selections; Thrift wears are the major advert of Instagram users to female undergraduates; The level of exposure of thrift wears to female undergraduates is very high and significant.
The result of the second research question indicates that, Female undergraduate of Godfrey Okoye University see that as a rare opportunity to make best selection at a low cost; Female undergraduate of Godfrey Okoye University see that as a means to make new deals with new brands of cloths; Female undergraduate of Godfrey Okoye University see that as new way to scam them of their hard earned money; Female undergraduate of Godfrey Okoye University see thrift wear Instagram post as an inferior materials that has faded and out of fashion.
The result of the instruments in the third research questions indicates that thrift wear sponsored Instagram post influences the purchasing habit of GOUNI; Thrift wear Instagram post increases the demand of female students towards making a new order; Thrift wear sponsored Instagram post enhances the knowledge of the female undergraduates towards knowing the new cloths available; It promotes guided decision of the intended buyer of the product.
The answer to the fourth research question reveals that among the factors influencing the purchasing behaviour of female undergraduates at Godfrey Okoye are the product's price, its nature, the nature of the Instagram advertisement, and its quality.
5.2  Conclusion
From the analyses of the findings in the research work, the researcher concludes that the extent female undergraduates of Godfrey Okoye University are exposed to thrift wear instagram post is very significant. The study also concludes that female undergraduates of Godfrey Okoye University perceive thrift wear sponsored post as something worth buying. More so, the study further conclude that thrift wear sponsored post influence the purchasing habit of GOUNI female undergraduates.
5.3  Recommendations
Having conducted this research and analyzed the field data; the researcher makes the following recommendations:  
There  is need for school management to sanitize the activities of the students on internet marketing to avoid the pending negative externalities.
GOUNI  female undergraduates should be very sensitive that there is high rate of internet fraud to avoid being duped of their hard earned money. 
Thrift wear should be carefully selected because some of them have stayed long in the ship and has lost the taste of durability. 
Activities of the GOUNI female undergraduates should be carefully monitored to avoid combining school with internet marketing which is bound to affect their studies 


5.4  Area for Further Research
The following areas are suggested for further research:  Wider coverage of more businesses in other states is needed.
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APPENDIX 






























QUESTIONNAIRE
INFLUENCE OF THRIFT WEAR INSTAGRAM SPONSORED POSTS ON THE PURCHASING HABIT OF GOUNI FEMALE UNDERGRADUATES.


Please indicate your considered response by a tick (√) in the appropriate box 
Part I: Personal Data +
Gender (a) Male [    ]     (b) Female  [    ]
Age  (a) 12-15 [    ],  (b) 16-19 [    ], (c) 20-23 [   ], (d) 24- 27 [   (f) 28 and above [    ]

Section B
Instruction: for the each of the statements that follows, choose the response option that shows your level of agreement or disagreement by ticking on the appropriate column.

Response options		Values
SA			=	Strongly Agree 
A			= 	Agree
D			= 	Disagree
SD			= 	Strongly Disagree













Research Question 1
To what extent are female undergraduates of Godfrey Okoye University exposed to thrift wear Instagram Sponsored Post?
	S/N
	Item:  the extent female undergraduate of Godfrey Okoye University exposed to thrift wear Instagram sponsored post.
	SA
4
	A
3
	D
2
	SD
1

	1
	Female undergraduates are well exposed to thrift wears on Instagram and other social networking site.
	
	
	
	

	2
	Thrift wears are constantly being posted in Instagram page for female undergraduates to see and make selections. 
	
	
	
	

	3
	Thrift wears are the major advert of Instagram users to female undergraduates 
	
	
	
	

	4
	The level of exposure of thrift wears to female undergraduates is very high and significant.
	
	
	
	



















Research Question 2
How do female undergraduates of Godfrey Okoye University perceive thrift wear  Sponsored Posts? 
	S/N
	Item:  How female undergraduates of Godfrey Okoye University perceive thrift wears sponsored post.
	SA
4
	A
3
	D
2
	SD
1

	1
	Female undergraduate of Godfrey Okoye University see that as a rare opportunity to make best selection at a low cost.    
	
	
	
	

	2
	Female undergraduate of Godfrey Okoye University see that as a means to make new deals with new brands of cloths.    
	
	
	
	

	3
	Female undergraduate of Godfrey Okoye University see that as new way to scam them of their hard earned money       
	
	
	
	

	4
	Female undergraduate of Godfrey Okoye University see thrift wear Instagram post as an inferior materials that has faded and out of fashion.   
	
	
	
	
















Research Question 3
To what extent does thrift wear sponsored posts influence the purchasing habit GOUNI female undergraduates?
	S/N
	Item:  The extent of influence o of thrift wear Instagram post on the purchasing habit of GOUNI female undergraduates.
	SA
4
	A
3
	D
2
	SD
1

	1
	Thrift wear sponsored Instagram post influences the purchasing habit of GOUNI
	
	
	
	

	2
	Thrift wear Instagram post increases the demand of female students towards making a new order 
	
	
	
	

	3
	Thrift wear sponsored Instagram post enhances the knowledge of the female undergraduates towards knowing the new cloths available   
	
	
	
	

	4
	It promotes guided decision of the intended buyer of the product.
	
	
	
	















Research Question Four
What other factors influence the purchasing habits of female undergraduates of Godfrey Okoye University?
	S/N
	Item:  The factors that influences the purchasing habits of female undergraduates of Godfrey Okoye University 
	SA
4
	A
3
	D
2
	SD
1

	1
	The price of the product is one of the factors that influences the purchasing habits of female undergraduates of Godfrey Okoye.
	
	
	
	

	2
	The nature of the product is one of the factors that influences the purchasing habits of female undergraduates of Godfrey Okoye.  
	
	
	
	

	3
	The nature of the instagram advert is one of  factors that influences the purchasing habits of female undergraduates of Godfrey Okoye   
	
	
	
	

	4
	The quality of the product is one of the factors that influences the purchasing habits of female undergraduates of Godfrey okoye University students.
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