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[bookmark: _Toc153071557]Chapter 1: Introduction
It is almost impossible to think about how life today would be without social media. The technology has become a significant part of people’s daily lives and as such, most people have integrated it into almost all aspects of their lives. With regards to marketing, businesses have long recognized the need to interact with their target audiences on social platforms (Ioanăs and Stoica, 2014). The need for this arises from the ability of the consumer to access more information about a product, service, or brand and to equally label or criticize these through social media interactions. Such feedback from consumers indicates the need for businesses to focus on satisfying the needs of their consumers and that if a brand is perceived positively, it is likely to receive more positive feedback than if it were negatively perceived (Ioanăs and Stoica, 2014). Significantly, social media usage, particularly Instagram and Facebook, have a significant influence over consumer purchasing behaviors. 
[bookmark: _Toc153071558]Aim of the Research
The aim of this research is to identify the impact of social media on consumers’ purchasing behaviors. 
[bookmark: _Toc153071559]Significance of the Research
The topic of social media and its influence on people’s behaviors is an important one for various reasons. First, the increased prevalence of social media among the public has led to most advertisers and businesses moving to these sites to maximize the reach of their products (Ardiansyah and Sarwoko, 2020). Secondly, social media has become an important part of people’s normal lives, and with many of them spending hours on these platforms, it is likely that various aspects of their lives will be influenced by the content they consume from those sites (Ioanăs and Stoica, 2014). Also, businesses that seek to maximize their marketing potential have a chance of reaching wider audiences if they make the most out of their online presence social media provides an excellent platform on which they can broadcast themselves to the general public. As such, there are more than enough reasons why the correlation between consumer behaviors and their consumption of social media content should be studied as this study aims to do.
[bookmark: _Toc153071560]Objectives  
The objectives of the study are:
I. To examine the correlation between the frequency of use of social media and changes in consumer preferences for certain goods and services.
II. To evaluate the more preferable social media site between Facebook and Instagram for consumer product marketing.
III. To assess the impact of Instagram and Facebook advertisements on product sales and business profitability.
IV. To provide recommendations to businesses and marketers on ways to efficiently utilize social media to increase their sales.
[bookmark: _Toc153071561]Research questions
In order to achieve the above objectives, this research will seek to answer the following guiding questions:
I. How does social media impact consumer behavior at UWTSD?
II. What is the more influential social media platform between Instagram and Facebook on consumer behavior?
[bookmark: _Toc153071562]Purpose of the research 
The purpose of this research is to evaluate the impact that social media platforms, particularly Instagram and Facebook, have on people’s consumption habits. With the increased prevalence of social media in people’s daily lives, it is almost inevitable that it will have an impact on their behavior. Understanding how these social media platforms influence consumers’ purchasing habits can be extremely valuable to marketers and businesses in general as it can provide insights based on which businesses can reevaluate and adapt their strategies to better meet the consumers’ needs. This research seeks to identify patterns and correlations between the use of the two social media sites and consumers’ preference for certain products and services. 
[bookmark: _Toc153071563]Chapter 2: Literature Review
In 2013, Lee (2013) notes that the advent of social media ushered in a new landscape that brings about new personal connections. At the time, the use of social media was for most sites still in the early stages and would be dwarfed by the present-day usage statistics for all social media sites. However, even in the early stages, the impact that the new technologies and connections created through social media had on people’s behaviors had been noticed and many studies were conducted to find ways for businesses to exploit these platforms’ influence on consumers’ purchasing behaviors. Putter (2017) carried out one such a study and specifically focused on how businesses and marketers were making efficient use of their social media platforms to reach their target audience with marketing messages. According to this study, social media has the ability to influence people’s behaviors, and as such, brands have to be conscious of their images and how their target consumers perceive them.
According to Putter (2017), social media sites like Facebook opened a new ground for marketers and businesses by creating platforms on which the businesses can create content related to their products and interact with their consumers regarding such content. Ardiansyah and Sarwoko (2020) add onto this perspective by noting that the highly interactive nature of social media content forced businesses and marketers to change their approach towards marketing and adopt new ways that consumers online. Significantly, they note, social media is a key factor in creating brand awareness, and that consumer decisions and preferences are positively influenced by higher levels of brand awareness. Prasath and Yoganathen (2018) also note that in recent years, businesses have been forced to prioritize consumer satisfaction as a marketing asset for them to attain higher positions in the market and subsequently increase their profitability. The correlation between the use of social media, therefore, is an important aspect of marketing that every business with an online presence needs to study in order to come up with innovative ways of reaching and engaging their target consumers for higher brand awareness and profitability. 
[bookmark: _Toc153071564]Chapter 3: Research Methods and Methodology
[bookmark: _Toc153071565]Research Philosophy 
The research will adopt the philosophical approach of interpretivism. This is a sociological research method that focuses on analyzing an action or event on the basis of beliefs, norms, and cultural values in the society where it happens. This philosophy fits the research as the study involves assessing and understanding human behavior, especially since human behavior is subjective and characterized by wide variations among individuals. This philosophy accommodates the fact that reality and how people perceive it is a social construction influenced by multiple factors including people. 
[bookmark: _Toc153071566]Research Paradigm
This study will adopt a constructivist paradigm as this is more suited to the objectives of the study than others would be. Constructivism assumes that reality is a product of social constructions, and the objective of the study has to do with how consumers perceive their reality in the market and consumption behaviors. This aligns well with the research on how people’s reality is impacted by social media, which is itself a social construct. 
[bookmark: _Toc153071567]Research Approach
The research will adopt a deductive approach as that would be appropriate since the study will be testing a hypothesis that is based on a pre-existing theory that Facebook and Instagram have a significant impact on consumer behavior. Starting from this point, the study will test the hypothesis through observation and data collection.
[bookmark: _Toc153071568]Research Methodology
The data collection for this study will entail the use of questionnaires and interviewing methods. Thus, the most appropriate research methodology for use in the research is quantitative methodology. This research methodology is more appropriate for studies that seek to collect and analyze numerical data which can be converted into graphical information and statistics. 
[bookmark: _Toc153071569]Research Strategy
This study will employ a survey strategy as this would align with the methodology described above. A survey would be the most appropriate strategy to collect the numerical data through interviews and questionnaires. Significantly, this strategy allows the research to be carried out basing on a large number of respondents, which is vital for the validity and generalizability of descriptive analyses like this one. 
[bookmark: _Toc153071570]Sampling Methods
The sampling method selected for this research is simple random sampling. The method is based on its ability to effectively achieve the objectives for the data collection methods. The simple random sampling is best suited for the questionnaires since it selects the respondents randomly, and it is not a straightforward thing classifying respondents to a generalized survey.
[bookmark: _Toc153071571]Data Collection Methods/Tools
Data will be collected using face to face interview and through distribution on survey questionnaire. The interviews will be carried out on individuals selected in the campus and will entail questions aimed at answering the research questions, ranging from their preferred social media site, their frequency of use, and how they are influenced to buy or not to buy items by these sites. The questionnaires will be issued in person and collected after the respondents have had a specific amount of time to fill in their answers.
[bookmark: _Toc153071572]Data Interpretation
The Statistical Package for the Social Sciences (SPSS) and Microsoft Excel are excellent tools for statistically analyzing the data collected for the study and visualizing it for interpretation. These tools will be vital for this study as they will help find correlations, carry out regression analyses, and generate graphs and charts that will visualize the study findings.
[bookmark: _Toc153071573]Ethical Consideration of the Research
The most significant ethical considerations for this study entail the right to informed consent, privacy and confidentiality, anonymity of the respondents, and the right to stop participation at any point during the respondent’s involvement. The research will be conducted in an open and transparent way where the respondents will be informed in details what the study is about and what their answers will help find out. All the respondents will voluntarily participate in the study, and their identities will remain hidden. The study will avoid collecting sensitive information such as personal identification data to avoid privacy intrusion risks. 
[bookmark: _Toc153071574]Chapter 4: Conclusion
Social media has a significant impact on people’s purchasing behaviors, and businesses have long recognized the need to interact with their target audiences on social platforms as a way to create awareness for their brands, products, and services. The purpose of this deductive research is to evaluate the impact that social media platforms, particularly Instagram and Facebook, have on people’s consumption habits. Using data collected through online polls and questionnaires, this study seeks to evaluate the correlations between consumers’ usage of both social media sites and their purchasing decisions and behaviors. 
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