THE IMPACT OF SOCIAL MEDIA ON CONSUMER BUYING BEHAVIOUR OF TOYOTA BRAND OF VEHICLES

ABSTRACT

The research work; the impact of social media on cosumer buying behaviour of Toyota brand of vehicles aim at finding out whether  Customers have positive perception towards online shopping of Toyota brand of vehicle and also to find out whether Social media has significantly influenced the different stages of consumer decision making on the purchase of Toyota Brand of vehicles. Some of the concepts of social media was discussed in chapter two of the research work  and a method of chi-square was applied for the method of analysis with a sample size of 200 respondents. From the result of the analysis, we found that the responses of the respondents concerning the effect of social media on consumer buying behaviour of TOYOTA brand of vehicles were all positive with high percentages. 

The p value for the analysis for the both hypothesis were found to be (0.000) less than the level of significance, so we concluded that social media has significantly influenced the different stages of customer decision making on the purchases of Toyota brand of vehicles and also that customers have positive perception towards online shopping of Toyota brand of vehicles and gave proper recommendation in chapter five of the research work.

CHAPTER ONE
INTRODUCTION

Background of the Study 

In recent years the online environment is viewed by users from a new perspective, in a commercial way. Its development and the emergence of online stores have turned users into consumers. Also the most important role of social media has changed the way consumers and marketers communicate (Hennig-Thurau T., Gwinner K., Walsh G. & Gremler D., 2004). Informational society influences affect the consumer buying decision and product evaluations. Social media provides a new channel to acquire product information through peer communication, (Kozinets, 1999). However, with the aid of information and modern communication technologies, consumers are able to shop via Internet using several Social Media and different websites (Toomey and Wysocki, 2005). This type of shopping mode can come in several names such as online shopping, online buying behavior and Internet shopping. All names of shopping mode refer to the process of purchasing and buying products or services via the Internet using several Social Media and different websites (Li and Zhang, 2002). Social Media (SM) are web-based services which are also known as "Social Networking Sites". Social Media (SM) refer to network of relationships and interactions among different users (groups or individuals) (Kempe & Chin, 2003). Social Media such as Facebook, Instagram and Twitter enable users to maintain great connections among themselves as well with others (Ellison & Kozinets, 2007) by achieving more than one task and facilitating the way of communicating and sharing different information (comments, thoughts, videos and images) (Kietzmann, 2011). Social Media is playing significant roles in different aspects of our lives. What is interesting in SM is that it supports users in several sectors, such as, business, marketing, advertising and education (Hennig-Thurau et al., 2010). From business perspective, businesses and buyers can interact directly by SM with each other, and thereby find whatever products and services they are looking for (Parson, 2013). Consumers today are progressively utilizing technology and particularly Social Media as an effective tool in their online shopping process. This process can be defined as is an electronic process that allows consumers to deal with business people and meet their purchases' needs. Pookulangara and Koesler (2011) in their study of social media marketing indicated that SM enable 25% of all consumers to post links about products and services information in their retail sites to update other users about the purchase process. Another study of Miller (2010) stated in his research of online marketing that social marketing has made very important role in persuading consumers to buy online. He found that 70% of consumers are visiting Social Media to get useful information, 49% of them made the decision to buy certain product and 60% of consumers prefer to share their information about the products with others online. However, the actual transactions of purchasing processes occur for only 7% of consumers (Miller and Lammas, 2010). Online shopping is growing everywhere and different categories of consumers are influenced by this phenomenon. For instance, the percentage of online buyers is increasing in India, China, Japan and Australia for about 87%, 85% (North Asia and Europe), 83% (North America), 81% (South and Latin America) and 53% (Africa and Pakistan) (Solorzano, 2011). The overall online purchasing process has enabled 875 million consumers to boost the percentage of other online shoppers to 40% in the recent two years due to the recommendations posted in different SM about products.

Statement of Problem 

The introduction of the Internet has changed the way organizations promote their products and services and products as well as the channels of communication between them and their customers. This is seen in the way they market and communicate their brands and products, which has become a challenging project.

Customers are overwhelmed by marketing commercials and promotional events. The sensitivity of customers to get excited is fading out on promotional events and consumers are beginning to resist the effect of some companies at marketing them. 

Basically, the promotional focus of some organizations is on the conventional mass media advert style, which includes commercial TV, radio jingles and advertisements in print formats such as newspapers and magazines along with billboard placements. It is now on record that as the Internet is fast advancing across the global marketplace, the effectiveness of traditional mass media is fast on the decline.

It is on this background that this study needs to be carried out in order to determine the rate at which social media can contribute to the sales of Toyota Brand of vehicles.

Research Questions: 

1.
How do consumers perceive online buying of Toyota brand of vehicle?
2.
What are the factors that motivate consumers to buy Toyota vehicles through social media? 
3.
What are the changes social media has brought to consumers of Toyota Brand of vehicles in different stages of their decision making?

Objectives of the Study

The research aims to determine the impact of social media on consumer buying behavior to Toyota brand of vehicle. The study specifically, determine to:

Examine consumers’ perception towards buying of Toyota brand of 
vehicle online.
Examine the factors that motivate consumers to buy Toyota brand of 
vehicle through social media.
Examine how much social media has affected consumers’ buying 
Behavior of Toyota brand of vehicle.
1.5
Statement of Hypotheses:
The hypotheses could simply state below to help us accept or reject our

finding.

1.
H0: 
Customers have negative perception towards online shopping 

of Toyota brand of vehicle. 
H1: 
Customers have positive perception towards online shopping of 

Toyota brand of vehicle. 
2
H0: 
Social media has not significantly influenced the different 

stages of consumer decision making on the purchase of Toyota Brand of vehicles
H1: 
Social media has not significantly influenced the different 

stages of consumer decision making on the purchase of Toyota Brand of vehicles
1.6
Significance of the Study 
It has been suggested by the researchers that the consumers look for information assisting them in deciding the relative significance of the several appraising criteria, and might further seek concepts regarding the degree to which they alternate features that they consider significant. Online consumers in the past were confined to sharing information with their neighbors, family or friends; however, now people are able to impact the international community by articulating their personal experiences on the Internet. In accordance with the relevant researches, the external resources may be either online or offline (Breiger, 2004). Many sources of external search include; interpersonal search and media search. Interpersonals are powered by social software and Web 2.0 tools that support social behavior to create and recreate social conventions and social contexts. The Internet allows consumers to interact, compare experiences, and exchange ideas with other consumers.

1.7 
Scope and Limitation of the Research 

The scope of this study will focus on the impact of social media platform on consumer buying behavior with particular reference to Toyota brand of vehicles in Akwa Ibom State.

1.8
Limitation of the Study

This study is limited by some factors that are likely to be encountered during the course of carrying out the research. These are:

1. 
Time Constraints: The short duration for the project research and the interference of other academic work will affect the timely conclusion of the work.

2. 
Financial Constraint: Being a student, the researcher has little means of earning and so finance needed to travel to places to acquire data for the research work will be difficult to get, however, the researcher intends to try her possible best to acquire the finances needed for the project to be carried out.

1.9 Definition of Terms
Consumer Buying Behavior
This refers to the multi-step decision-making process people engage in and the actions they take to satisfy their needs and wants in the marketplace (Kotler, 2008).

Consumer Behaviour
Schiffinan and Kanuk (2004) define Consumer Behaviour as the behaviour that customers display in searching for, purchasing, using, evaluating and disposing of products and services that they expect will satisfy their needs. Consumer buying behaviour incorporates the acts of individuals directly involved in obtaining, using and disposing of economic goods and services

including the decision process that precede and determine these acts (Huctings 1995).

Consumer Decision Making
Mahatoo (1985) defines Consumer Behavior decision making process as consisting of a number of steps that begin before the purchase and reaches beyond the buying act. He suggests that marketers have to go beyond the various influences on buyers and develop an understanding of how consumers actually make their buying decisions.

Economic Factors
Economic Factor is the set of fundamental information that affects a business or an investment's value and a buyer’s spending behaviour.  According to Brassington (2011), economic factors include among others; the level of income, credit availability, attitude towards spending, liquid assets.

Socio Cultural Factors
Social cultural factors include a number of factors that characterize the relationships and activities of a group of people within a particular set environment (Jones, 2007).

CHAPTER TWO
LITERATURE REVIEW
2.1 Conceptual Framework

The Consumer

Consumers are actors on the market place stage. Consumers, in general, can be referred as individuals who purchase or consume products and services; however, in terms of buyer and consumer, there is a slight difference. Buyers are the people who are acting either as ultimate, industrial, or institutional purchasers. The latter one, consumer refers to individuals who purchase for merely ultimate use, which is more restrictive in terms of meaning (Sternthal and Craig 1982).

Consumer Behaviour

Consumer behavior is regarded as that particular strategy which an individual takes in the process of purchasing and using products and services (tangible and intangible). The influence of social media on buying behavior can be in any service or product. Quality, brand, advertising or price could affect consumer decision-making. In 2003, Western Kentucky University used a sample of 249 consumers' purchases to analyze the type of product purchased, and the cost of item. The results of this research present that consumers are buying either inexpensive or expensive items, and are doing so based on recommendations from social media by their contacts or friends on social media (Forbes and Vespoli, 2013). Marketers could consider that social media does influence buying behavior. According to record on purchases, about 59% consumers use Facebook as their social media tool when they received a product recommendation, 37% of users use Twitter. From these results, social media has influenced their buying behavior. The relationship between social media and consumer decision-making present that social media affects advertising attitudes, brand attitudes, and purchasing intentions of consumer. It will not necessarily affect consumer’s decision-making, but might possess a mediating effect (Taining, 2012). Social media can build brand attitudes that affect buying behavior. The good image of a brand or product can lead the consumer to make decisions on their purchases. When a consumer’s friend on social media shares or recommends a service or product on their social media, it affects brand attitude and influences his or her decision-making. Yet, advertising on social media, which is provided by commercial sources affect both consumer brand attitudes and purchasing intention (Yang, 2012). From that information, it helps marketers plan their marketing strategies. Many marketers use social media for marketing campaigns. It is the easy way to communicate with consumers. Also, it is inexpensive to advertise their brands or services. Social media is not only for advertising, but it can also be a tool for brands or service providers to connect with their consumers. Consumer buying behavior is often unconsciously affected by some factors.

2.1.0
Economic Factors Affecting Consumer Purchasing Decisions
Level of Income
One essential economic factor that influences consumer buyer behavior is income. This is mainly because the amount of goods bought by a consumer as well as the type bought differs depending on the wage which a consumer earns. In the event that a buyer has greater income, chances are very high that such a consumer will go for more luxury goods like high-end cars. Taylor (2011) is of the opinion that a reduction in income shifts purchasing behavior from buying normal goods to inferior goods. This simply means that as consumers buy fewer special items, such as shoes and clothing, and buy more store-brand items. Mogridge (2009) posits that the main essential concept when it comes to consumer buyer behavior is that the average person of a given income level is likely to spend a given quantity of money on the purchase of cars. More recent studies that have been conducted in this area have shown that there is a positive relationship between income levels and vehicle purchase decisions by individuals (Feng, Wang and Zeng, 2011).

Interest Rates
Interest rates are among one of the most influential factors when it comes to purchasing decision for consumers. This is mainly because financial contracts for consumer durables are mainly made up of multiple terms and conditions that include a price (interest rate) as well as a payment period, which therefore makes it unlikely that the financial costs of different contracts are exactly the same. Dasgupta, Siddart and Silva-Risso (2009) carried out an analysis of the behaviour of consumers with regards to the choice of the funding method for automobiles (Banerjee, 2010). They were able to compare the credit and leasing options. This study revealed that consumers are very myopic and will therefore prefer contracts that come with lower payment streams, even when they have higher total costs. They also established that indeed most consumers are more likely to lease than to finance cars with higher maintenance costs. This is simply because these options provide consumers with the option to return the car before maintenance costs become too high. Wonder, (2009) on the other hand opined that respondents preferred low interest rates, a high rebate, and down payment. This view is contrary to that held by Doyle (2007) who argues that an interest rate increase will likely not affect real motor vehicle sales if the automakers are able to counteract the rate increases with lower prices.

Fuel Prices
McManus (2009) conducted a study to examine the link between fuel prices and sales of cars and trucks in the U.S. and Nigeria in the analysis, He was able to show that economic theory predicts a direct link between fuel prices and SUV sales, and more broadly between fuel prices and vehicle sales. He therefore concluded that for an individual to make a rational choice at the time of purchase, the shopper requires a prediction (simple or sophisticated) of what future fuel prices are likely to be. He further concluded that indeed a significant portion of changes in vehicle prices is likely to be explained by changes in fuel prices. In effect, rising fuel prices lower the prices of automobiles. This specifically, includes the negative impact of rising fuel prices on vehicle prices is greater for less fuel efficient vehicles than for more fuel efficient vehicles.

Price of the Car
Pricing is considered to be one among the factors (Brassington, 2011). It is therefore the manual or automatic process of applying prices to purchase and sales orders, on the basis of factors such as a fixed amount, quantity break, promotion or sales campaign, specific vendor quote, price prevailing on entry, shipment or invoice date, combination of multiple orders or lines, and many others. Automated systems therefore need to have more setup and maintenance but this is likely to prevent pricing errors. The pricing technique used by most retailers is cost-plus pricing. This involves adding a mark-up amount (or percentage) to the retailers cost. This simply involves charging the amount suggested by the manufacturer and usually printed on the product by the manufacturer (Jones, 2007). A well-chosen price needs to be able to achieve the financial goals of the company such as profitability. It should also fit the realities of the marketplace while at the same time support a product's positioning and be consistent with the other variables in the marketing mix. Price is largely influenced by the type of distribution channel used, the type of promotion used and the quality of the product. Price therefore needs to be relatively high if costs incurred are high, distribution will without doubt, be exclusive and the product is supported by extensive advertising and promotional campaigns. In this regard therefore, a low price can be a viable substitute for product quality, effective promotions, or an energetic selling effort by retailers (Jobber, 2010).

2.1.1
Consumer Decision Process 

Inevitably, businesses encounter bottlenecks where the message is not reaching their consumers and prospects, with the fact that, at times, consumers and prospects are facing significant blocks in their decision process. If not, each of them should be fully committed, loyal, enthusiastic, repeated consumers; however, this is not the case. Today the accessibility and transparency of information has profoundly influenced the decision making process; therefore, it is important to examine what are the hurdles and fiction points that hold prospects becoming consumers, or keeps consumers hesitating from repurchasing. (Silverman, 2001.)






Figure 1. The 5-Stage Decision Making Model (Silverman 2001.)

Engel, Kollat, and Blackwell (2003) present a comprehensive model dealing with ultimate consumer’s behavior in 1978, which attempts to capture the critical aspects of individuals’ consumption behaviour. As the figure (Figure 1) shows, the model has interpreted consumer behaviour into five stages – 1) Problem recognition, 2) search of information, 3) evaluation of alternatives, 4) final decision, and 5) post purchase decisions. (Sternthal and Craig, 1982)

Problem Recognition
Problem recognition takes place whenever a consumer recognizes a significant difference between the desired and the actual state of affairs, which is in sufficient magnitude to arouse and activate the decision process (Solomon, Bamossy and Askegaard, 2002), or need triggered by internal or external stimuli. After the realization of a problem, it initiates the search for information before any typical buying action. When an individual is triggered externally, for instance, a person may see a television advertisement for a vacation, the stimuli triggers thoughts or ideas about the possibility of making a purchase (Kotler and Keller 2009). Nowadays, the mass media is no longer the only source of information, which may serve as a trigger of a purchase to individuals. As a result, consumers are exposed to vast amount of information especially the social media. In order to get through the consumer’s filter, marketers have to identify a claim or promise about their services or products, which are strongly penetrative. Filter, in this case, is a fact of being overlooked because of too much information competing in the marketplace (Silverman, 2001).

Search of Information
The final purchase decision will not be made at once, even when individuals acknowledge, recognize their problems, and pay attention to the available products; likewise, when prospects have a certain interest in a product or service, they tend to go through the following steps before carrying out any action identifying available options, studying information of selected options, and eventually judging which of these options can most likely deliver the best outcome (Silverman, 2001). The information sources can be divided into two types: internal and external. Internal search indicates former information and experience of an individual, this will result in future behavior that the consumers will likely take (Solomon, Bamossy and Askegaard 2002). Essentially, competitive brands provide alternatives for consumers who are willing to find the best solution to their problems or needs, they may even offer same products or services.

EVALUATION OF ALTERNATIVES
Once an option is identified as the best or suitable solution according to the individual’s needs after accumulating sufficient information, they undertake alternative evaluation (Sternthal and Craig, 1982). Depending on their 

motives or goals, consumers establish a criteria for evaluating choice alternatives (Sternthal and Craig, 1982), for instance which alternative is the simplest to use or to arrange, or what are other users’ experiences, because there is a need to confirm whether or not the information is reliable and to verify that the product will work out as anticipated. (Silverman, 2001.) In order to ensure the outcome within the expectation, individuals require relevance of experience. Direct and indirect experience, which individuals, serve as indicators during the buying process. Direct experience is not always preferred since individuals are inexperienced towards specific products, which may result using it in an unskilled manner and have negative experience with it. Most often, if negative experiences take place, they are most likely to be costly (both financially and time), risky, or even damaging to reputation. (Silverman, 2001.) After the assessment of the choice alternatives, consumers formulate beliefs regarding the alternatives, which guide their attitudes, intentions, and ultimately their choice among alternatives (Sternthal and Craig, 1982). Besides, several studies have provided evident findings that the decision maker will increasingly seek ways to simplify the evaluation process when a decision becomes more complex (Bruner, Goodnow and Austin, 1956; Association for Psychological Science, 2008).

Final Decision
Kotler and Keller (2009) have suggested that during the course of evaluation, consumer eventually form preferences among the brands in the choice desk, however, there are two factors, which can interfere between the purchase intention and purchase decision attitude of the others and unanticipated situational factors. Attitudes of others is the extent to which another person’s negative attitude towards the preferred alternatives or reluctance to meet the terms of supporting the purchase intention, this may result in a readjustment of the consumer’s purchase intention (Kotler and Keller 2009,172). Kotler (2009) has also stated that consumers are undoubtedly influenced by the information diaries who publish their evaluations (e.g. customer reviews on Amazon.com, blogs, bulletin boards, and so on). Unanticipated situational factors refer to those may erupt to alter the purchase intention, for instance, there might come an unexpected purchase that is more urgent compared to the purchase the consumer was firstly stimulated to buy; in other words, preferences and purchase intentions cannot be served as completely reliable predictors of purchase behavior. (Kotler and Keller, 2009.) The stages in the decision process are not followed sequentially, but rather in a cyclically order; that is, in reality, there are loops, for instance between information search and evaluation, consumer learns about new criteria not previously considered (Bettman, 1979).

Post Purchase Decision
After the consumption, the consumer then experiences certain levels of satisfaction or dissatisfaction, and evaluates the wisdom of the choice made in selecting the alternative. Two potential outcomes are derived from this phase of satisfaction or dissonance. When a consumer experience dissonance towards the purchase, the choice is ‘devaluated’ and the consumer begins the process of searching, obtaining information and evaluating other options for future buying decision, in which triggers new behavior. (Sternthal and Craig, 1982). It is a phase when the consumer decides whether or not to move from merely implementing the product to a full adaption; that is, whether to use the product repeatedly or repurchase or not, since the consumer always has a choice regarding the products priority, frequency of usage, and new circumstances of new uses. When individuals are comfortable in using a specific product regularly, they will recommend it to others to use as well. (Silverman, 2001). Stages in decision making involves many psychological factors, which the above five-stages buying model has failed to explicate; thus, the following discussion focuses on attitude and the psychological components mentioned in the information processing theory proposed by Bettman (1979).

Information Acquisition and Evaluation
Howard and Ostlund (1973) as cited in Healey (1974), have stated that often times the consumers’ media selections of the information source are determinants of the information to which the consumers will be exposed. That is, in the situation, consumers may have their preferences regarding which online communities or blogs or so on whenever they seek for information. Sternthal and Craig (1982; 83) have also indicated that consumers’ information exposure is highly selective during the initial stage of information acquisition. When information is sought externally for instance from friends, packages, advertising, and so forth, the actual external information found would significantly influence the future course of the search, in which it may involve changing the goal, redirecting attention and perceptual encoding. There are many circumstances that will impact the decision regarding when the information search should be stopped, such as the perceived costs of obtaining information (e.g. time costs, effort required, or financial costs), the information availability, and the value of the information in helping to make a choice (e.g. credibility, experts’ advice). During this stage, consumer relates incoming information to his or her existing structure of beliefs and values (Bettman, 1979). Howard (1977) postulated as cited in Sternthal and Craig (1982) that if the alternative desired is identified, then the consumer may search for information about prices and stores where that alternative is available, for instance the price levels, locations, service capabilities, and so on. Bettman (1979) has suggested that the relative information availability within the particular choice environment affects the type of information consumer seeks for.

2.1.2
Social Media
Social media has created a new landscape in supporting the socialization of information (Solis, 2007). As a result, it has facilitated and enhanced communication flow by making it easier to more people and to spread useful information with potentially vast online audiences (Smith and Zook 2011; 10), in which the conversation may be taking place on media locally but lead to a global impact

Social Media Platforms

There are different social media platforms available for advertising with different functionalities. This include;

1) Social networking sites 

2) Social news

3) Media sharing 

4) Blogs 

5) Micro blogging 

Each of this social media platform has provided unique features and experiences to individuals and entities, for instance, marketers and consumers in the social media sphere.

1. SOCIAL NETWORKING SITES
Social Networking Sites (SNSs) are platforms where individuals are able to connect with others, for instance Facebook and MySpace. Social networking sites, as Weinberg (2009; 149) states, “are generic terms for sites that are used to connect users with similar backgrounds and interests”. These platforms, generally, have few common elements across most of them. These elements are

Users are able to create interactive and customized profiles, either  public or semi-public, within a bounded system, 

A list of suggested “friends” with whom they share a connection, 

View and traverse their list of connections and those made by others within the system (Boyd and Ellison 2007, 211). 

To consumers, they are the outlets, which present wealth opportunities for establishing a closer relationship with the brand via several functions – fan pages, plug-in applications, and groups. 

2. Social News and Bookmarking Sites
Social News sites and Social Bookmarking sites, for instance Digg, Reddit, and Scoop.it, are fairly similar, and are very much in the trend of online community. Social News enables users not only to be in control of their news streams, but also allows individuals to “submit and vote on content around the Web” but the core value of the latter one is to allow users “to collect and interesting links they have discovers and may wish to revisit.” (Zarrella, 2010; 103).

3. Media-Sharing Sites
Media-Sharing sites (e.g. Youtube and Flickr) are outlets where individuals can upload, store, and share their multimedia files, for instance photos, videos, and music, with other users. There are myriad opportunities through the engagement to these websites, because these certain platforms within the social media segment has always been a stronghold to online societies, as they provide users opportunities to create their own podcasts with affordable technology and to propagate their identical “channels” via subscriptions. One of the major elements of these media-sharing sites that has to be highlighted is the tag. “A tag is a word assigned to a piece of content that helps describe it”, which means that businesses have to acknowledge the importance of the search words on the search engines (Zarrella, 2010; 81).

Blogs 

A blog is an online journal, which is referred to as a type of content management system (CMS), typically maintained by individuals or groups, and feature commentary and ideas for a larger group of audience (Safko and Brake, 2009). Blogs create good hubs for other social media marketing tools (videos, hyperlinks, pictures, and so on), because they can be integrated into the platforms and posts; besides, blog software provides a variety of social features such as comments, blogrolls, trackbacks, and subscriptions (Zarrella, 2010; 9). On the other hand, Weber (2009) has pointed due to the fact that blogs allow everyone to publish and to join multithreaded conversations online, in which some of the bloggers have no editorial restrains and have access to the entire Web; as a result, their posts can impact personal products or brand reputation greatly.

Social Media Marketing 

Social Media Marketing is an umbrella term that can be described as the utilization of social media platforms as marketing tools. According to Weinberg (2009), social media marketing is defined as leveraging the ‘social’ through the ‘media’ to ‘market’ businesses’ constituents; in other words, it is a process of empowering individuals to promote their websites, products, and/or services through online social channels, to interact with and to tap into a much larger community that may not have been available via traditional advertising channels. It is no longer a striking fact that most of the advertisements via mass media are not as efficient as in the past, because by advertising through the social media, the message is generally reaching far more people than the potential customer intended to reach (Weber, 2009; Weinberg, 2009). Social web is where people with a common interest can gather to share thoughts, comments, and ideas; hence, instead of continuing as broadcasters, marketers should become aggregators of customer communities; that is, the Web should not be considered as a mere advertising channel, it is a place where marketers can listen and respond to communities, review contents, as well as promote a particular piece of content within the vast social sphere (community building) (Weber, 2009).

2.1.4
 Impact of Social Media E- Marketing
Upon the insufficient advertising budget that companies oftentimes encounter via the traditional channels, social media marketing might be particularly easier and more effective for small and medium-size companies to take maximum advantage of it. While social media marketing is an evolving technology with much potential, yet marketing role still remains the same – defining the target market, communicating with prospects, building loyalty, customer engagement and so on (Weber, 2009). Weinberg has proposed few reasons to tap into a solid social media strategy in addition to (or instead of) the traditional ones, which are – facilitation in natural discovery of new content, boost up in traffic numbers, strong relationship building, as well as a cheap alternative to traditional marketing. Unlike the traditional advertising, individuals in the social media era have access to contents that are not necessarily associated with commercial intent (neutral); consequently, if a person likes a content, he/she is likely to pass it on to their peers, families and so on via social sites, then content will be spread out quickly without interfering with traditional marketing (Weinberg, 2009). Social media offers opportunities to achieve communities, once company has established its presence as a community participant worth following, eventually, others will be likely interested in what it shares and pass to the relevant ones (Weber, 2009). Besides, in the phase of the new marketing era, bringing the brand to alive depends solely upon the engagement within communities (Weber, 2009; Silverman, 2001), as a result if company is genuinely paying attention to the members of the community, a strong relationship can be built upon investing time in responding on feedbacks and concerns (Weinberg, 2009). ‘Mass media audience become more and more difficult to buy,’ said Martin Sorrel (1996) of WPP as cited in Smith and Zook (2011; 282). The fortunes of advertising have grown alongside with the growth of mass media, however this growth has stopped these years. (Smith and Zook, 2011.) In fact, there are many sport brands in the marketplace that are taking social media marketing as a vital component in their businesses, in which they look at effective ways to gain a more detailed understanding of their social media fanbase. Nike has been putting more marketing muscle behind its digital initiatives, for instance by taking social media marketing in-house, claiming that online channels are more valuable to its business strategy than traditional advertising. (Joseph, 2013).

2.1.5
Social Media: The New Mindset

In order to gain a better position in the transition from traditional marketing approach to social media marketing, marketers will have to, firstly, change their marketing mindset. Social media platforms has radically changed the approach of segmentation in implanting marketing strategy, instead of easily identifying demographics, such as age, gender, or income, which are relatively less important, it groups people by what they do, think, like, and dislike, and more importantly by their behaviors, also known as behavioral targeting (Weber, 2009). Many marketing experts (Drury, 2008; Mayfield, 2008; Weber, 2009 and Weinberg, 2009) have emphasized that since marketing via social media is about receiving and exchanging perceptions and ideas, which makes social media marketing no longer one dimensional but a two-way process engaging a brand and an audience. Oftentimes, content is a critical factor in achieving an effective marketing via social media; however, according to Curata’s “B2B Marketing Trends Survey 2012 Report” (MarketingProfs 2012), as cited in Jacobs (2013) companies seem to encounter challenges in creating original content, having time to create it, and finding high-quality content. Drury (2008) has argued that with social media in particular, the content of advertising and branding must be provided as relevant value-added content that is more about consumer, rather than brash product placement. When companies help their customers through social media outlets, it is more likely to build a long-term relationship, which will in turn propel and leverage the brand awareness and growth (Young Entrepreneur Council, 2012). Besides, with social media, company is able to create the platform of true interactivity; the American Express’ OPEN Forum is undoubtedly an outstanding case, which has surely surpassed customer expectations when it comes to putting a customer first; because instead of heavily promoting their traditional financial offerings on the community, the company has considered its consumers and their concerns and needs while providing information about their services (Weinberg 2009). Social media platforms serve as a tool for consumers who may not have an outlet or support system to find one another.

2.1.6 Social Media and Consumer
Social media as a mean of giving consumers a voice having explained the possible components involved in the consumer decision process, the nature and the essence of social media, as well as having a brief discussion of the prominent features in different social media outlets, the researcher believes that social media is an essential touch point in today’s consumer decision process, from stage quo to the stage of post purchase; likewise, companies are engaging with the purpose of creating brand awareness, engaging their existing customers, driving traffic to other marketing properties and growing channel number (Zarrella, 2010; Weber 2009; Weinberg 2009; Smith and Zook, 2011). The following section discusses on how consumers are affected by social media, and identify which would be the considerate phase of the purchase process that marketers should tap into. Regarding the information processing theory of consumer choice, it is mentioned that there are vast amount of advertisements competing with each other in order to grasp individuals’ attention (Fennis and Stroebe, 2011) and the fact that human beings have an obvious limited brain capacity in processing information; therefore, it is a challenge for each discrete message to get heard above the din (extraneous factors that distract or distort the message), even if marketers have the right message (Silverman 2001; 67).

Each of the social media platforms plays a role in giving out, receiving, and exchanging information without any boundary limitations, and as mentioned previously that social media enables two-way flow of information. Since the flow of communication does not merely impact how companies can access their targeted groups, but also it influences throughout the entire decision process, from interpreting the message, searching for available alternatives, as well as actions carried out during and after the purchase; thus, It is important to denote that message rejection, misinterpretation, and misunderstanding are the possible pitfalls in the flow of communication (Smith and Zook, 2011; 120). According to Lazarsfeld and Katz’s hypothesis (1955), the information is channeled to the masses through opinion leaders, who have a more literate understanding of media content, explain and diffuse the content to others. Listeners, in turns, subsequently feed back to the opinion leaders.

2.1.7  Corporate  Image  of  Toyota  Toward  Customers Buying Behaviour
Balmer (2001) defines corporate image as a generally accepted representation of what a company represents. Marketers use this image in customer relations as a form of promoting the company in an appealing manner that would generate interest among users. Simultaneously, companies promote brand equity, with the final aim of increasing product or service sales (Balmer, 2010). It should be noted that corporate image is different from brand image: while corporate image refers to the way customers perceive the company, brand image refers to all the available information to customers, together with the expectations associated with a certain products (Balmer, 2010). According to Spector (1961), companies create their image in order to influence customers’ attitudes towards their products or services. People on the other hand evaluate these efforts by assigning human characteristics to the promoted image, attributes which usually originate from the customers’ experience with the companies’ products or services. Thus, corporate image is a multidimensional concept which depends on the actual company image, its determinants and customer evaluations (Spector, 1961). 

Review of Related Literatures

Ericsson (2005), found out through his study that perceived usefulness of internet banking is the main reason for influencing factor.

Such and Han (2003), Gerard (2006), found usefulness and ease of use significant elements in customer' s e- banking.

Koufanis (2005), Ranganathan and Grandon (2005), Casto (2007), found security directly affects e- banking usage.

Donath and Boyd (2004), Lenhart and Madden (2007) and Sheldon (2008), found making new friends, communicating and connecting to other people are one of the prime reasons for using social networks.

Allen (2008), studied age, gender, and access to technology factors influencing the usage of Social Media among young professionals in South Africa on a sample of 271 people.

Cha (2009) studied two types of items that Social Media Web sites (SMWs) carry: real and virtual items. Jiyoung Chan concluded that shopping services have different target consumers and factors according to product type. Age, usefulness, ease of use, security and fit are critical in establishing favourable attitudes towards shopping for real items. For virtual items its gender, SMWs experience, ease of use and fit are factors that influence attitudes.

Xiaofen and Zhang Yiling (2009), concluded in his study that online word of mouth and opinion leaders have influence on consumer buying behaviour especially in apparel purchase. He used customer orientation of the brand and product as a mediating factor using a sample size of 540 respondents.

Mantymaki (2009) used the expanded expectation- confirmation model given by Thong (2006) and empirically tested the research model with data collected from 965 Canadian SMW users to investigate customer loyalty in social virtual worlds with two key variables: continuous use behaviour and purchase behaviour. Perceived enjoyment was found to have the strongest impact on continuous use behaviours whereas perceived critical mass was the main predictor of purchase behaviour.

Banbersta (2010), examined the success factors of SMW( Twitter in particular) and used the organisation evolution theory and STOF model to develop a theoretical framework  for the business perspective and the UTAT model and the Tiger pleasure framework to develop a theoretical framework for the users' perspective.

Youngseek Kim (2010), studied the factors influencing adoption of social media in the perspective of information need on 250 respondents in the US. He found out that perceived usefulness, perceived enjoyment and social influence are important determinant of the social media adoption. Secondly, perceived enjoyment has a greater impact on the user behaviour to adopt social media and thirdly, individual users' perception of usefulness, ease of use and enjoyment may be significantly attributed to personal innovativeness.

Suksangiam and Chaiyasoonthorn (2011) developed a measurement model assessing the adoption of Facebook.com by questioning 382 undergraduate students using exploratory factor analysis and common factor analysis. It was found out that intensity, news, snoop, information receiving and relationship management are the components to measure the adoption of Facebook. 

Gangadharbatla (2011)studied the motivations for social media site adoption and identified need to belong, entertainment, commercial value and self-expression as main motivational factors. Further, he observed technology and privacy as expected hindrances to adoption.

Yulihasni (2011), found comparability, usefulness, ease of use and security as important predictors towards on-line shopping. The survey was conducted on 300 respondents usually on university students in Penang, Malaysia. The extended TAM Model given by Vijayasarathy (2003), was used which is an integrated model of TAM, TRA and TPB.

Hernandez (2012) studied the brand impact on purchasing behaviour through virtual social networks channel through a sample size of 345 respondents who were university students. The relationship among perceived usefulness, perceived ease of use, attitude towards the virtual Social media and the behaviour to use social networks; relationship between gratification in use of virtual Social media and attitude towards social networks; relationship among subjective norms, perceived usefulness, perceived control and behaviour to use the virtual Social media and relationship between attitude towards virtual social networks and behaviour to use them.

Phat Tri Huynh (2012)suggests that social networking and interaction orientation are the key Web 2.0 web experience factors influencing online purchase behaviour using a sample of 173 respondants in New Zealand between ages 18 to 50 years.

Cheuk Man Lui (2012) analysed the factors affecting consumer's purchasing decision in online shopping in Hong Kong on a sample of 172 respondents aged between 18-50 years and found out that subjective factors are not relevant but objective factors like price, quality, and web trust were significant factors affecting online purchase behaviour.

Mansumitrchai et.al (2012), examined the adoption and uses of SMWs (Facebook in particular) in South Korea by questioning both users and non- users using qualitative and quantitative approach. Factor analysis suggested involvement, usefulness, usage, trust, convenience, opened of information, audience, making contacts and acceptability as reason for adoption.

Laura (2014) investigated key drivers that affect customer behaviours to purchase products and services online in a transitional economy. The findings suggest that usefulness, ease of use, security, trust and confidentiality are the key drivers. He used a sample size if 205 targeted at the age group 16-65 years.

Theoretical Framework

The study will use two theories to back up its findings which are the Symbolic Interactionism Theory and Hyper-symbolic Interactionism Theory; Symbolic interactionism theory by Mead describes how people shape their individuality and make a veracity of informal norms by having interaction with other people. The methods of human interaction are going to change over time but this theory is still applicable in modern world of digital age. If we apply the theory of symbolic interactionism to social media, it can be postulated that users of social media communities form individuality and offer a gigantic sphere to establish correlation. This literature review will provide a further look at Mead’s theory of symbolic interactionism and its applicability to social media. It will be helpful to examine that how social media users establish the links that have an impact on their buying decisions. 

a) Symbolic Interactionism Theory “The theory of symbolic interactionism consists of three fundamental principles that narrate how people interact with each other through meaning, language, and thought to create oneself. Interactions are central to the development of one’s social identity and functioning according to combined norms and values”(Griffin, 2009). It elaborates how an individual forms a social truth. The method one works with other people, obtains from the sense one allocate to diverse relations. For example, a person may observe a protestor on the street shouting. This observer may perceive the protestor as horrible and disturbing while a second observer may consider this protestor as inspiring and progressive. Both observers allocated a meaning to the protestor, which builds a reality. The language is a medium that is used to assign a meaning. When a person observes the protestor then she or he utilize a language to allocate a specific perception to the protestor. Calling the protestor disturbing allocates a negative sense to the protestor through language. Finally, thought arises by deciphering the symbols and their perceptions. When all these three principles of meaning, language, and thought take place, the indication of a “self” commences to appear. Mead presented the theory before the launching of internet but it may be applicable to social media interactions. If we have a look upon the Mead’s concept of the looking protestor, we can analyze that how a Facebook page creates our “self.” Symbolic interactionism theory plays a vital role for formation of Facebook profiles and how users discover themselves by making online interaction. 

b) Hyper-symbolic Interactionism Theory Hyper-symbolic interactionism is a modified theory of symbolic interactionism for social media because early theories were constructed before the invention of the advent of Internet. According to Lynch & McConatha (2006), “Hyper-symbolic interaction theory explains the creation of a new type of reality based on symbols found digitally. The theory comprises the smallest symbols such as the l's and O's of computer language and the tiny pixels of digital imagery, as well as the complex contemporary imagery of advertisements and commercials produced daily. The larger symbols and imagery that these details create lead to new values and norms different than other non-digital communities. This digital community is filled with marketers and advertisers, which in turn affect the reality humans’ construct, including the norms and values we abide by, as well as the meaning we give to symbols. We socialize very differently in digital reality than we do in real life. Additionally, the increase in digital advertising causes us to perceive marketers and ads as reality.” Now a bird look of different studies has been given here that describes the relationship between social media and consumer’s behavior. According to Drell (2011), 20% users of Facebook utilize the famous social media to search a commodity before its purchase, and 42% inquired about a product by online means. This study analyzed the online behavior of social media consumers and showed two main classes of online sharing: low sharers and high sharers. High sharers of online consumers are judged 20% who were teenagers, devoted to brands, and had many of electronic instruments. Low sharers are 80% of online consumers, were normally older, much interested with quality rather than brand. There is another investigation regarding the behavior of millennials using social media having an impact on buying decisions. Millennials are consumers who are mid-teens to mid-30s. According to Greenleigh, (2012), millennials “are hyper-social, constantly connected to social media and they care that about what others are doing, buying, and enjoying, strangers as well as friends.” The conclusion of this study show that buying decision of consumers whether they are purchasing expensive or inexpensive goods are affected by the opinions of their online friends or contacts. According to the study that 59% of responded users of Facebook used social media to receive a product recommendation from friend or contacts. These results support the view that social media has impact on buying behavior of consumers. Lehmann, Ruiter & Kok, (2013) investigated the impact of social media on consumer's decision-making. In this study, advertisement of Toyota has been made on social media websites and Dutch news sites. 

CHAPTER THREE

3.1 RESEARCH DESIGN 

Research design is the plan structure and strategy of investigation developed so as to obtain answer to research questions and control variance (Kerlinger, 1973:45).

3.2
SOURCES OF DATA 

The researcher used both primary and secondary methods of data collection.

Primary Data: This is data that is obtained first hand from the respondents. Primary data method is obtained through the administration of questionnaires and personal interviews. 

Secondary Data: secondary source of data are opinions of exports in the experts views and are obtained from related literature from private, professional ad academic libraries. 
THE POPULATION STUDY 

The study of population would cover about 200 workers of a particular TOYOTA car dealer in Nigeria; and the research questionnaire was distributed among these 200 workers of TOYOTA car company.

3.4 SAMPLE DESIGN AND DETERMINATION OF SAMPLE SIZE  
The researcher used Yaro Yammane’s formular to determine the sample size from the population.

Yaro Yamane’s formula is given

As
n = N


1+N (e)2

Where  
N = population of study



n = sample size



e = level of significance at 5%



1 = constant 

Thus substituting for the formula 



n = 400



     1 + 400 (5%)



  = 400



     1 + 400 (0.0025)



  = 400      =    286



     1 +1    

 2



  = 400
=
200



     2
 

   





The sample size of the study is 200 respondents. 

3.5 
METHOD OF DATA COLLECTION 
The research instrument used by the researcher in collecting useful data is questionnaires and interview. 

The questions were both close and open ended with multiple answers. These formulated questions were submitted to the supervisor necessary corrections were made.

This was necessary because the instrument has to agree with the subject under discussion. 

3.5.1 QUESTIONNAIRE DESIGN, DISTRIBUTION AND COLLECTION OF RESPONSES

The questionnaires were carefully designed to accommodate two sections. The first section is the demographic characteristics of the respondents such as sex, age, educational level which the second section deals on relevant aspect of the topic under study.

3.5.2     SECONDARY METHOD OF DATA COLLECTION.

The researcher used the following sources for the collection of secondary data with the used of libraries, textbooks, journals, newspaper conference and seminar papers and the review of other related literature.

3.6      METHOD OF PRESENTION AND ANALYSIS

Data collected subjected to statistical analysis with the use of chi square test of independence. Chi square is given as 

                             X2 =    ∑ (o-e) 2





e

Where  
x2 = chi square 



o = observed frequency



e = expected frequency 

Level of confidence / degree of freedom

When employing the chi – square test, a certain level of confidence or margin of error has to be assumed. More also, the degree of freedom in the table has to be determined in simple variable, row and column distribution, degree of freedom is: df = (r-1) (c-1)

Where; df = degree of freedom 

             r = number of row

             c = number of columns.

In determining the critical chi _ square value, the value of confidence is assumed to be at 95% or 0.95. a margin of 5% or 0.05 is allowed for judgment error.

DECISION FOR VALIDATION OF HYPOTHESIS

The rule in deciding or whether to accept or reject the null hypothesis is that were the computed chi – square (X2) value is greater than the critical chi – square (X2) values reject the null hypothesis and accept the alternative hypothesis. However, were the critical value (table value) of the chi – square is greater than that of the computed value, accept the null hypothesis and reject the alternative hypothesis

     Thus;

                  Accept HO if X2c < X2t

                  Accept H1 if X2c > X2t

Where; Ho; null hypothesis 

            H1; alternative hypothesis

            X2c; computed chi – square value

            X2t; table (critical) chi – square value.

CHAPTER FOUR

4.1 DATA PRESENTATION, DATA ANALYSIS AND INTERPRETATION

This chapter is devoted to the presentation, analysis and interpretation of the data gathered in the course of this study. The data are based on the number of copies of the questionnaire completed and returned by the respondents. The data are presented in tables and the analysis is done using the chi-square test.
4.2 DATA PRESENTATION AND ANALYSIS

The data presented below were gathered during field work.
BIO-DATA OF THE RESPONDENTS

Table 1

	gender of the respondents

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	male
	144
	72.0
	72.0
	72.0

	
	female
	56
	28.0
	28.0
	100.0

	
	Total
	200
	100.0
	100.0
	


Field survey, march 2016

Table 1 above shows the gender of the respondents

144 of the respondents which represent 72% of the population are male.

56 of the respondents which represent 28% of the population are female.

Table 2

	ages of the respondents

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	15-20 years
	59
	29.5
	29.5
	29.5

	
	21-30 years
	77
	38.5
	38.5
	68.0

	
	31-40 years
	43
	21.5
	21.5
	89.5

	
	41-50 years
	14
	7.0
	7.0
	96.5

	
	above 50 years
	7
	3.5
	3.5
	100.0

	
	Total
	200
	100.0
	100.0
	


Field survey, march 2016

Table 2 above shows the age distribution of the respondents

59 of the respondents which represent 29.5% of the population are between 15 to 20 years of age.

77 of the respondents which represent 38.5% of the population are between 21 to 30 years of age.

43 of the respondents which represent 21.5% of the population are between 31 to 40 years of age.

14 of the respondents which represent 7% of the population are between 41 to 50 years of age.

7 of the respondents which represent 3.5% of the population are above 50 years of age.

Table 3

	marital status of the respondents

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	single
	71
	35.5
	35.5
	35.5

	
	married
	114
	57.0
	57.0
	92.5

	
	divorced
	7
	3.5
	3.5
	96.0

	
	widowed
	8
	4.0
	4.0
	100.0

	
	Total
	200
	100.0
	100.0
	


Field survey, march 2016

Table 3 shows the marital status of the respondents

71 of the respondents which represent 35.5% of the population are single.

114 of the respondents which represent 57.0% of the population are married.

7 of the respondents which represent 3.5% of the population are divorced.

8 of the rerspondents which represent 4% of the population are widow.

Table 4

	educational qualification of the respondents

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	OND
	42
	21.0
	21.0
	21.0

	
	HND/BSC
	136
	68.0
	68.0
	89.0

	
	PGD/MSC
	15
	7.5
	7.5
	96.5

	
	PHD
	5
	2.5
	2.5
	99.0

	
	OTHERS
	2
	1.0
	1.0
	100.0

	
	Total
	200
	100.0
	100.0
	


Field survey, march 2016

Table 3 above shows the educational qualification of the respondents 

42 of the respondents which represent 21% of the population have OND

136 of the respondents which represent 68% of the population have either HND or BSC

15 of the respondents which reprersent 7.5% of the population have either PGD or MSC

5 of the respondents which represent 2.5% of the population have PHD

While 2 of the respondents which represent 1.0% of the population have other academic qualifications.

Table 5

	years of experience of the respondents

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0-2 years
	80
	40.0
	40.0
	40.0

	
	3-5 years
	108
	54.0
	54.0
	94.0

	
	6-11 years
	9
	4.5
	4.5
	98.5

	
	above 11 years
	3
	1.5
	1.5
	100.0

	
	Total
	200
	100.0
	100.0
	


Field survey, march 2016

Table 5 above shows the years of experience of the respondents 

80 of the respondents which represent 40% of he population have 0 to 2 years of experience

108 of the respondents which represent 54% of the population have 3 to 5 years of experience

9 of the respondents which represent 4.5% of the population have 6 to 11 years of experience

3 of the respondents which represent 1.5% of the population have above 11 years of experience.

TABLE BASED ON RESEARCH QUESTION

SECTION B: THE IMPACT OF SOCIAL MEDIA ON CONSUMER BUYING BEHAVIOUR OF TOYOTA BRAND OF VEHICLES
Table 6

	customers have positive perception towards online shopping of toyota brand of vehicles

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly agree
	68
	34.0
	34.0
	34.0

	
	agreed
	114
	57.0
	57.0
	91.0

	
	undecided
	7
	3.5
	3.5
	94.5

	
	disagree
	6
	3.0
	3.0
	97.5

	
	strongly disagree
	5
	2.5
	2.5
	100.0

	
	Total
	200
	100.0
	100.0
	


Field survey, march 2016

Table 6 above shows the responses of the respondents that customers have positive perception towards online shopping of Toyota brand of vehicles

68 of the respondents which represent 34% of he population strongly agree that customers have positive perception towards online shopping of Toyota brand of vehicles.

114 of the respondents which represent 57% of the population agree that customers have positive perception towards online shopping of Toyota brand of vehicles

7 of the respondents which represent 3.5% of the population were undecided

6 of the respondents which represent 3.0% of the population disagree that customers have positive perception towards online shopping of Toyota brand of vehicles.

5 of the respondents which represent 2.5% of the population strongly disagree that customers have positive perception towards online shopping of Toyota brand of vehicles.

Table 7

	social media effeciency has improved overtime in Nigeria

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly agree
	85
	42.5
	42.5
	42.5

	
	agreed
	89
	44.5
	44.5
	87.0

	
	undecided
	23
	11.5
	11.5
	98.5

	
	disagree
	2
	1.0
	1.0
	99.5

	
	strongly disagree
	1
	.5
	.5
	100.0

	
	Total
	200
	100.0
	100.0
	


Field survey, march 2016

Table 7 above shows the responses of the respondents that social media effeciency has improved overtime in Nigeria.

85 of the respondents which represent 42.5% of he population strongly agree that social media effeciency has improved overtime in Nigeria.

89 of the respondents which represent 44.5% of the population agree that social media effeciency has improved overtime in Nigeria.

23 of the respondents which represent 11.5% of the population were undecided

2 of the respondents which represent 1% of the population disagree that social media effeciency has improved overtime in Nigeria.

1 of the respondents which represent 0.5% of the population strongly disagree that social media effeciency has improved overtime in Nigeria.

Table 8

	social media has significantly influenced the different stages of customer decision making on the purchase of toyota brand of vehicles

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	38
	19.0
	19.0
	19.0

	
	agree
	147
	73.5
	73.5
	92.5

	
	undecided
	5
	2.5
	2.5
	95.0

	
	disagree
	6
	3.0
	3.0
	98.0

	
	strongly disagree
	4
	2.0
	2.0
	100.0

	
	Total
	200
	100.0
	100.0
	


Field survey, march 2016

Table 8 above shows the responses of the respondents that social media has significantly influenced the different stages of customer decision making on the purchases of Toyota brand of vehicles.

38 of the respondents which represent 19% of he population strongly agree that social media has significantly influenced the different stages of customer decision making on the purchases of Toyota brand of vehicles.

147 of the respondents which represent 73.5% of the population agree that social media has significantly influenced the different stages of customer decision making on the purchases of Toyota brand of vehicles.

5 of the respondents which represent 2.5% of the population were undecided

6 of the respondents which represent 3% of the population disagree that social media has significantly influenced the different stages of customer decision making on the purchases of Toyota brand of vehicles.

4 of the respondents which represent 2% of the population strongly disagree that social media has significantly influenced the different stages of customer decision making on the purchases of Toyota brand of vehicles.

Table 9

	Toyota brand of vehicles seems more reliable than other brand of vehicles

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly agree
	101
	50.5
	50.5
	50.5

	
	agree
	69
	34.5
	34.5
	85.0

	
	undecided
	13
	6.5
	6.5
	91.5

	
	disagree
	12
	6.0
	6.0
	97.5

	
	strongly disagree
	5
	2.5
	2.5
	100.0

	
	Total
	200
	100.0
	100.0
	


Field survey, march 2016

Table 9 above shows the responses of the respondents that Toyota brand of vehicles seems more reliable than other brand of vehicles.

101 of the respondents which represent 50.5% of he population strongly agree that Toyota brand of vehicles seems more reliable than other brand of vehicles.

69 of the respondents which represent 34.5% of the population agree that Toyota brand of vehicles seems more reliable than other brand of vehicles.

13 of the respondents which represent 6.5% of the population were undecided

12 of the respondents which represent 6% of the population disagree that Toyota brand of vehicles seems more reliable than other brand of vehicles.

5 of the respondents which represent 2.5% of the population strongly disagree that Toyota brand of vehicles seems more reliable than other brand of vehicles.

Table 10

	online shopping has significantly influenced the level of interaction among buyers and seller of toyota products

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly agree
	19
	9.5
	9.5
	9.5

	
	agree
	163
	81.5
	81.5
	91.0

	
	undecided
	11
	5.5
	5.5
	96.5

	
	disagree
	6
	3.0
	3.0
	99.5

	
	strongly disagree
	1
	.5
	.5
	100.0

	
	Total
	200
	100.0
	100.0
	


Field survey, march 2016

Table 10 above shows the responses of the respondents that online shopping has significantly inf;uenced the level of interaction among the buyers and sellers of Toyota products.

19 of the respondents which represent 9.5% of he population strongly agree that online shopping has significantly influenced the level of interaction among the buyers and sellers of Toyota products.

163 of the respondents which represent 81.5% of the population agree that online shopping has significantly inf;uenced the level of interaction among the buyers and sellers of Toyota products.

11 of the respondents which represent 5.5% of the population were undecided

6 of the respondents which represent 3% of the population disagree that online shopping has significantly influenced the level of interaction among the buyers and sellers of Toyota products.

1 of the respondents which represent 0.5% of the population strongly disagree that online shopping has significantly influenced the level of interaction among the buyers and sellers of Toyota products.

Table 11

	the use of social media has significant impact on the social and economic development of Nigeria

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly agree
	38
	19.0
	19.0
	19.0

	
	agree
	149
	74.5
	74.5
	93.5

	
	undecided
	8
	4.0
	4.0
	97.5

	
	disagree
	2
	1.0
	1.0
	98.5

	
	strongly disagree
	3
	1.5
	1.5
	100.0

	
	Total
	200
	100.0
	100.0
	


Field survey, march 2016

Table 11 above shows the responses of the respondents that the use of social media has significant impact on the social and economic development of Nigeria.

38 of the respondents which represent 19% of he population strongly agree that the use of social media has significant impact on the social and economic development of Nigeria.

149 of the respondents which represent 74.5% of the population agree that the use of social media has significant impact on the social and economic development of Nigeria.

8 of the respondents which represent 4% of the population were undecided

2 of the respondents which represent 1% of the population disagree that the use of social media has significant impact on the social and economic development of Nigeria.

3 of the respondents which represent 1.5% of the population strongly disagree that the use of social media has significant impact on the social and economic development of Nigeria.

RESEARCH HYPOTHESIS

HYPOTHESIS 1

H0: 
Customers have negative perception towards online shopping 

of Toyota brand of vehicle. 
H1: 
Customers have positive perception towards online shopping of Toyota brand of vehicle. 

Level of significance (α=0.05)

Decision Rule: reject H0 if the p-value is less than the level of significance, otherwise accept the null hypothesis
Table 12

	Test Statistics

	
	customers have positive perception towards online shopping of toyota brand of vehicles

	Chi-Square
	243.250

	df
	4

	Asymp. Sig.
	.000

	a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell frequency is 40.0.


CONCLUSION

From table 12 above, since the p-value (0.000) is less than the level of significnce of 0.05, we reject the null hypothesis and concluded that customers have positive perception towards online shopping of Toyota brand of vehicles

HYPOTHESIS 2

H0: 
Social media has not significantly influenced the different 

stages of consumer decision making on the purchase of Toyota Brand of vehicles
H1: 
Social media has not significantly influenced the different 

stages of consumer decision making on the purchase of Toyota Brand of vehicles
Level of significance (α=0.05)

Decision Rule: reject H0 if the p-value is less than the level of significance, otherwise accept the null hypothesis
Table 13

	Test Statistics

	
	social media has significantly influenced the different stages of customer decision making on the purchase of toyota brand of vehicles

	Chi-Square
	378.250

	df
	4

	Asymp. Sig.
	.000

	a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell frequency is 40.0.


CONCLUSION

From table 13 above, since the p-value (0.000) is less than the level of significnce of 0.05, we reject the null hypothesis and concluded that social media has significantly influenced the different stages of customer decision making on the purchases of Toyota brand of vehicles.

CHAPTER FIVE 

SUMMARY, CONCLUSION AND RECOMMENDATION

The research aims to determine the impact of social media on consumer buying behavior to Toyota brand of vehicle. The study specifically, determine to:

Examine consumers’ perception towards buying of Toyota brand of 
vehicle online.
Examine the factors that motivate consumers to buy Toyota brand of 
vehicle through social media.
Examine how much social media has affected consumers’ buying 
Behavior of Toyota brand of vehicle.

From the data presented, we found out that the majority of the responses were all positive concerning the use of social media from table 6 down to table 11, we found out that social media influences buying behaviour; the level of interaction through the use of internet is a major factor that really infuence online shoping. 

From table 12 down to table 13 we found out that the p value of the analysis were found to 0.000 which were all less than 0.05 level of significance.

CONCLUSION

From the observations and the result of the analysis, we concluded that:

1. social media has significantly influenced the different stages of customer decision making on the purchases of Toyota brand of vehicles.

2. customers have positive perception towards online shopping of Toyota brand of vehicles

RECOMMENDATION

From the responses of the respondents and the result of the analysis we found out that

1. Internet plays a key role in online shopping

2. online shopping create a room for interaction between buyers and sellers of toyota products.

So we recommend that:

1. The federal governement of Nigeria should allocate some funds to the development of social media in Nigeria since it has positive impact on the social and economic development of Nigeria.

2. Big companies that are into manufacturing should implement e-commerce in their business as it gives a wider room for bussiness with client all over the world.

3. from the responses of the respondents we found out that Toyota vehicles seems to be the best. So people should patronize Toyota brand of vehicles over other brands.

4. People should place their adverts on social media for far reaching effects.
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QUESTIONNAIRE ADMINISTRATION
INSTRUCTION: please endeavor to complete the questionnaire by ticking the correct answer(s) from the options or supply the information required where necessary.

SECTION A: personal information/Data

Gender

Male

Female

     
 


Age range

15-20yrs

21-30yrs

31-40yrs

41-50yrs

Above 50yrs

Educational qualification

OND

HND/BSC

PGD/MSC

PHD

Others 

Marital status

Single

Married

Divorced

Widowed

Years of service/experience

0-2yrs

3-5yrs

6-11yrs

Above 11yrs

SECTION B: The impact of social media on consumer buying behaviour of TOYOTA brand of vehicles.

Customers have positive perception towards online shopping of Toyota brand of vehicles.

Strongly agreed

Agreed

Undecided

Disagreed

Strongly disagreed

Social media efficiency has improved overtime in Nigeria


Strongly agreed

Agreed

Undecided

Disagreed

Strongly Disagreed

Social media has significantly influenced the different stages of customer decision making on the purchase of Toyota brand of vehicles

Strongly agreed

 Agreed

Undecided

Disagreed

Strongly Disagreed

In your own words, why does most customers prefer Toyota product to other products?

_ _ _ ____ _ _ __ _ _ _ _ _ _ _ ____ _ _  __ _ _ _ _ _ _ _ _ _ _ _ _ _  __ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  _ _  _ _ _ __ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _

Toyota brand of vehicles seems to be more reliable than other brand of vehicle.

Strongly agreed

Agreed

Undecided

Disagreed

Strongly Disagreed

Online shopping has significantly influenced the level of interaction among the buyers and sellers of Toyota products.

Strongly Agree

 Agree



Undecided



 Disagree 


Strongly Disagree

Social media has significant impact on the social and economic development of Nigeria.

Strongly Agree



Agree



Undecided

Disagree 


Strongly Disagree

EVALUATION OF ALTERNATIVES











INFORMATION SEARCH








PROBLEM RECOGNITION





PURCHASE DECISION








POST PURCHASE DECISION











PAGE  
1

