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ABSTRACT
This study was carried out on the impact of sociatlia networks on consumers’ patronage of proditcigas
premised on the proliferating notion of online iebaisinesses in Nigeria particularly through thee wf many
social media like Facebook, Twitter, YouTube, Geo§tores, Likedlin, etc despite the nefarious @iescof
internet fraudsters. Among the most notable retaihpanies that engage in such online business¢igiénia are
Jumia and Konga Nigeria Ltd, upon which this studs carried out as well as on the consumers whomaée
the companies both in Enugu and in Lagos state. dhjectives were sought; to determine the percepifche
consumers toward online shopping and to determiireeitent to which the consumers patronize thenenli
retailers.To achieve these objectives, a crossosattsurvey research design was adopted with munestire
being the data collection instrument. The dataecctdld were analysed and presented in tables. Tihatheses
were tested using ANOVA and Chi-square statisticals at 5% level of significance and specifiegdes of
freedom. Among others, the findings revealed thatd is a significant difference in the perceptiohthe entire
consumers and that consumers patronize onlindeaestaiery significantly. The study concluded thahgsumers
would continue patronizing online retailers at escendo despite their varying perception of intensage.
Keywords. Network, Data, Social media and Consumer.

1.1 INTRODUCTION

The term ‘social media’ is quite often mentionedst days. It is a new phenomenon and one wouldaplpb
imagine that everyone knows or understands what#dns. Nearly ninety percent (if not more) of allime or
internet users use social media in one way or therdKietzmann and Kristopher, 2011; Dolwick, 2D0Bhe
emergence of social media began in the early daysternet when people started sharing informatom
communicating with one another (Boyd and Ellisdd] @) but unfortunately; the platforms used theneaapre
‘technology intensivend required some level of expertise before bemce, the number of people using social
media platforms then was limited. Over a periodtiofe as technology advanced, platforms that are les
sophisticated were developed thus, enabling b8limf regular internet users, without any technology
background, to use the services (Boyd et al., 2B8a0ien, Bender, Spring, Bhattacharjee and Str&@9Rand
this marked a turning point in the history of imtet, making the internet technology all inclusikesuch a way
that people no longer remain silent spectatordi¢ocontent being dished out to them. Now, theydaubate
their own content, share it with others, respongédople, collaborate with them and many more (Aasirand
Haenlein, 2010). This user interaction is what gewpetus to the today’s increasingly emerging dociadia
networks and sites.

Social media network sites such as, Facebook, @wittikedin, Youtube, Google+, etc now allow member
individuals to interact with one another and toldbuelationships even many companies across thédwawve
joined but they joined only the fastest growingwearks such as Facebook and Twitter, so as to corwigit
their customers (Trattner and Kappe 2012). Theasooedia networks act so fantastically as the vehielping
companies to gain traffic or attention to their owebsite usually through the use of Links via theeats they
place on the social media websites (Chinag and €h2011; Deis and Hensel, 2010). It also acts ggsthe
traditional Word of Mouth in mainstream marketinged. Corporate messages uploaded on the sitesispea
fast from users to users and presumably resondt@vour of the company (Deis and Hensel, 2010)thkse
regards, social media networks, ever since 2008 hacome the new 2tentury paradigmatic market medium
for businesses to exploit (IMAP, 2010) and influertheir customers’ purchasing behaviour more. This
because, globally, a survey report reveals thamtaif of the 400 million active users of Facebatdne log on
each day and spend over 500 billion minutes pertimon the same site. (Oracle Retail, 2010) andeddquhis
notion, virtually all businesses now employ soci@dia networks as an extension of their existingpa@te
marketing strategies especially the retail industrprder to capture and serve customarily thoseeaisers
with a broad range of lifestyle brands of produmtsoss the universe. And in the light of this, méinys in
Nigeria also have started plunging into using thpkdforms. This current study thus seeks to explibe
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patronage behaviour of Nigerian consumers via tlgsging social media networks especially from #os
companies that utilize them for their marketing\ates.

12 Statement of the Problem

The rapid adoption and evolution of social mediawoeks across all countries of the world today bpsrred
many businesses to devising strategies in ordewtte millions of active users of the networkstheir product
offerings usually on their own websites. Nigeria@ exempted of this growing phenomenon. Manyrmsses
in the country now strive to replicate those onlaealings and transaction patterns which their tmpart
abroad practice. An example of this is Amazon, wweld’'s largest online retailer, selling a broachga of
lifestyle brands of products to customers at tdewrsteps across many countries. In Nigeria, a gawmaber of
similar online retailers such as Jumia, Konga, Begl 3Stiches, Taafoo, Buyright.bz, etc have noverged
and some are still up coming. They also offer aatiroange of lifestyle product brands such as elaids,
computers, phones, books, home appliances, taysaleb at customers’ doorsteps but within Nigerigy.

Apart from the rising competition among the curhgeiisting rivals, there seems to be a dauntimgeacy that
Nigerians would never dare transact business \éairkernet with any unseen person who displays many
attractive pictures of product items, tagged wititgs and might not physically exist anywhere bungpting
prospective buyers to pay upfront so that the itewosild be delivered at their doorsteps anywher¢hin
country. This has always been a questionable iasweresult of the pervasive menace¥atfioeYahoointernet
frauds and has shaped the perception of many Migetioward being careful when operating on therriete
especially when it comes to their supply of certg@rsonal information. Meanwhile, many of the Niger
online retailers have provided sufficient roomsday likely doubt about the authenticity of theartsaction via
the social media networks with any prospective austs by allowing them to pay for any product adith
choice on delivery. But still, other numerous peshé proliferate thus, impeding against the patrenag
tendencies of Nigerians.

Existing philosophies (theoretical perspectivegjvjte that there could be a service quality gapllgin terms
of the retailer's understanding of what prospectiustomers want, how they want it, as well as howater for
them satisfactorily since the genesis of the tratitsa through these growing social media netwodtfpkms is
done without any physical contact between the legtaind prospective consumers. The retailers maygit the
knowledge or understanding of what the prospectisomers specifically wanted or preferred eitleea aesult
of the disillusion in the product information antridutes they uploaded or as a result of not amtht updating
information regarding the available product iteffisis was the experience of an individual who bowghtouse
for a friend from JUMIA from their e-store. Someyddater, JUMIA sent him a mail that the dress wasof
stock and that he should pick another one. Thistwarfor weeks and he then noticed he would nodomged
the product item but there were issues regardifighdeof his money. According to the individuallHey kept
telling me to reorder. It was frustrating but aftedid thrice, my item was delivered to mé&here could be
many people suffering from this type of encountértbere. Some of whom might lose both their mozey the
product item they ordered. And this might affeditltontinued patronage of the online retailers.

13 Objectives of the Study

The main objective of this study is to harnessitiygact of social media networks on consumer pagera the
products of online retailers who utilise them foommerce purposes. The specific objectives howieetrde:

i.  To determine the perception of the consumers towalide shopping

ii. To determine the extent to which the consumerpate the online retailers.

14 Research Questions

i.  What is the perception of consumers toward @nihopping?

ii. To what extent do the consumers patronize enletailers?

15 Resear ch Hypotheses
Ha: 1There is difference in the perception of conssnteward online shopping
Ha: 2 Consumers do significantly patronize onlinaitets.

1.6 Profile of JUMIA and KONGA

1.6.1Jumia NigeriaLtd

Jumia Nigeria is one of the today’s Nigerian or@psbnline retail shops offering a wide selectiorpodducts
including Mobile Phones, Computers, ElectronicsymtdoAppliances, Toys, Books, Wears and many more but
not limited to either Men only or Women's Fashitiys, bringing them right to customers’ doorstepmia was
formerly owned by Rocket Internet who sold all Afican holdings including Kasuwa, an online eledic,
gadgets and content store like Amazon, and Sabais@.an online clothing and fashion store, botMikkicom

who then consolidated both companies into Jumiaa &tobal company which has assets under supenvigio
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approximately $2.0 trillion and assets under mamage of about $1.3 trillion (as of June 30, 201R)mia’s
clients include institutions, retail investors dmigh-net worth of individuals in every major markbtoughout
the world. Jumia Nigeria also offers a wide setattof styles and brands, 100% convenience with 2alihe
access from home or office, secure payment sucBaak Deposit/Online banking and Cash on Delivery,
exceptional customer care service, Fast next-dayorto five days delivery and returns after 7 dapsl lots
more. Jumia can be followed up on social mediafi&eebook, Twitter, and Youtube.

1.6.2Konga Nigeria Ltd

Konga Nigeria is also one of the today’s Nigeriare-gtop online retail shops offering a wide setectof
products including Mobile Phones, Computers, Etetts, Home Appliances, Toys, Books, Wears and many
more just as Jumia, bringing them right to cust@h@oorstep. Konga is an indirect competitor to iduim four
categories and currently only delivers to Lagosal#fo offers a wide selection of styles and brarid®)%
convenience with 24/7 online access from home ficenfsecure payment such as Bank Deposit/Onlim&ibg

and Cash on Delivery, exceptional customer cargicserFast next-day or two to three days delivarg #ts
more. Konga also can be followed up on social mekiaFacebook, Twitter, and Youtube.

2.0 LITERATURE REVIEW

2.1 Conceptual Frame work

The term ‘Social Media Network’ consists of thresrnis: social, media and network. The term ‘social’
ubiquitously refers to the characteristic of liviogganisms as applied to populations of human# Hhort,
always refers to the interaction among humans arttidir collective co-existence irrespective of wiee they
are aware of interaction or not, and irrespective/ieether the interaction is voluntary or involungtgdDolwick,
2009). Based on this definition, it can be inferthdt the term ‘social’ reflects the characterisifca society
which allows a group of people living in the sogitid relate or interact together.

The term ‘media’ as the plural of ‘medium’, simpigfers to the means of communication, such as yadio
television, newspapers, and magazines that reachinfarence people widely. BusinessDictionary.com
corroborates this definition and adds that it (rapds the communication channels through which news
entertainment, education, data, or promotional agess are disseminated. Media however includes every
broadcasting and narrowcasting medium such as rapesp, magazines, TV, radio, billboards, directlmai
telephone, fax, and internet.

As a computer terminology, the term ‘network’ mgam interconnection (via cable and/or wireless) gfoup

of computers and peripherals which are capabléarfiisg software and hardware resources between oserg
(Badenet al., 2009). Internet is an example of a global netwafrketworks. As a communication terminology,
it, network can be referred to as a system thablerausers of telephones or data communicatiors ltoe
exchange information over long distances by conmgatith each other through a system of routersyess,
switches, and the likes (Dolwick, 2009). The MarrigVebster dictionary however defines networkingtees
exchange of information or services among indivisilugroups, or institutionsspecifically the cultivation or
enhancement of productive relationships for empleyhor business.

2.2 Meaning of Social Media

With the foregoing definitions, the termocial Media’ can now be conceptualised. Agichten, Carlos, Donat
and Aristides (2008) define it as a form of electronic commutiama (such as Internet, Websites or Mobile
phones usually for social networking and bloggittgjough which users create online communities t@resh
information, ideas, personal messages, and otheerb(like videos). Tang and Whinstq2012) also define
social media as the means of interactions among peoptaidhr which they create, share, and exchange
information and ideas in virtual communities (corgutaid) and networks. Social media however can
meaningfully be regarded as a group of interneethaapplications that build on the ideological and
technological foundations of websites, and thatvedl creation and exchange of user-generated co@enply
put, it depends on mobile and web-based techndogiecreate highly interactive platforms throughickh
individuals and communities share, co-create, @sciand modify user-generated content. It introsluce
substantial and pervasive changes to communicdiigtween organizations, communities and individuals
(Kietzmann and Kristopher, 2011). Social mediaet#ffrom traditional/industrial media in many agpesuch

as quality (Tanget al., (2012), reach, frequency, usability, immediacy gmedmanence (Nigel, Graham and
Hodges, 2012) all of which are enhanced by therete There are many effects that stem from inteusage.

As a result, according to Niget al, (2012), many internet users would continue tsdpmore time with social
media sites than any other type of site.
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2.3 Meaning of Social Network

From the meaning of ‘social’ and ‘network’ as givahove, the term Social Network can meaningfully be
inferred as an internet-based services that alfmlividuals to (i) construct a public or semi-pulgiofile within

a bounded system, (ii) articulate a list of useith whom they share a connection, and (iii) vievd araverse
their list of connections and those made by othéthin the system. The nature and nomenclaturehed
connections may vary from site to site. While tkent "Social Network Site" appears to have been lyide
employed to describe this emerging phenomenon ZK®itn and Kristopher, 2011; Taegal.,2012; Baderet
al., 2009), it also appears in most public discourses] the two termsSocial Network Siteand Social
Networking Siteseem to be often used interchangeably. Here indtidy, the ternmetworksuffixing ‘social
media’ would be employed and natétworking simply for two reasons: emphasis and scope. "Neting"
emphasizes relationship initiation, often betwetangers and while it may be possible on some,sitesight
not be the primary purpose of many of others, sdt what differentiates them from other forms ofmputer-
mediated communication (CMC) (Dolwick, 2009).

2.4 Consumer Patronage Behaviour through Social M edia Networks

Retailers are increasingly using internationalmatstrategy in order to enhance their competitigen@crease
sales and make good profits. One of which is tliayts proliferating usage of Social Media Networkice
the 1990s, many retailers across the world have katering this enterprising marketplace and assalt; the
rivalry between domestic and foreign retailers lees fiercer everyday (Anic and Jovancevic, 2004ifh\the
increasing expansion of these foreign retailers ahifts in consumers’ attitudes and behaviour, diime
retailers feel stronger pressures to make theirpatitive strategies more effective so that they campete
against the foreign retailers who are alreadysinitj social media networks to penetrate the domestailers’
established markets. A good example of this in Négés the emerging competition among foreign amlin
retailers like Amazon and domestic counterparts lilkmia, Konga, Buyrite, Deealdey, etc. Strateggitjpning
has now become the critical issue for gaining bethustained long-term growth and persistent custgme
patronage. The key question now has been how tl@sestic retailers can get Nigerian consumerssib their
online stores more frequently and buy more mercisandn each visit. Since the success in retailimystry
depends on consumers, most domestic retailerscavealso moving into social media which their coupéats
abroad exploit (Chaney and Gamble, 2008).

For consumers to patronize the domestic retaithesstudy of Larochg2005) suggests that a country’s image
affects consumers’ product evaluation (attitudea pyoduct) through their beliefs about the produattributes
such as quality, reliability and pricing. Attitudieeory may explain how countries are seen in thednoif the
consumers, what beliefs and emotions towards atgothrey have, how this information affects thedactions
towards a country (Roth and Diamantopoulos, 208®8jtudes are complex system comprising the persons
beliefs about the object, their feelings towards tfbject, and action tendencies with respect tootiject. As
such they include cognitive, affective and psychtwmaspects, and represent the way people reacstimulus.
Consumers mentally process objective informatiooulthe product or retailer and form an impressidithe
benefits they provide. They express the preferemdack of preference for stores, brands and atherketing
stimuli by reflecting a favourable or unfavouraligitude, which might affect their purchasing irten and
purchases (Dmitrovic, Vida and Reardon, 2009). Matudies have examined consumers’ attitudes towards
domestic and foreign products (Bhuian, 1997; Beayd®98; Dickerson, 1982; Wang and Heitmeyer, 2006
while only a few studies explored the consumersl@ation of domestic and foreign retailers (Hyllsya2005;
Chaney and Gamble, 2008; llter, Aykol, Ozgen, 2088ic and Jovancevic, 2009). The results of thdadiss
are inconsistent. Although there is some indicatfat consumers have more positive attitudes tosvaockign
products or retailers than domestic products ailess (Strutton, True, and Rody, 1995; Wang andrikyer,
2006; Chaney and Gamble, 2008), other researchestgythat consumers perceive more favourably daenest
products or retailers than foreign products orilets (Dickerson, 1982; Hyllegard et al., 2005). nestic
retailers were shown to be better evaluated thagigo retailers on several store attributes, indgdroduct
quality, product assortment, pricing, structure atate layout (Hyllegard et al., 2005). Internatibretailer is
likely to be rated higher by consumers in its hasoantry than consumers in its foreign subsidiafi®st and
Carralero-Encinas, 2000). In all therefore, by lgisghing online stores, a foreign retailer mighpegt some
resistance in terms of boycotts with consumers af@more supportive to their domestic retailersrkZaa-
Fraser and Fraser, 2002) but in Nigeria, the reverght be the case simply because of the beliéfadtitude
that an average consumer has toward foreign mantkigts or retailers.

25 Theoretical Framework

This study is anchored on the Theory of Servicel@u&ap Model propounded by Parasuraman, Zeithemal
Berry (1985) has been considered appropriate. mbidel highlights the main requirements for delivgrigh
service quality. Customers generally have a tengémecompare the service they 'experience’ withseice
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they 'expect’. For example, if a customer shopgenirom Jumia stores, he/she would have a preel@fin
expectation in terms of how he/she is to be treatechtered for; in terms of he/she needs as addete. If the
experience of this customer does not match theatapen, there arises a gap.

2.6 Empirical Reviews

Extant related studies on the impact of social metitworks over consumer patronage vary a lot both
approaches and the scopes covered. Anic and V@BG5) study for example, was carried outtoploring the
Relationships between Store Patronage Motives amdHasing Outcomes for Major Shopping Trips in the
Croatian Grocery Retailingusing survey research design method. These authierg from their perceived
limited choice of stores which Croatian consumead for their grocery shopping trips before the bhagig of
the 1990s. And since then, a fast expansion ofreugr&ets, hypermarkets, cash and carry stores ignduhters
have been witnessed. Even with the entry of muitnal retailers, and the continued shifts in consts’
attitudes and behaviour, the Croatian grocery letaialso have felt ever stronger pressures to ntladie
competitive strategies more effective, so that thay increase their store traffic, enhance stoyaltp and
improve performance. Although this current studyuking social media networks, centres on the teiaiary
improvement in the Retailing business environmehictv affects consumers’ shopping behaviour, thenmai
purport of Anic and Vouk’s (2005) study was on thiteer hand meant to explore the relative importaofce
patronage motives as individual values and factmd, link them with purchasing outcomes. Also, xamine
the relationship between consumers’ and manageesv wn store patronage motives. The authors furthe
conceptualize ‘store patronage motives’ as beitig ‘feasons for patronizing a stére i.e. elements of a
retailer's merchandising mix that are critical ilstomers’ patronage decision.

3 RESEARCH METHODOLOGY

A cross- sectional survey research design was gmgléor this study. This study was carried out HotEnugu

and Lagos states in Nigeria specifically, in EdimatPrivate and Public institutions. Since thisreat work
was centred on the use of social media networkarmusing consumers’ patronages toward most otfoitiey’s
Nigerian online retailers’ product items, the stugigs however carried out across the Educationétutisns
(specifically students whether postgraduate or rtgrdeluate) in the states, as well as in some selgmtvate
and public institutions.

The population for this study consists of the meralm Nigerian consumers and the marketing staffurhia

and Konga Nigeria Ltd. The total population ofsheonsumers however is 15,555,155. On the othwet, ltlae
population of the marketing staffs of Jumia and g@mMigeria Ltd are 229 and 167 respectively. Sumozd
this gives 396.

The required sample size for the survey conductedtfis study was computed by using Yamane’s (1968)
sample size determination formula and the valuainbtl was 400.

The data for this study were collected through tis® of a structured questionnaire and these were
complemented by oral interview conducted amongcsaetemembers of the sample. The data were adjudged
valid and reliable essentially because of theirces:

40 PRESENTATION AND ANALYSIS OF DATA

41 Test of Hypothesis One

Ho: 1 There is no difference in the perception ofszoners toward online shopping

Ha: 1  There is a significant difference in the petmapof consumers toward online shopping

To test this hypothesis, One-way Classified ANOVAswsed. The justification for which is that, ilggein
determining the variations across any given grafamples. The result of the analysis is showtalite 1.

TABLE 1: DESCRIPTIVE STATISTICS

95% Confidence Interval for Mean
N Mean Std. Dev. Std. Error  Lower Bound Upper Bound Min.  Max.

Enugu Edu. 32 22.6875 2.66927 47186 21.7251 29.6405/.00 25.00
Enugu Priv. Inst. 28 22.3214  2.55392 48264 21.3311 23.3117 17.00 25.00
Enugu Pub. Inst. 21 21.1905 3.31088 72249 19.6834 22.6976 15.00 25.00
Lagos Education 90 18.8333  3.64815 .38455 18.0692 9.5974 12.00 24.00
Lagos Priv. Inst. 83 20.1446  3.53427 .38794 19.3728 20.9163 13.00 25.00
Lagos Pub. inst. 79 17.3797  4.46727 .50261 16.3791 18.3804 9.00 25.00
Total 333 19.6276  4.03816 .22129 19.1923 20.062900 9.25.00

Source: Field survey, 2014.

67



European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) may
Vol.6, No.30, 2014 IIS E

Table2: ANOVA

Sum of Squares df Mean Square F Sig.

Between Groups 1032.233 5 206.447 15.407 .000
Within Groups 4381.593 327 13.399
Total 5413.826 332

Source : Result of the statistical analysis basdd dollected.

Tables 1 and 2 present the results of the Oneelasgified ANOVA test on hypothesis one. Table dspnts

the descriptive statistics showing the Mean PeroepStandard Deviation as well as the Standardrkaf the
Perceptions of the Consumers across the six (@prsecaptured in Enugu and Lagos state. While iy ima
difficult to determine whether there is any sigréfint difference among the set of ‘Means’ on thidetaTable 2
however provides the ANOVA - i.e. the Analysis bétVariance in the Mean Perception of the consumers
across the six sectors. It can be deduced thad fkea significant [ = 15.407, p < 0.05] difference in the
perceptions of the consumers as regards onlinep@gppr his shows that the enire consumers do neg kgual
view of what it means to buy good online.

Based on the ANOVA result, it is ideal to conclutat there is a significant difference in the petmms of the
entire Nigerian Consumers that were captured is 8iudy as regards online shopping. Hence, the null
hypothesis would be rejected while the alternatpotiyesis [H] which states thatThere is a significant
difference in the perception of Nigerian consuntevgard online shoppingiould be accepted.

4.2 Test of Hypothesis Two

Ho:2 Nigerian consumers do not significantly patrenimline retailers.

Ha: 2 Nigerian consumers do patronize online retsigggnificantly.

To test this hypothesis, Chi-squagé [statistical tool was used to test the hypothas% level of significance
and specified degree of freedom and result is stiowime tables 3 and 4 that follow.

Decision Rule

Reject K if |p < 0.05| given the value of], otherwise, accept it.

TABLE 3: CHI-SQUARE FREQUENCIES

Patronizing Online Retailers because it is stress |f Will Buy More because of the Experience
Category Obsv N Exp N Residua Category Obsv N HNxpResidual
SD 21 66.2 -45.2 SD 0 66.2 -66.2
D 40 66.2 -26.2 D 10 66.2 -56.2
u 39 66.2 272 U 31 66.2 -35.2
A 121 66.2 548 A 175 66.2 108.8
SA 110 66.2 43.8 SA 115 66.2 48.8
331 331

Source: Field survey, 2014.

TABLE 4: CHI-SQUARE TEST STATISTIC
Patronizing Online Retailers because it is stress|f  Will Buy More because of the Experience
Y p-value Remark Y p-value  Remark
Chi-square 126.749 0.014  Significant Chi-square .84WY 0.0 Significant

Source : Result of the statistical analysis basgd dollected.

Tables 3 and 4 present the results of the Chi-squ3rtest on hypothesis two which was stated aboveeBan
the results presented on table 3, it can be dedihegdhe chi-square test is significagt £ 126.749, p < 0.05]
as per the consumption/patronage behaviour ofdhewmers. At the same time, it can be deducedtikathi-
square test is also significanf [ 347.414, p < 0.05] also as per the consumptiirdpage behaviour of the
consumers. Therefore, the null hypothesis woulddpected while the alternate hypothesis[kvhich states
that, ‘Nigerian consumers do significantly patronize oalmetailers’would be accepted.

5.1 Findings

The summary of the findings of the study are:

i. there is a significant difference in the percemiofithe entire consumers; and

ii. the consumers patronize online retailers very Sigritly.

52 Conclusion

Despite that people have different perceptions tdwealine shopping, social media networks have lzzing
so fantastically even in today’s business world, a®a globalization tool that keeps bringing peaptross the
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world together but also as the vehicle increasifgiping companies to gain traffic or attentiontiteir own
websites usually through the use of Links via ttheesits they place on the social media websitesféikebook,
YouTube, Google+, Likedin, etc. Sellers of proditems via the internet already have good understgnof
the wants of their online consumers and they cotigtéulfil them. Therefore, Nigerian retailers thare yet to
plunge their operations through this fantastic medivould remain as competitively impotent as somealk
neighbourhood retailers.

5.3 Recommendations
Based on the findings of this study, the follownegommendations are made :
i. There is a great emerging opportunity of sellingducts not only at the locality market anymore ooy

to the entire world via social media networks. 8ib,small and medium sized retailers who cravedamwth

should plunge their businesses into the social aneeliworks.

ii. Nigerian consumers also should endeavour to pagovia social media networks [internets]. It isufita
free and real.
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