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ABSTRACT
The study assessed the impact of Instagram Ads towards Consumer Behavior among Youths: A Case of Congo Street Cloth Traders in Dar es Salaam, Tanzania. The study was guided by the general objective of the research that was to assess the Impact of Instagram Ads towards Consumer Behavior among Youths in Tanzania. The study had specific objectives, which included; examining the extent in which youths are using Instagram, to identify the aspect of youths to use Instagram, to establish a relationship between the use of Instagram and purchasing tendency of youths, and also to examine the extent to which young people are affected by Instagram ads in their buying habits. The study used descriptive research design whereas a sample of 66 people were selected from Congo Street. From non-probability sampling, convenience sampling was used to select samples from data collection whereby the sample was selected conveniently because the area is busy with different business activities. 
[bookmark: _heading=h.4d34og8]The study used questionnaires and interviews as data collection methods. The study was guided by Media Marketing theory. Findings presented in graphs, tables and charts and analyzed by content analysis. Findings showed that Instagram ads have impacted youths in decision making, since more than 33% of the total respondents said they are affected in buying decisions, (30%) they mentioned that Instagram Ads increased consumer behavior among themselves and 37% of them said they are addicted with social media. The study concludes that youths are affected by Instagram ads as they are affected in their buying decision thus, with the advancement of technology nowadays business people should learn the better ways of using Instagram as a business tool to promote their products and attract customers while buyers should also know the proper use of social media Instagram being a case. The study recommends that the government should control the online businesses so that no one will be harmed, and the revenue will be easily collected.
Keywords: Instagram, Instagram ads, consumer behavior, youths.
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[bookmark: _heading=h.2jxsxqh][bookmark: _Toc133075611]CHAPTER ONE
[bookmark: _Toc133075612]1.0 Introduction
This chapter covers the background of the study, significance and statement of problem; objectives of the study that include main and specific objectives, research questions, and definitions of key terms of the study. Instagram is one of the most attention gaining social media globally since with more than one billion users, many different firms use Instagram for advertising purposes, marketing research and customer relationship supervision (Zhao, Yang, Xie, & Wang, 2017).
1.1 Background of the Study
[bookmark: _heading=h.z337ya]From this researcher’s personal reflection on the extent to which Youths are using Social media especially Instagram in Tanzanian, he has been exploring to while climbing up in the era of science and technology, it has become clear to him that through the years he had been surfing to and enjoying sharing information, posting videos and photos, he did not realize how Instagram Ads are affecting Youths in their buying decision and addiction of using Instagram among Youths in Tanzania and lead them to become dependents of Social media, until he came up himself with the concept of conducting a research on the topic entitled “Impact of Instagram Ads towards Consumer Behavior among Youths: A Case of Congo Street Cloth Traders in Dar es Salaam Tanzania” so as to assess it. 
According to Bergstrom & Backman (2013) Instagram was established in 2010 as a mobile-based application that enables people to share their photos and videos to other users as well as sending private and direct messages. According to Instagram (2014) at first Instagram was allowing people to edit and share photos and later on other functions were added such as sharing videos and photos as well as sending direct messages to the users. In 2012, Facebook owners finally bought the application as a way to connect it with Facebook and WhatsApp (BBC News, 2012). Instagram is believed to be the most admired and popular social network among the students in academic institutions such as schools and colleges. (Solomon, 2013)
According to The Pew Internet and American Life Project as cited in (Tekulve & Kelly, 2013) 13% of the people that use the internet are using Instagram, also from the results by Pew, adults at the age from 18-29 are the ones that show positive response towards Instagram.
According to Statista (2021) on a monthly basis, about 815 million Instagram users accessed photo-sharing platform Instagram. The figure is expected to reach nearly 1.2 billion users in 2023 the potentiality of Instagram marketing is influenced by the audiences' ages since as of July 2021 about 32 percent of global audiences were aged between 34 years and younger (Statista, 2021).
[bookmark: _heading=h.3j2qqm3]According to TIS (2012) since Instagram involves use of photos it is very suitable for content creators to add more creativity in making pictures and adding less words since photos speak louder than words. Therefore, this makes it easy for brand promotion hence convincing people (customers) to buy/consume that particular product or goods. Most people that are using Instagram to promote their business are lacking ads’ credibility, as they do not consider audiences’ perceptions, feelings, trust and confidence during the selling and buying process of the products (Mackenzie, et al., 1989). According to Awalina (2017) attitudes and behaviors are created by the appearance of the products’ photo or video. Attitudes can be based on emotions that mean someone can form positive feelings about a certain information, products or actions on the preferred basis. Thus, buying behavior or consumerism can be stimulated by someone’s feeling on certain products as displayed on Instagramads, hence a tendency of buying a particular product or service.
1.2 Statement of the Problem
According to Jefferson (2021) people of young ages do spend as much as nine hours per day on social media sites. According to the recent study conducted by Common Sense Media (2021), mind-blogging statistics means when students are not in school they are busy using their smartphones where they surf social media, interacting with friends, passing through different products that are in sales and so many other activities. Jefferson (2021) found out that a brand simply being on Instagram could be having a positive brunt on how audiences perceive that particular brand. 
Instagram content clients tend to view brands on Instagram as more popular (78%), relevant (74%), creative (77%), entertaining (76%) as well as committed to building community (72%) than those that are not (Impact, 2019). The relationship between the use of Instagram and consumer behavior among youths is what drives the research. According to Mark (2017) consumerism among youth has many negative impacts such as the increase of debt level among the youths as a result most of these youths are facing depression and stress.
[bookmark: _heading=h.1y810tw]Scholars such as McCombs (2002) in Agenda setting model have clearly showed the power that media messages have towards the attitude changes among the users especially social media users but there is no clear explanation on the relationship between consumerism of behavior of unnecessary buying habit and the power of ads that are displayed in the social media platforms Instagram in particular. This study  assessed the impact of these ads, especially in this era where social media usage has taken over among the people of young ages since most of these youths spend most of time searching different trends in the market in order to consume even though they are not so much in need (Mark, 2017).
1.3 Objectives of the Study
The main objective of this study was to assess the impact of Instagram ads towards consumer behavior among youths.
[bookmark: _Toc133075613]1.4 Specific Objectives
The study was guided by the following specific objectives:
i. To examine the extent in which youths in Dar es Salaam are using Instagram;
ii. To identify in which aspect do youths in Dar es Salaam use Instagram;
iii. To establish a relationship between the use of Instagram and the purchasing tendency of youths in Dar es Salaam and
iv. [bookmark: _heading=h.4i7ojhp]To examine the extent to which young people in Dar es Salaam are affected by Instagram ads in their buying habits.
[bookmark: _Toc133075614]1.5 Research Questions
i. What is the extent in which youths in Dar es Salaam are using Instagram?
ii. In What aspects do youths in Dar es Salaam use Instagram?
iii. What is the relationship between the use of Instagram and the purchasing tendency of youths in Dar es Salaam?
iv. [bookmark: _heading=h.2xcytpi]What is the extent in which young people in Dar es Salaam are affected by Instagram ads in their buying habits?
[bookmark: _Toc133075615]1.6 Scope of the Study
The study was aiming at assessing the impact of Instagram Ads towards Consumer Behavior among Youths in Tanzania. The study had to seek for Instagram users both in marketing and least users therefore the population had to be Instagram users in Congo Street at Kariakoo and the selected sample to accomplish the study had to be 66 respondents including Youths and Businessmen from Congo Street in Dar es Salaam Tanzania.
The geographical location covered in the Study is highly occupied with various businesses and it is surrounded with many dwellers in the City of Dar es Salaam Tanzania that is the reason a researcher selected this area.
The study was carried out between June and July, 2022, however it was out of the planned time frame but it was also influenced by the budget that was fixed.
1.7 Limitations and Delimitations
The researcher faced some challenges in data collection, literature review as well as in data analysis and presentations. Secondary data was somehow difficult to get since the area has got little research. The researcher faced some challenges when collecting data since Congo Street in Kariakoo is one of the crowded areas thus it was a bit challenging to get people who would provide appropriate answers for the completion of this study.
[bookmark: _heading=h.1ci93xb]However, to make sure that the research process is accomplished the researcher worked hard on literature as well as in data presentations.

1.8 Significance of the Study
1.8.1 to Business People
The study will be significant to the business people as they would be able to either improve or amend some strategies in business especially in relation to social media usage. They will also be able to use social media properly in promoting their businesses without breaking the laws and ethics in the business arena.
1.8.2 Policy Makers
The study is also significant to the policy makers in both education sector and research areas, the government through its ministries are able to come up with proper syllabus in public relations and marketing schools as a strategy to update syllabuses by considering the advent of technology especially the implication of Instagram in businesses.
The study is going to pave the way to further researchers in the same area especially in East Africa because not so many studies have been done therefore the research is significant in improving the usage of social media and other internet supported network sites so as to have a proper and safe usage of them in all aspects of people's lives.
In addition, the study is important especially in this era of advancement of science and technology. Nowadays so many people are using social media in creating content, sharing with friends as well as finding information. Thus, there are those using social media with no self-control and awareness, perceiving what they see in social media and even imitating some of them. People of young ages probably consume products as they are advertised in social media. That is consumerism behavior. Thus, upon completion of this study there had been found a solution on how these social media users may be using social media with self-control.

[bookmark: _heading=h.3whwml4]
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CHAPTER TWO
[bookmark: _heading=h.qsh70q][bookmark: _Toc133075617]LITERATURE REVIEW
[bookmark: _Toc133075618]2.1 Introduction
[bookmark: _heading=h.3as4poj]This chapter reviewed both theoretical and conceptual literature concerning the impact of Instagram Ads towards consumer behavior among youth. The chapter starts by presenting the general literature on the topic followed by discussion on the theoretical and conceptual scholarly works on the topic.
[bookmark: _heading=h.1pxezwc][bookmark: _Toc133075619]2.2 Definition of Key Terms
[bookmark: _Toc133075620]2.2.1 Instagram 
[bookmark: _heading=h.49x2ik5]According to Dubovik (2013) Instagram is a program that enables people to share photos and videos to their followers. 
[bookmark: _Toc133075621]2.2.2 Instagram Ads
[bookmark: _heading=h.2p2csry]Instagram ads are the posts that are in the form of videos or photos for which businesses can pay to serve to Instagram users. (Instagram, 2021).
[bookmark: _Toc133075622]2.2.3 Consumer Behavior
Consumer behavior is the study of how people make decisions on what they buy, want, need or act in regards to a product, service or company (Steven & Tara, 2021). It is important to understand consumer behavior in order to know how potential customers will respond to a product or service.
2.2.4 Youth
[bookmark: _heading=h.147n2zr]According to Merriam-webstar.com (2021) youth is the time when someone is young, especially the period between childhood and maturity.

2.2.5 Consumerism
[bookmark: _heading=h.3o7alnk]Consumerism is a cultural model that promotes the acquisition of goods and especially the purchase of goods as a vehicle for personal satisfaction and economic stimulation (WhatIs.com, 2020).
[bookmark: _heading=h.23ckvvd][bookmark: _Toc133075623]2.3 Empirical Review
[bookmark: _Toc133075624]2.3.1 Instagram Uses and Buying Attitudes
Maria & Lisa (2017) in their study that aimed at assessing the role of social media in the attitude formation process claim, social media provides not only platforms for uses for personal communication, but rather serves as media for dissemination of promotional messages. Through advertisements, social media is used to convince people to buy even unintentionally simply because of the kind of messages that they are feeding users.
John (2015) claims that social media usage contributes in decision making among youths like how it is in creating addiction behavior among them. Social media is also the source of decision making when attempting to purchase different products through online means. Absence or poor control in the social media usage is mentioned as a threat to most youths since they use social media with no awareness and that is a room for advertisers to attract youths’ attention hence buying intentions. (Jessica & Patti, 2017).
[bookmark: _heading=h.ihv636]Chevalier & Mayzlin (2006) have evidenced that in the form of online, product reviews have a causal impact or positive influence on consumer purchasing behavior. In a similar vein, Lee (2009) found out that the quality of the arguments i.e. supported with facts versus emotional and subjective arguments used in reviews have a positive impact on purchasing intention; and the quantity of reviews have a positive effect on purchasing intention, since large number of reviews denote popularity of a product.
[bookmark: _Toc133075625]2.3.2 Impact of Advertisement on Consumption
Arman, Izian & Siti (2020) conducted a study aimed at examining issues that affect the appropriateness of social media advertising with the aim of enhancing Malaysian Millennia’s’ purchase intention. According to the results, social media is increasingly being used as a platform and ground to conduct marketing and advertising activities because people are much tied with the uses of new technologies that accommodate social media. Companies and organizations spend much money on social media ads in turning prospects into actual consumers. There are companies that might face challenges in creating effective social media advertising aiming at motivating and stimulating consumers to purchase the advertised products. The findings under this study show that there are four factors that have a positive power on the people’s intention to purchase the advertised products (Neti, 2011).
[bookmark: _heading=h.32hioqz]Some firms are now basing their use of social media use, especially Instagram to promote their products and maintain a friendly and handsome relationship with their customers (Saravanakumar & Lakshmi, 2012). Despite having an account in Facebook and Twitter, Instagram as a platform, becomes a tool to provide business ground for many marketers. Currently, there are many businesses that are starting to integrate their business with the Instagram experience (Tekulve& Kelly, 2013). According to an article published on BBC News (2012) a large number of the top brands around the world are using Instagram as one of their marketing strategies to attract people by creating demand attitudes in their minds and finally consuming the products that are being announced. The study lacks the negative impact of being influenced by these ads in the social media especially for those who have no control over social media uses therefore this study is going to find the awareness level of social media users and the ads that stimulate their buying behavior.
[bookmark: _heading=h.1hmsyys][bookmark: _Toc133075626]2.3.3 Consumer Behavior as Influenced by Social Media
John (2015) in the study titled the impact of social media usage on the consumer behavior before, during and after the trip, claimed that social media enjoys phenomenal success in terms of adoption and usage levels. Social media usage became paradigm shifts on how people connect and communicate with each other, on how they express and share ideas, and even on how they engage with products, brands and organizations. The study’s findings suggested the four contributions to knowledge; firstly to consumer behavior theory by proposing information exchange as enlarged consumer behavior construct consisting of nine components.
[bookmark: _heading=h.2grqrue]Thomas (2020) in the study named Instagram influencers’ impact on online consumer behavior claimed that social media influencers are affecting the purchasing habit of Instagram users as they properly promote their advertising messages. It is confirmed that the degree of loyalty among the people can be affected by the relationship between a person and the influencer. They succeed in attracting the attention of a consumer as most of them have their portion of followers that to some extent have common interests.
[bookmark: _Toc133075627]2.3.4 Consumer Attitudes towards Purchasing Power 
Abbas, Ally, Reza & Soheila (2017) there are three fundamental strategies that can be used by marketers to make changes in cognitive structure of consumer’s perspectives; change in beliefs, change in importance, and level of characteristics as well as increasing in beliefs. The study holds that most companies are trying to influence consumers’ interest and feelings towards a brand positively without having direct influence on consumers’ beliefs and behaviors.
[bookmark: _heading=h.vx1227]The process is said to increase the tendency towards buying behavior as a buyer is going to buy a product and increase the buying behavior of consumers. In some cases, audiences unemotionally welcome such advertisements, because they associate baseless claims of the company with the audiences' mindsets and this can result in negative attitudes among audiences (Herman, 2014). 
[bookmark: _heading=h.3fwokq0][bookmark: _Toc133075628]2.3.5 Consumer Behavior among Youths versus Instagram
Chahat & Sachin (2020) in their study that aimed at assessing the role of social media in consumers’ decision-making processes, researched to what extent experiences are distorted by the social media usage. According to the results, web-based social networking has occupied purchasers that have no control over certain degree experiences that are altered by the use of social media. The study found out that web-based social networking has occupied purchasers who have no control over the stuff, timing or recurrence of online discussions among shoppers. 
Results show that social media usage stimulates consumer satisfaction in the stages of information search and substitute evaluation, with satisfaction being amplified as the consumer moves along the process towards the final purchase decision and the post- acquire evaluation.
Rashad & Souk (2015) have said that Instagram is now one of the popular and important tools that are being used by the marketers to announce and promote different products and services as it enables people to interrelate locally and internationally. Instagram has gathered all the people around the world that are interested in photography since it focuses on photographic functions. Users of Instagram are sometimes affected in terms of psychology and in a social way. Some are facing addiction to social media, they have no control at all rather they are controlled by social media sites, psychologically some people are forcing themselves to change lifestyle and that is the beginning of having attitudes of buying whatever is promoted in Instagram. 
[bookmark: _heading=h.1v1yuxt]Instagram as one of the fastest growing social media has a very close relationship with consumer behavior since it has good qualities for business people to create promotional posts that stimulate customers’ intention of buying products or services. (Mahatma Vidya & Ni, 2020). Social media sites, depending on their accessibility, have been an open ground for youths to choose whatever they want since most of these youths are addicted to social media sites (Jacqueline &Sanjukta, 2018). However, different studies such as Hamidah (2017) do not show the motive behind the product's consumers since most of these buyers are attracted by the ads that always appear in the social media walls especially Instagram, thus it is still an open ground for researchers to find out the relationship between them.
[bookmark: _heading=h.4f1mdlm][bookmark: _Toc133075629]2.3.6 Advertising on Consumer Buying Behavior
Bandara (2020) says that in recent year’s social media promotion has become the keystone of the most successful fashion brands’ marketing strategy. Companies that are dealing with fashion have now realized the usefulness and importance of creating values of their brands using social media platforms. According to Bandara’s study, the aim is to explore the impact of social media advertising on buyer buying behavior towards fast fashion, it also examines and measures the consumer buying behavior aligned with the consumer decision-making process.
According to Bandara (2020), findings show that social media ads are completely influencing consumer-buying behavior in the fashion industry. Three independent variables namely; entertainment, familiarity, and social imaging have highly influenced consumers behavior and there is no statistically significant influence from the remaining variable, advertising expenditure.
[bookmark: _heading=h.2u6wntf][bookmark: _heading=h.19c6y18][bookmark: _Toc133075630]Hassan (2014) noted that social media is an online community that gives space for people to interrelate has become a most preferred channel for brand marketing. Following the establishment of Facebook and Twitter and later in 2010 after the introduction of Instagram there are already more than 150 million people that are using Instagram. According to Costill (2014) social media are not for social interaction only rather nowadays business people are using social media especially Instagram because it deals with photos. Therefore, most of the business people are promoting their products and services in order to attract people. Social media especially Instagram is affecting people in their buying habits as they create a desire and finally the demand of buying a particular product as posted in Instagram (Blackman, 2009). However, there is no any suggestion on how these media create ads to convince people and the study does not show a way forward on how users can control their attitudes of buying unnecessarily therefore in the completion of this study the impact of Instagram ads towards consumerism behavior will be accomplished.
2.4 Theoretical Framework
[bookmark: _Toc133075631]2.4.1 Social Marketing Theory
According to Philip & Gerald (1970) Social marketing theory is explained as marketing ideology preferred when advertising consumers products can also be applied to stimulate and promote concepts, feelings and behaviors. The theory explains that it seeks to influence social behaviors not to help the marketer, but rather to benefit the target audience and the broader society. The marketing approach has proven its effectiveness in convincing people in consuming dissimilar services and products that they are in need and wanting (Weinreich, 2006). 
Consumer marketing is characterized by key principles also known as “four P’s” that consist of product, price, place and promotion whereas the “product” is not always a tangible object, sometimes it is physical ones are included, it frequently comes in the form of providing a service, promoting a practice, or raising awareness about an thought.  The succession of a product depends largely on public belief that there is a real problem, and that this new invention will help to solve the issue.  The “price” in social marketing refers to what the user must do to acquire the product (National Social Marketing Centre, 2010). 
The benefits must be better than the costs in order to be of significant value.  “Place” is defined as the manner in which the commodities reach the buyer.  For tangible items, this means the means of dissemination (such as free distribution, trucks, stores, etc.), while for intangible items; this represents choices about how the information is spread (such as media use, training demonstrations, and public postings).  Researchers must observe the routine schedule of their market group in order to classify the paramount way to suggest their message. “Promotion” consists of publicity, media support, personal sales techniques, and attention-grabbing ploys, all of which should concentrate on promotion and maintaining sufficient demand for the items.
According to Goethals, et al., (2010) social marketing are interventions are more likely to achieve goals if they follow a planning model since planning models help social marketers to get a better understanding of the causality of the social problem they are aiming to tackle and the barriers to the change in behavior (Wyner, 2011). In social media marketing there are different approaches that are proposed to deal with social market marketing, some of them including the benchmark criteria (Andreasen, 2002), social marketing process and model and the hierarchical model of social marketing (Lee & Kotler, 2011). 
Andreasen’s (2002) standard criteria proposed that while designing social marketing intervention; Behavior change should be the focus of the intervention, consumer research should be conducted at the beginning, segmentation and targeting should be carefully considered, the 4 Ps of the marketing mix should be taken into account, the design of the intervention should be focused on creating attractive/motivational exchanges with the target audience and competing behaviors should be acknowledged.
[bookmark: _heading=h.3tbugp1]Social media theory was helpful in the completion of this study because it suggested the better ways of understanding the techniques and tactics that are used by these advertisers in social media to promote their customers as a means to consume their products thus despite of collecting data from the sample but there was prior information based on the attraction power found in the social media ads Instagram in particular. I do not find sufficient connection of this theory with Instagram advertising.
[bookmark: _Toc133075632]2.5 Conceptual Framework
In the studies dealing with marketing and social sciences, a bivariate model of testing variables is more likely to be implied (Echambadi & Hess, 2007) a dependent variable is predicted from another independent variable. However, with the increasing complexity of marketing phenomena, bi-variate models do not adequately capture underlying interrelationships among constructs.  It can also be referred to that the variance of a dependent variable can be better explained by more than one independent variable (Fitzsimons, 2008). The dependents variable here, which is “consumer behavior among youths and youths” are impacted from independent one that is “impacts of Instagram ads” thus its correlation effects were helpful also in testing hypothesis as shown in Figure 2.1
 (
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)

[bookmark: _heading=h.28h4qwu]
[bookmark: _heading=h.nmf14n][bookmark: _Toc133075633] (
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)
[bookmark: _heading=h.37m2jsg]
[bookmark: _Toc133075634]Figure 2.1: Conceptual Framework
Source: Adopted from Consumer behavior Approach, 2022.


[bookmark: _Toc133075635]CHAPTER THREE
RESEARCH METHODOLOGY
3.1 Introduction
[bookmark: _heading=h.1mrcu09]The chapter presented methods and techniques that were used to conduct this study. The methodologies comprise of research design, area of study, population sample size, sampling procedures, data collection and data analysis.
[bookmark: _Toc133075636]3.1.1 Research Design
[bookmark: _heading=h.46r0co2]According to Cresswell & Plano (2007) Research design is the process of collecting, analyzing, interpreting and reporting data in research. It is the plan that links the conceptual research problem with the achievable empirical research. Since the study used a mixed research approach, descriptive research design was most preferred since under this research design a researcher is interested in describing and explaining the situation or case under research study.
According to Cresswell & Plano (2007) a theory-based design method that is created by gathering, analyzing and presenting collected data, it is also allowing a researcher to provide insights into the important items of ‘why’ and ‘how’ of the research, therefore this research design aided the completion of this study and coming out with the appropriate solution for the researched problem. 
[bookmark: _heading=h.2lwamvv]Descriptive research design is important since it aids the researchers when looking for an explanation for the existence of an observable fact. When using descriptive design a researcher is able to understand ‘why’ something happened. The implication of descriptive design is important since it involves using a range of qualitative and quantitative research methods to collect data that aids in accurately describing a research problem (Voxco, 2018).
[bookmark: _heading=h.111kx3o][bookmark: _Toc133075637]3.2 Area of the Study
[bookmark: _heading=h.3l18frh]According to John (2016) it is very important to select a research area that is appropriate for the study since that is the place where a researcher conducted his/her studies. The area of this study was Congo Street that is located at Ilala Municipality in Dar es Salaam city. The area of this study was chosen due to reason that it is the entire part of Tanzania and considered as the most part of the city where there is a high number of dwellers. That being the case there are so many social media users especially those buying products by the means of online stimulated by the use of social mediawhereby a researcher conducted his study between June and July 2022.
[bookmark: _Toc133075638]3.3 Population of the Study
According to Showkat (n.d) a population refers to any collection of specified groups of people or non-human entities like objects, instructive institutions, time units and environmental areas. A population can also be defined as the people with characteristics which the researcher wants to study within the context of a particular problem (Rwegoshora, 2006).
[bookmark: _heading=h.206ipza]In this study, the population was youth who dwell in the mentioned area. Therefore, youths were the respondents. Youths were the ones that mostly use social media, especially Instagram. It was also easy to measure the relationship between the ads that are displayed in Instagram and the way they affect their buying habits. Thus with them it was easy to obtain important information from them in order to fulfill the demand of the study.
[bookmark: _heading=h.4k668n3]
3.4 Sample and Sampling Procedure
Sample is defined as a selected group of some basics from the entirety of the population (Showkat, 2020). Sample is also explained as the selected elements such as human beings or objects chosen to contribute in a study; people are referred to as subjects or participants. According to Kothari (2006) sample size is defined as the number of items to be selected from the universe. Therefore sample size for this study was determined using the Rule of Thumb formulae which states: (N ≥ 50+8M) 
Whereby N = sample size, 
M = number of study independent variables. Therefore, the study had two independent variables that were Instagram usage and consumerism. 
Therefore: 
N ≥ 50 + 8 * 2 = 66. Based on rule of thumb computation, the sample size for this study was 66 respondents that included buyers and sellers of different products at Congo Street in Kariakoo.
[bookmark: _heading=h.1egqt2p]3.4.1 Sampling Technique
According to Ranjit (2011) the accuracy and efficiency of someone’s results depend on the way he/she chooses a sample. The most important objective of a sampling design is to reduce within the limitation of cost, the gap between the standards obtained from the sample and those prevalent in the study population. The underlying premise in sampling is that a relatively small number of units, if selected in a manner that they genuinely represent the study population, can provide with a sufficiently high degree of probability a fairly true reflection of the sampling population that was being studied. When selecting a sample a researcher has to attempt achieving two key goals of sampling the avoidance of bias in the selection of a sample; and the attainment of maximum precision for a given outlay of resources (Shalabh, 2017).
Sampling consequently, is the technique of choosing some (a pattern) from a larger organization (the sampling population) to end up the premise for estimating or predicting the prevalence of an unknown piece of facts, scenario or final results concerning the bigger organization. A sample is a subgroup of the population that a researcher was inquisitive about. There are masses of sampling techniques that are used to select samples that may be categorized into organizations, namely possibility and non-probability sampling.
The study therefore used a non-randomized method that is convenience sampling since this is the type of non-probability sampling, whereby a researcher prefers participants as per their own convenience. Under this method, a researcher chooses the closest live persons as respondents therefore a researcher is selecting participants conveniently (Doherty, 1994). Based on the nature of population the technique was suitable since the area is crowded with a lot of shops and other business centers thus a researcher had to get his sample conveniently from Congo Street, Kariakoo hence the accomplishment of the study.
[bookmark: _heading=h.3ygebqi]The technique involves judgment whereby participants were selected because they are easy to access. The method is considered as less expensive, complicated and easy to apply as compared to its counterpart (Huma & Nayeem, 2017). The reasons for using this sampling technique is that; it is inexpensive since a researcher is choosing samples conveniently, also their sampling method is supportive in easy data collection because a researcher is selecting samples by considering his/her own judgments (QuestionPro, 2021).
[bookmark: _heading=h.2dlolyb]3.5 Data Collection Methods
[bookmark: _heading=h.sqyw64]In data collection, questionnaire was used to collect data from the selected sample as stated below;
3.5.1 Questionnaire
[bookmark: _heading=h.3cqmetx]Questionnaires are an appropriate method, especially when the researcher needs to collect specific information about people's opinions, thoughts, experiences, and feelings. Questionnaires are useful when the subject of a survey involves issues that require complex questioning and considerable probing. (Easwaramoorthy & Fataneh, 2006). In addition, the method is not expensive since it doesn’t require a venue, rather the sheets in hard copy or online form are distributed to the respondents thus the researcher is able to conduct data collection exercises anywhere and anyhow, and at any time. 
3.6 Data Collection Procedure
[bookmark: _heading=h.1rvwp1q][bookmark: _heading=h.4bvk7pj]Warner (1965) in his development of data collection procedure, he claimed that the randomized response (RR) technique enables researchers to get reliable information while maintaining and guaranteeing solitude to respondents. The method facilitates greater cooperation from respondents and reduces their motivation to falsely report their attitudes. Therefore, Randomized Response (RR) was used in the study.
3.7 Data Processing and Analysis
[bookmark: _heading=h.2r0uhxc]Data processing refers to a sequence of movements or approaches performed on data for the aim of verifying, organizing, remodeling, integrating and extracting data in the best output form for subsequent use. To ensure the utility and integrity of the information, choice of techniques of processing have to be rigorous. Information analysis involves movements and techniques accomplished on records that help describe facts, detect patterns, increase factors and check hypotheses. This consists of data exceptional assurance, statistical records analysis, modeling, and interpretation of results.
[bookmark: _heading=h.1664s55]3.7.1 Data Analysis
[bookmark: _heading=h.3q5sasy]Analysis of data involves different operations that are done with the aim of shortening the obtained data and organizing them in such a manner that they answer research questions and objectives (Kothari, 2004). Under this study content analysis and data coding methods were preferred in order to organize data in a logical way. These methods were used because they were simple enough to come up with true and accurate answers but also they were not complicated rather helping the accomplishment of the study.
3.8 Data Quality Control
According to Paul (2008) quality control in research refers to the hard work and measures that survey researchers imply to make sure that the quality and accuracy of data collected using the methodologies selected for a particular study. Quality control may vary from one study to another depending on the type of data collection methods. It can also be applied to questionnaires and the mechanized programs that control them, sample management systems to ensure there is a proper case processing.
[bookmark: _Toc133075639]Quality Data control is the application of methods or processes that establish whether data meets quality objectives and defined quality criteria for individual values. In order to examine and determine whether or to what extent the data is "right" or "wrong," we need to have a set of qualitative goals and specific criteria against which the data is evaluated. In this research, rapid data scanning methods can be used to recognize records or sets of records that do or do not meet certain criteria. Quality control is closely related to quality assurance because when a researcher finds errors, he can use quality assurance to prevent errors.
[bookmark: _Toc133075640]3.9 Ethical Considerations
According to Georgia &Marianna research ethics involves requirements on daily work, the protection of dignity of subjects and the publication of the information in the research. Therefore, in this study there was the consideration of the ethical stuff such as observing confidentiality, privacy, secrecy, humanity consideration and other ambiguity that could happen during the processes of conducting a study.
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CHAPTER FOUR
[bookmark: _heading=h.34g0dwd][bookmark: _Toc133075642]PRESENTATION, ANALYSIS AND DISCUSSION
[bookmark: _Toc133075643]4.1 Introduction
[bookmark: _heading=h.1jlao46]This chapter presents, analyzes and discusses the research findings regarding how Instagram Ads are impacting consumer behavior among Youths in Tanzania. It examines how different stakeholders are dealing with Instagram in Tanzania through collected information which was presented and analyzed. 
[bookmark: _Toc133075644]4.1.1 Description of Respondents
[bookmark: _heading=h.43ky6rz]The study used Instagram users between Youths and Businessmen from Dar es Salaam. The respondents’ age was between 15 and 55 years old. Both males and females were included in the study in terms of percentages of how many were men and how many were women.
[bookmark: _Toc133075645]4.1.2 Respondent’s Personal Information 
[bookmark: _heading=h.2iq8gzs]Amongst 66 respondents, only 50 respondents used questionnaires while 16 respondents were interviewed. Table 4.1 shows the demographic characteristics of the respondents that are also categorized in terms age, gender, and occupation as well as education status.






Table 4.1: Respondents Personal Information (N=66)
	Item 
	Category 
	Number of Respondents
	Percentage 

	
Age 
	15-25
	23
	34.8

	
	26-35
	25
	37.8

	
	36-45
	13
	19.6

	
	46 and above
	5
	7.5

	
Gender 
	Male 
	40
	60.6

	
	Female 
	26
	39.3

	
Education Level
	Educated 
	66
	100

	
	Non- educated
	0
	0

	
Occupation 
	Employed 
	18
	27.2

	
	Self-Employed
	23
	34.8

	
	Unemployed
	15
	22.7

	
	Students
	10
	15.1


[bookmark: _heading=h.xvir7l]Source: Field Data, 2022
[bookmark: _Toc133075646]4.1.3 Use of Instagram usage among Youths
[bookmark: _heading=h.3hv69ve]This part intended to explore the use of Instagram among the youths in relation to its influence in buying behavior. Table 4.2 illustrates the findings as follows;
Table 4.2: Instagram usage among Youths (N=30)
	Item 
	Number of Respondents
	Percentage 

	YES
	30
	100

	NO
	0
	0


[bookmark: _heading=h.1x0gk37]Source: Field Data, 2022
[bookmark: _Toc133075647]4.1.4 The Extent of Instagram Usage
[bookmark: _heading=h.4h042r0]The question intended to know the extent to which young people were using Instagram, as it wanted to know what Instagram was for. Therefore out of 30 respondents 10 (33.3%) said they were using it for searching information, four (13.3%) said socializing, 12 (40%) said they used to look for new products while the rest four (13.3%) said they were just using it for refreshment. Table 4.3 illustrates the findings as follows;
Table 4.3: The Extent of Instagram Usage (N=30)
	Item 
	Information
	Socializing
	New products
	Refreshing
	Total

	Number of respondents
	10
	4
	12
	4
	30

	Percentage 
	33.3
	13.3
	40
	13.3
	100


[bookmark: _heading=h.2w5ecyt]Source: Field Data, 2022
[bookmark: _Toc133075648]4.1.5 The Frequency of Instagram Usage
This part intended to explore the frequency of Instagram usage by youths. Therefore, out of 30 respondents interviewed, ten (33%) noted that they used it regularly, five (17%) used it irregularly, seven respondents (23%) used Instagram frequently while eight (27%) used it regularly. The chart below illustrates;
[bookmark: _Toc133075649]Figure 4.1: The Frequency of Instagram usage (N=30)
[bookmark: _heading=h.1baon6m][bookmark: _Toc133075650]
[bookmark: _heading=h.3vac5uf]Source: Field Data, 2022
[bookmark: _Toc133075651]4.1.6 Time Spent in Viewing Instagram Ads
[bookmark: _heading=h.2afmg28]The intention was to find out time consumed by youths on Instagram especially in viewing Instagram ads. From the findings, 30 respondents were requested to answer.  Nineteen  19 (63.3%) respondents said they spent 0-2 hours a day, six (20%) said they spent 2-8 hours a day while the other five respondents (16.6%) said they spent 8-12 hours a day viewing Instagram. The figure 4.2 summarizes their responses.
[bookmark: _Toc133075652]Figure 4.2: Time Spent in Viewing Instagram Ads

[bookmark: _heading=h.pkwqa1]Source: Field Data, 2022
[bookmark: _Toc133075653]4.1.7 The Influence of Instagram Ads towards buying Behavior
[bookmark: _heading=h.39kk8xu]The objective of this question was to know the effect of Instagram ads in buying behavior among youths. Out of 30 respondents that were asked to state if their buying behavior had in any way influenced by Instagram ads, 22 (73%) agreed while eight (27%) disagreed as illustrated in Table 4.4.
Table 4.4: The Influence of Instagram Towards Buying Behavior (N=30).
	Item 
	Agreed 
	Disagreed
	Total

	Number of respondents
	22
	8
	30

	Percentage 	
	73
	27
	100


[bookmark: _heading=h.1opuj5n]Source: Field Data, 2022
[bookmark: _Toc133075654]4.1.8 The Impact of Instagram Ads among Youths
[bookmark: _heading=h.48pi1tg]The intention of this part was to find out how Instagram ads have impacted youths in decision making when buying products. Out of 30 respondents 10 (33%) said they were affected in buying decisions, 9 (30%) they mentioned that Instagram Ads increased consumer behavior among Youths and the last 11 (37%) said that they were addicted to social media. Table 4.5 below summarizes the findings as follows;

Table 4.5: The Impact of Instagram Ads among Youths (N=30)
	Impact
	Affecting buying decision 
	Increasing Consumer behavior
	Social Media addiction
	Total

	Number of respondents
	10
	9
	11
	30

	Percentage	
	33
	30
	37
	100


[bookmark: _heading=h.2nusc19]Source: Field Data, 2022
[bookmark: _Toc133075655]4.1.9 Source of Information about what to Buy
This part intended to understand a source of information that was mostly used by youths to get information on what to buy. Out of 30 respondents that attempted the question 23 (76.6%) said Instagram, four (13.4%) said friends, three (10%) said electronic media and there was no one that mentioned Newspaper. In addition, from the findings, two respondents mentioned other sources of information about what they want to buy apart from that are Ali Baba and Kikuu App. The chart below illustrates the findings;
[bookmark: _Toc133075656]Figure 4.3: Source of Information about where to buy (N=30)
[bookmark: _heading=h.1302m92][bookmark: _Toc133075657]
[bookmark: _heading=h.3mzq4wv]Source: Field Data, 2022
[bookmark: _Toc133075658]

4.1.10 Youths’ Purchasing Habit before Starting Viewing Ads in Instagram
[bookmark: _heading=h.2250f4o]The question aimed at revealing the habits of youths before using Instagram to view ads. Out of 30 respondents 17 (56.7%) of respondents mentioned window-shopping, seven (23.3%) said they visit shops physically mostly at Kariakoo while six (20%) respondents said that they did not have consumerism habits by then but now they depend on Instagram. 
[bookmark: _heading=h.haapch]Figure 4.4: Youths’ Purchasing Habit before Starting viewing Ads in Instagram Source: Field Data, 2022
[bookmark: _Toc133075659]4.1.11 Improvement in Instagram Ads Policies
The question intended to find out what the respondents’ thoughts on what should be improved in Instagram ads policy. The findings showed that mostof the respondents had contributed their views that sellers must post actual products, some advised that bundle costs among service providers should be reduced, and customer policies should be considered to protect their rights, purchasing more ads to consumers so that they can see more products if they wanted. 
[bookmark: _heading=h.319y80a]Some respondents had suggested that ads policies should match with customer’s needs; there must be a possibility to skip an ad if they do not need to view it. Some respondents said business accounts should be verified and qualified by the government to avoid cybercrime while others said that the current Instagram ads policies are favorable.
[bookmark: _Toc133075660]4.1.12 Promotion of Products via Instagram
[bookmark: _heading=h.1gf8i83]The aim of this part was to examine the extent to which business people promote their products via Instagram. Out of 20 respondents 18 (90%) agreed while two (10%) disagreed as table illustrates;
Table 4.6: Promotion of Business via Instagram (N=20)
	
	Agreed 
	Disagreed
	Total

	Number of respondents
	18
	2
	20

	Percentage 	
	90
	10
	100


[bookmark: _heading=h.40ew0vw]Source: Field Data, 2022
[bookmark: _Toc133075661]4.1.13 the Response of Buyers after Promoting Goods through Instagram
The question intended to find out the feedback of buyers to sellers after promoting goods through Instagram, whether it was positive, negative, moderate or others. From 20 respondents who answered, seven (35%) said it was positive, nine (45%) said moderate, two (10%) said negative and the last two (10%) indicated others as illustrated in Figure 4.5;







Figure 4.5: The Response of Buyers after Promoting Goods through Instagram (N=20)
[bookmark: _heading=h.2fk6b3p]
[bookmark: _heading=h.upglbi]Source: Field Data, 2022.
[bookmark: _Toc133075662]4.1.14 the Impact of Instagram Ads to Business
[bookmark: _heading=h.3ep43zb]The question intended to find out the impact of Instagram ads to business. Therefore from the collected data, the findings indicated that 3(15%) respondents said Instagram ads increased number of buyers, 5(25%) said Instagram ads increased viewership of products, 10(50%) respondents said that, they increased the market ground while the rest 2(10%) respondents declared that they didn’t use Instagram for advertising their products as were not aware of Instagram ads.
[bookmark: _Toc133075663]4.1.15 The Strategies used to Create Attractive Ads
[bookmark: _heading=h.1tuee74]This area intended to know different strategies used by business people to create Instagram ads Thus; out of 20 respondents, eight respondents said they had been posting photos of high quality with an attractive and supportive caption to grab attention of their customers. Seven respondents mentioned that they do post proper information with a price tag of their products so that their customers could easily decide whether to buy or not and they host their customers with good services.  Three respondents said that they produced attractive visual adverts and paid people with influence on social media (Instagram) to post and then reach the majority of audiences while the remaining two said that they boosted their contents by sponsoring ads through online payment so that the products reach people randomly and they go viral.
[bookmark: _Toc133075664]4.1.16 Improvement of Instagram Ads Policy
In assessing the Instagram ads policy the question aimed at understanding respondents’ views on what should be improved in the ads policy applied by Instagram. The questionnaires were distributed to 20 respondents who were business people. Findings showed that, six respondents suggested that, Instagram owners must make an affordable price for ads so that both retailers and customers can simply afford the expense on accessing the ads, Instagram should make a monthly offer to a new advertiser to post ads before starting paying tax in order to post more ads for customers. 
[bookmark: _heading=h.4du1wux]Further taxi policies must be reduced to impress retailers to do business in a friendly environment. Four respondents suggested that more education should be provided by Instagram to educate young people about the benefits of using Instagram for earning money through the internet by making business instead of wasting time on social media. Others said that Instagram should improve ads policies to protect personal privacy and prevent people from creating inaccurate accounts that might be used to cheat customers. From the findings, also there were respondents who suggested that, there must be a policy of recommending sellers to advertise branded contents that identify a personal copyright that can help to build a trust to both retailers and buyers through the availability of laws and policies guiding the sale of patented products by third parties.
[bookmark: _Toc133075665]4.1.17 Ethics Consideration among Business People
[bookmark: _heading=h.2szc72q]The interview was conducted with respondents so that they could also give out data to accomplish the study. The question intended to know if business people were considering ethics when posting their products. Most business people said they did not even know what kind of ethics had to be considered since the only thing they knew was to post goods for their businesses. Others said they considered ethical issues when posting since some products had to be posted wisely in order to avoid misuse among the users, "there are some products that have to be sold with instructions in order to avoid misconception". Said Mandewa Mwaruba a businessperson from Congo Street Kariakoo.
[bookmark: _Toc133075666]4.1.18 Awareness on the Business Policies
[bookmark: _heading=h.184mhaj]Another question asked to respondents was about business policies of Instagram since a researcher wanted to measure the level of awareness among the business people if they know the business policies of Instagram ads. The question was asked to sixteen respondents and the most repeated answer was "I don't know these Instagram business policies" and just few of them seemed to know the policies, "I just started to use Instagram with no awareness but as time goes on I'm learning more things" said Fatuma Mtunya. Most of Instagram ads' users are just using it without being aware of so many different things.
[bookmark: _Toc133075667]4.1.19 Age Consideration among Instagram Ads’ users
There was a question of age consideration among Instagram ads users when posting their goods/products. This aspect was important, as there are some adverts that should not be viewed by a certain age level. 
[bookmark: _heading=h.3s49zyc]Most respondents said they were just posting without considering age, as they believed people would be filtering themselves when attempting to view these ads.
[bookmark: _Toc133075668]4.1.20 Means used by Business People to Deliver Products
[bookmark: _heading=h.279ka65]Researchers also wanted to know which means business people used to deliver products to the buyers or customers. Most of these respondents said they did deliver products door to door by either motorcycle or motor cars even though customers had to pay for delivery services. Some respondents said customers came physically to their shops and business centers, "I do deliver products to customers according to what he/she wants using motor cars or motorcycles" said Mduma Kilenza when he was interviewed.
[bookmark: _Toc133075669]4.1.21 Tax Paying
[bookmark: _heading=h.meukdy][bookmark: _Toc133075670]Most business people escape paying taxes to the Tanzania Revenue Authority, especially those who are doing digital business or online services. Thus, the question intended to know if they were paying taxes. Most of the respondents said they were paying since their businesses were done both physically and online so some of them did not have business shops in Congo, Kariakoo so they only used Instagram to promote their products. Some of the respondents said their businesses had not reached the level that they were supposed to pay tax as they still had small businesses.
4.2.1 The Extent in Which Young People were affected by Instagram Ads towards Buying Behavior
The objective sought to measure the extent to which people of young ages were affected by these Instagram ads when viewing for their personal purposes. From the findings, most of the respondents seem to be affected in one way or another since there were some people’s buying decisions based on the Instagram ads. For instance, in the question that intended to find out how Instagram ads had influenced youths in decision making more than 33. % said they were affected in buying decisions, (30%) they mentioned that Instagram Ads increased consumer behavior among themselves and 37% of them said they were addicted to social media. According to Amanda, Thomas & Wenlin (2017) Social network theory focuses on the function of social relationships in disseminating information, channeling personal or the influence of media and enabling attitudinal or behavioral change. The theory argues that attitudinal and behavioral change caused by the social media contents, and therefore consumers are affected by interpersonal communication rather than personal. He claimed that social media enjoys phenomenal success in terms of adoption and usage levels. 
[bookmark: _heading=h.36ei31r][bookmark: _Toc133075671]According to John (2015) the usage of social media causes paradigm shifts on how people interrelate and communicate with each other, on how people do express and share different ideas and even how they engage with products, brands and business. Social media has become an open community for people to dwell in, most especially people of young ages are following the brands that are being advertised via social network channels hence taking action to consume the products (Hassan 2014).
4.2.2 The Relationship between Instagram Ads and Consumerism Behavior
The aim under this objective was to measure the relationship between Instagram ads and consumerism behavior since they are inseparable in operation. The findings show that these two variables are causing each other, business people that are attaching themselves in the use of social media depend on Instagram Ads to promote their products while customers who are ordinary people depend on Instagram to find different information about what to buy in their daily consumption.  There was a question about where did these people get information about where to buy a product. In this case, 76.6% of the respondents mentioned Instagram as their social network site that they used to search for the proper products to consume.
In the two-step flow of communication hypothesis, the weak ties theory, and the theory of diffusion of innovations, these three major theoretical approaches integrate network concepts in understanding the flow of mediated information and its effects. In this approach, people tend to redesign content before transmitting it to its people or target audiences.
Mandara (2020) has noted that the relationship between the use of social media and consumer behavior can be determined by independent variables that are amusement, acquaintance and social imaging have highly influenced consumers’ behavior and there is no statistically significant power from the remaining variable, advertising expenditure. Rashad & Sook (2015) it is through Instagram ads where people can generate a tendency to buy a productregardless of his or her needs and demand since these ads are made with a convincing power to attract viewers.
[bookmark: _heading=h.1ljsd9k]Marketers are now using the loophole of this massive enrollment of people in social media since most of these people are starting to use social media without being aware and having self-awareness and control over the power that new media have on the users.
[bookmark: _Toc133075672]4.2.3 The Awareness Level on the Social Media Uses
This particular objective measured the awareness level of people in social media usage i.e. how aware they were in using social media use. According to the results, most social media users seem to be not aware of the proper uses of social media. That is why sometimes some of them are using social media irresponsibly. For instance, most business people when asked if they are aware of the ads policies in Instagram, they said they are not aware thus it shows the awareness is still needed to order them to use social media properly so that they won’t cause any damage especially cyber bullying.
Ally, Abbas, Reza & Soheila (2018) cyber space increases the tendency towards buying a product and buying behavior of consumers. In some cases, audiences coldly welcomed such advertisements, because they associated baseless claims of the company with the audiences' mind and this can result in negative attitudes among audiences. Thomas (2020) level of awareness on the social media usage is sometimes affected by the loyalty created by the social media influencers to their publics to the extent that customers do not need to be aware of the products or services rather to trust the processes hence consuming the product or service that is being promoted.
[bookmark: _heading=h.45jfvxd]Social media users should be provided with education and awareness especially Instagram ads viewers both those using for business purpose and those who are buying or doing window shopping through Instagram ads have to understand the different issues on the proper use of social media.
[bookmark: _heading=h.2koq656][bookmark: _Toc133075673]
CHAPTER FIVE
[bookmark: _heading=h.zu0gcz][bookmark: _Toc133075674]SUMMARY, CONCLUSIONS AND RECOMMENDATIONS
[bookmark: _Toc133075675][bookmark: _heading=h.3jtnz0s]5.1 Introduction
This chapter provides a general summary of the study on the “assessment on the impact of ads in Instagram towards consumerism behavior among the people of young ages”. This chapter presents the summary of the study as per the objectives, recommendations and conclusion as well as areas for further study.
[bookmark: _Toc133075676]5.1.2 Summary
The summary of the study results is determined by considering the specific objectives that are used in the specific study. Therefore, the summary of the study provides general output that was produced in this study. 
5.1.3 The Extent in which Youths are using Instagram;
The first objective was to know the usage of Instagram among the youths, all the respondents that were required to answer the question said they have Instagram accounts and they are using them. In the findings most people said the reason for using Instagram is viewing different products for consumption.
5.1.4 The Aspect that Youths use Instagram For
[bookmark: _heading=h.1yyy98l]This was the second objective that assessed aspects that respondents used Instagram for. Most of the respondents mentioned that they used Instagram in various things such as; looking for information, perusing different celebrities’ pages and accounts but the main issue that was mentioned by many people was business areas whereby business people do use Instagram to promote their products and customers use Instagram to simplify their buying activities. The most important thing is to make sure that there is a balanced relationship so that both promoters and buyers of the products should benefit the same way hence the development of the business at large.
[bookmark: _Toc133075677]5.1.5 The Relationship between Instagram Ads and Consumerism Behavior
[bookmark: _heading=h.4iylrwe]This was the third objective that measured the relationship between Instagram ads and consumerism behavior since they are inseparable in operation. The findings showed that these two variables were causing each other, business people that are attaching themselves in the use of social media depend on Instagram Ads to promote their products while customers who were ordinary people depend on Instagram to find different information about what to buy in their daily consumption. The study also established the reasons for people to depend on social media such as Instagram when choosing what to buy. Most product buyers like easy accessibility of information about the products and some avoid time wastage. The study suggests that there must be an equal and balanced relationship among these two; Instagram ads and consumer behavior.
[bookmark: _Toc133075678]5.1.6 The Extent in which Young People were affected by Instagram Ads towards buying Behavior
[bookmark: _heading=h.2y3w247]This was the fourth objective that aimed at measuring the extent to which people of young ages are affected by Instagram ads. The findings show that most of the respondents seem to be affected in one way or another since there were some people’s buying decisions based on the Instagram ads. The study suggests that education and awareness should be provided to Instagram users including business people and people who depend on it in making some shopping in order to use Instagram properly.
5.2 Conclusions
[bookmark: _heading=h.1d96cc0]Generally by referring to the objectives of the study that measured the relationship between Instagram ads and consumer behavior, the aspect which youth were using Instagram, the extent in which users were affected by the Instagram usage in relation to the consumer behavior, the study findings indicated that most of business people in Congo street were using Instagram ads to promote their products and customers depended on those ads in choosing which products to buy. Conclusively, findings affirmed that people were using Instagram in fulfilling buying and selling activities. The study suggests that people’s awareness level was still low thus; there should be an education provision to both business people and buyers in order to use Instagram effectively.
[bookmark: _Toc133075679]5.3 Recommendations
[bookmark: _heading=h.3x8tuzt](a) Recommendations for action
i. [bookmark: _Toc133075680]Government of Tanzania
[bookmark: _heading=h.2ce457m]Tanzania's Government should consider Instagram as a source of income and self-employment to Youths; hence, it has to set different standards to its users and enact different policies that will be guiding people into proper and productive use of Instagram.
ii. [bookmark: _Toc133075681]Tanzania Revenue Authority (TRA)
TRA should come up with a strategic plan to recommend Instagram as a source of revenue through tax collection since most of these business of people interviewed were not registered thus they were likely to escape paying tax accordingly.
iii. [bookmark: _heading=h.rjefff][bookmark: _Toc133075682]Business People
[bookmark: _heading=h.3bj1y38]Youths should consider Instagram as an important tool and source of income. Therefore, they have that role to design creative ads that will be considering ethical issues in order to attract more customers hence the growth of their businesses rather than using it as a luxury platform. As the world turns up into digital technology error, everyone must know how to use Instagram for beneficial targets rather than considering it as a place for posting and searching for stories written by non-mainstream media.
iv. [bookmark: _Toc133075683]Instagram Owners
Instagram owners should make efforts to educate people on the proper usage of the platform through consideration of ethics, profits and taking it as one of the strongest among digital media. Further, there must be strong restrictions for those who will be breaking laws and regulations especially in relation to business issues. Therefore, the study suggested that people have to be taught the proper ways of using social media networks such as Instagram to avoid improper use that might result in increased consumer behavior and cyber bullying as well.
(b) Recommendation for further studies
[bookmark: _heading=h.1qoc8b1]The area seems to have few researches that are exploring the relationship between Instagram ads and the way it affects people’s behavior especially in relation to the increasing or decreasing consumer behavior. Thus the findings of this study are going to pave the way for researchers to conduct more studies in the same area in order to ensure the proper use of social media, especiallyInstagram, in promoting businesses and avoiding bad conduct.
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APPENDICES
APPENDIX I: QUESTIONNAIRE FOR RESPONDENTS (YOUTHS)
SECTION A: 
(i) CONSENT 
I David Mayunga; I am a student of the Open University of Tanzania, undertaking a degree of Master of Arts in Mass Communication. I am kindly asking you to answer my questionnaires which aim at fractional fulfillment of the research entitled: “Impact of Instagram Ads towards Consumer Behavior among Youths: A Case of Congo Street Cloth Traders in Dar es Salaam, Tanzania”. The information that you will provide in these questionnaires will be confidential and will not be given out to any other persons
(ii) PERSONAL INFORMATION
Name of the researcher: David Mayunga.
Date............................
Name of respondent (optional).............................................................................
What is the type of your Instagram account? ................................................................
1. What is your age group? (✓) Tick.
(a) 15-25 (  )    (b) 25-35 (  ) (c) 35-45 (  ) (d) 45-55 (  ) (e) above 55   (  ) 
2. Gender (tick where applicable (✓)) 
(a) Male    (  ) (b) Female   (  ) 
3. What is your marital status? (Tick where applicable)  
(a) Single (  ) 
(b) Married (  ) 
(c) divorced/separated (  ) 
(d) Widowed (  )  
4. What is your level of education? (✓)Tick.
(a) Primary education (    ) 
(b) Secondary education (   ) 
(c) Diploma (    ) 
(d) University degree (     ) 
(e) Above University degree (     ) 

SECTION B: INTERVIEW GUIDELINE FOR YOUTHS
1.  Do you use Instagram?
YES (  )
NO (  )
2. What do you use Instagram for?
Searching information ( )
Socializing with friends ( )
Looking for new products ( )
Refreshing ( )
3. What is your frequency of using Instagram?
Regularly ( )
Irregularly ( )
Frequently ( )
Normal ( )
Others mention………………………………………………………….
4. How much time do you spend viewing Instagram ads that promote products?
0-2 hours a day ( )
2-8 hours a day ( )
8-12 hours a day ( )
Others………………………………………………………………………….
5. Do you think Instagram ads have influenced you in buying behavior?
YES ( )
NO ( )
Somehow ( )
Others mention……………………………………………………….
6. What do you think will be the impact of Instagram ads among youths?
Affecting buying decisions ( )
Increasing consumer behavior ( )
Social media addiction ( )
Others mention…………………………………………………………..
7. Is there any relationship between your purchasing behavior and Instagram ads?
YES ( )
NO ( )
8. If yes from the question (6) above, what is that relationship?
In advertising ( )
In products promotion ( )
Stimulating consumer behavior ( )
Others mention……………………………………………………………
9. Where do you get information about what you want to buy?
Electronic media ( )
Newspapers ( )
Social Media (Instagram) ( )
Friends ( ) 
Others mention………………………………………………….
10. What was your purchasing habit before starting viewing ads on Instagram?
…………………………………………………………………………………….
11. What do you think should be added/improved in Instagram ads policy?
…………………………………………………………………………………….
[bookmark: _heading=h.14ykbeg]
APPENDIX II: QUESTIONNAIRE FOR RESPONDENTS (TRADERS)
SECTION A: PERSONAL INFORMATION
Name of the researcher: David Mayunga
Date............................
Name of respondent (optional).............................................................................
What is the type of your Instagram account? ................................................................
1. What is your age group? (✓) Tick.
(a) 15-25 (  )    (b) 25-35 (  ) (c) 35-45 (  ) (d) 45-55 (  ) (e) above 55   (  ) 
2. Gender (tick where applicable (✓)
(a) Male    (  ) (b) Female   (  ) 
3. What is your marital status? (Tick where applicable)  
(a) Single (  ) 
(b) Married (  ) 
(c) divorced/separated (  ) 
(d) Widowed (  )  
4. What is your level of education? (✓)Tick.
(a) Primary education (    ) 
(b) Secondary education (   ) 
(c) Diploma (    ) 
(d) University degree (     ) 
(e) Above University degree (     ) 
SECTION B: INTERVIEW GUIDELINE FOR TRADERS
1. Do you use Instagram in promoting your commodities?
YES (  )
NO (  )
2. What is the response of buyers after promoting goods through Instagram ads?
(a) Positive (  )
(b) Negative (  )
(c) Moderate (  )
Others mention………………………………………………..
3. What do you think the impact of Instagram ads has on your business?
(a) The increase number of buyers
(b) Increase viewership of products
(c) Increase the market ground
 Others mention……………………………………………………
4. What are the strategies you are using to create attractive ads?
………………………………………………………………………
………………………………………………………………………..
5. What do you think should be Improved in Instagram ads policy to favor both Retailers and Buyers?
………………………………………………………………………………………..
[bookmark: _heading=h.3oy7u29]………………………………………………………………………………………
[bookmark: _heading=h.243i4a2]APPENDIX III: RESEARCH CLEARANCE LETTER
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APPENDIX IV: RE RESEARCH CLEARANCE
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APPENDIX V: RECOMMENDATION LETTER FROM DAR ES SALAAM REGION OFFICE
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APPENDIX VI: RESEARCH PERMIT FROM DAR ES SALAAM CITY COUNCIL OFFICE
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Surveys show that 90% of youlh ages 1317 have used
Socal medis S, Fnhermare, 757 reprt havig ot st
one actve socal media profle and S1% visiing social
media st a st dly (Amcrian Acadeny of Child ad
‘Adolcscent Pyhisry. 2015) The cergenc of markeing.
inveatin and innovation through Insagram 0 the
{ntensiy of ccssing i 9 wel a5 goods adertsemants
surted o influcnce wers 1o shep via Instagram. lnsagram
came up wilh supperive fatres that crable people 10
scarch and do some 1G shoppin thus there i oo nced for
someone t0. g0 for_physical shopping in the market
Acceding o Anggmin (2019)the flcnceofsocial media
such 15 Instgram onlinc shopping on the consumpive
chavior Makassar High School 97 of stdents do cnline
shopping ok busd on nces and demands rahe e desie
and et that is causd by wha they s i Instagra.
However, diffent rescrches hve been messuring he
rlaonship betwee soialmedin and s flcacig pover
hat affcting the  percptions and atitades of buying
chavior, but his i o o fnd uthow these st ads re
inflcncing consume beaior smong yoths he coming.
up with the suggesions cn the prapr waysof consuming
soial media contcnts o) and ot being divn rsuling o
nnccessary buying bhavir

“Th inoduction of socsl medi in Tanzans ad the e
‘word h bcme 3 comerston s et peope rs rehing.
o them i commcation,  Srng et
advertscment 23 wel 2 markcing purposs. People of
‘souns ages spend s mach ss nin hoursper day on scisl
media sis (ieffrson, 2021). Accordig 10 recent sty
conducted by Common Scnse Mdis (2021, mind boggin:
Catistis mean when Sodnts v not in Shool, they src
busy using ther_svarphoncssufing_socisl_modi
inteacting with fricds,passing through iferet products
hat are in sl and 50 many cher aciviies. Jeffrson
(2021) found out that 3 band simply being o ncazram
could b having  posiive beunt on how audinces pereive
that prticular brand.

Instagram conent clisns e toview bands on nstsgram
a5 more popular (7%, elevant (74%), areaive (77%),
cntruining (10%) a5 well % commited to bulding
Commnity (72%) than thee that are no (Impact, 2019)
The relationshiy between the use of Insagram ads and
consumerbehavior among youhs i what drives the rescarch
to'heconducted snc the nrduction ofthee socil medis
sies have changed he way peopl commimicate and share
information bt n mpotan quesion posed et s whether
they are having something 1o do wih the nflance of
consumer behavior among youlhs. According to Mark
(2017, consumer behavior mong youlh s many negatve

IS, Vol e 1 (e 2023) . 2230

2

impacts such as the incrase i debt level among the youth
a5 resul mos of thse youhs are fcing depresin and
s Scholars such s MeCombs in A stin mode]
ntroduced in 2022 have clealy shown th power that media
mcssages have an impact lowards atitude changes among
srs, especialy social medi wsers; but hee 5 o clar
cxplnation on he retionship between consumeism of
chavior of unnccesary buying habisand the powes of ads
hat v diplayed n the sl s ltfrns Inisgram in
poriclar

e study ascssd the mpctof these ds,specally n tis.
et whee socisl medis usage has taken aver among people
ofyoung agcssince most ofteseyouths spend st of the
time scarching difrent trends in the market in crder (0
consume cvn though they ar ot 50 much i need (Mark,
2017 The study, terloe, vas guidd by the Fllowing
Speciic ojetves:

« To cuamine the extent in which youths i Dar s
Selam do s Insagra:
o idetfythe prelercnce and in which spect do
south n Do s Sals e Instazran:
o mepsure  cusal st relatonsip betwccn the
s of Insagram and the prchasing tendeney of
youts in Da s Salaam and
To cxamine the extent to which young pecpl in
Dar s Salaam are affeced by Insagram ads
thei buying hais.

2 THEORETICAL FRAMEWORK
his sty uss the Sacial Medis Engagement Thery. The
thcory was found by Prahald & Ramaswamy in 2004 35
they appled 3 socio-tcchnical sysems pespective 1o fint
sddrss the couse of why social meda uer sxpeience
nflcnces engagement and aflerward wsage. According 1o
Prbulad and Ramasvamy (004, Socal  Media
Engagement theory accounts for the role played by
echnologics] sdvancement 35 sn wnderying. pstorm
ncsded o fcilte socisl inerscion amon wicrs that src
Elobally nd tmporally disrbud. The ser cxperience
mcans. Contnt scmming fom diree parcpain, there
S o crifcl cors tht wese fh ser cxpeicce
il e o e sl s nd of il

Social intraction cobances 3 sense o persolization 35
wrs pinpint ticntion on opis of inerest nd converscly
e content no decmed. sgnifcant o rlevant 1 hee
peronal crests (Goodin, 1996; ital & Lasar, 1090)
Posiiv user atiudes are more el o inrcse when usrs
percive the ntractions 25 beng_prsolized 10 hisher
Spcific iterests: 2 3 rsul, i might Ied 10 reser and
personsl elevance esdin o higher usr sngagement (Erst
Desouza & Karzava, 2000 The way users are ngaged in
social neactions vi socil medis wage, i th way hese
srs ar havin personal prfercncesfor contcnt (Prabalad
& Ramasvamy, 2008,

Acceding to Theory Hub (2020, gacrlly,social media
cngagement is a complex ik that procees (o cvlve a5
Social media latformsand the way pecpe use them. Stuics
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have shown the positve snd ncgaive specs of socisl
medis sngagement. hreor it i impori o undersand
how sodal media cngagements werk i order to opimize
the us of soial media platorms and mprove positve
aspcts whil rdsingthe ngatve et

Social medi wse allows 3 company 1o conrl s

formaion broadcascr, comnect and comverse wih is
tarzcted people in a dislguc fshion and cese bttr
customer cngsgement._According 1o Bufler (2019) the
majrity of marketers, 73% who paricpaed i that sty
sid that socil media marketin isthe most flctiv vay.
o companie o promte nd achertise thei proucs.

Social media usage creaes # demand in pople’s mindsts
since st pogle are reying on them, cspecially n doing
came shopping sctivics thus 8 higher Jve of cusomee
engagcment allows a firm o incease its websie raf,
ke, cutomer saisfction, loyalty and consequenly
dession. qualy. However, business people that e
Instagnm ads e cogaging more youh and crctc
dependent_behavir in_ social medi e, s the
ndersanding of social media engagement and aplicaion
of engagement sriegies are el for cfeetie social
medis murkcing. community building._and_onlne
commnicaton, e theoy aided the ccomplishmcnt of tis
cudy.

3 EMPIRICAL LITERATURE REVIEW
You's behaveral changes are mosdly infucnced wih
soial medin sage, John (2015) scial mediacontrbucs n
decsion making amcas youhs ke how it is n creving
addicion behavior among them. Soial media is als the
Soure of decison making when atcmpiing to purchase
iffrent prodocts though online means. Alsnce o poor
control i the social medi wsage s mentoned 35 trc 1o
most youlhs sinc they use soil mdia with o swarencss
Snd st . oo o sdhertiers 1 iract yuths”stenion
ence buying itcnions (Jsic & Pat, 2017)

Chevalic & Maylin (2006 ave videnced that n the form
ofcnline, roduct reviews hav 3 causal impact o poste
nflunce on consumc puchasing behavicr. In 8 simir
ven, Lee (2009) found ut that he sualy ofthe srzuments
e suported with fcts vrsus cmaionl and subjcive
srzumens wsed in reviews have 3 posiive impact o
purchasing ntcaon: and the qunty of reviews have &
postv clcc on prchasing imnten, sinc lrge number
ofreviows denot populriyof a prduet.

Paychologclly sdvertisers in nstagram sre sugeling 1o
i peopl’s mindscts. John (201) socal media cojoys
phenomenl suces n trms of adoption i wage levls
Social media sage became paradigm shifs on how people
conneet and communicste ith sach ot on how ey
Cxpres i shre s, and even on o hey e with
producs, brands and oeanizatons. The study’s idings
Suzzested the four contbatons to knowiedse: frsly o
consumer behavior theory by _proposing _information
cuchange 15 elareed consumer ehavior consruct
consisting of sine componcats.
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Thomas (2020) socal media nflucncrs are afcting the
purchasing habit of Instagram usrs s theyproperly
promoe theis advertising messages. 1 i confirmed that the
degre of loyaly aman the peope ca be afcced by the
elationsip between a person and the influcncer and tis
docsnt happen acidenally aher s created based o the
peychological aspect 5o that peoic wil b loyl t theic
brande. They succed in_ stracting the stntion. of
consumers 3 et of thm have ther orin of followers
hat o sene extent ha common st

Abbes, Ally, Rera & Sohela (017) there are three
fandamenal sicgis tat can be wed by markees 1o
make dhunges in_ cogniive srucire of consumer's
perspecivs e way 1o mak the bying bebavio 3 e o
pecpl;change i el change i importance and el of
Charcieristics as_well a5 increasing in belit. Most
companics are tying (0 nflucnce consumers nerest and
eclings towards a brand posively without having dirct
nfluenceon consamers belfsand ehaviors

T proces s sid o ncrsse the tendency o culure of
buyers towards buying behavir since @ buer s eing 10
buy s product and incese the buying behavicr of
consumers. I some  cases, audiences  snemosenally
welome such _adertsements becaus they. associte
busclessclaims of the company viththe andience mindsts
and this can rsult n negaive atitodes smong andicnces
=y

(Chaa & Sachin (2020) web-based social nctweking bas
occupid purchasersthat b no conirol ovr ceran degree
expeiencs thatare e by the e of socal media. Web-
nsd scial ctworking e have accupcd purchasers who
have o conirolave the s, iming o rcurenceof cnline
discusions ameng shoppers.

Morcover, socil_modia_usage simulates _ consumcr
satsaction inthe sages o nformaionsarchand subttle
coalustion, wih satsfacton being amplifed a5 the
consumer moves along e proces lowards the fnal
purchse dcision and the post. squir caluation. Rashad
Sock (2013) szucd tht Insigram i o e of the
popular and importat tols that re being wsed by the
marketes to announce and promote ifrent prducts snd
sevices as it cnabls pople to intrcate locally and
‘ntcmatinaly. Instagam b gahredal e people around
e workd tha are trested i photography e  focuses
on phoogrpic funcions. Users of Instagam src
somtimes afcted i terms of pycholoey and i a social
way Some ar fcig addicton o social medi, thy have
o conrol at al rathr hey are conrolled by social media
e, peychologicaly some people re focin themscies o
change sty and hat i he besiin of havin atitdes
ofbuying whatever is romoled n Iasagram.

The markein mi i a colecton of contllabl varishes
and thi el tht s frm mplis o ffect s arget market.
his i the fndamental actca componcat of 8 markeing.
siralgy. Acconding 10 MeCarby who fntroduced 4ps in
1964 a he namly pric, promotion. product and place of
disrlution a primry ingrediats of 4 markting svalgy
and 3 mcans of wanskorming marketng plnning o




image16.jpeg
[ rr—

practce. Maketing mix ads at defining markcting aspects
o matied positoning mrkcting ofe (Speiant 2011

Furhenmor hesconcmic cnicoment i ot st rthr it
s changin accondinlysnce Fom fou P hen there was an
addiion of anohe people (people) (udd, 1987) In
improvement of marketing anaher e Ps wer added tht
rpresnted participants. physica cvdence and proceure
Persoal atcnton tepersonal cre and qick behavir are
demonstaed by thecustomcrcrened

In conncction between two varibls that ar; consumer
behavior smong souths nd Instaram ads is measured by
consiering that Isiagram 25 one of he st growing
Soial media has 2 vey close relaonsip with consumcr
chavir sinc i has good qualiis fo busincspeople 1o
crat promesional poss that stmulate cusiomers tenion
of buying producs or services. (Mabama Vidvat Ni
2020). Social media ses, depening on thei accessbility,
Have been an open ground for youhs 1 chocse whaever
they wan sinc most o thes youths ar adicted o socil
media s (acqueline & Snjuka, 2018). However,
iffrent st such 2 Haridah (2017) do not show the
motve behind the produces consumers sine most o these
buyers are airactd by the ads that always appear i the
social melia wals espeilly Tnstagram, ths i is sill an
open. ground for rescarchers o ind out the relaionship
between hem.

Figure 1: Conceptuat Framework

Consumer

chavior sman
Youths

(Dependent
Variables)

‘Source: Adopted fom Consumer behavir Appesach, 2022
4. Research Methodlogy

Rescarch desin is the prosss of collecting, amlyzing.
ntcprting and reporing data i esarc. 1 th plan that
iks the conceptal rescarch proble with the achicvable
empiral scarch (Crssuell & Plano, 2007). The study
s mixd rscarch desgn; s s the ppeonch that ofrs 3
mumber ofbeneits o approachin comple rescarch s
a5 it incerates philosophical framevorks of bth post.
postvism and incrprevis (Feer, 2010 Desling with
qualtive and quantiaive dta in such 3 way that rescarch
{ssus bing about meaningfl cxplanation. 1 b afers 3
logicl ground. methedclogical cascity and an in-depth
ndersanding of mino cases (Maxwell, 2016).

Mived escarch design i applicable since it bl 10 prodce
a moe compltc piture and provids an opporunity fo &
et aricty ofdiffrnt cx complemcnary views: which
ar valuble s thy nt ony Iead to cxa rflection nd
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cnich peopl’s understanding of 8 phenomenan; s sl o
‘wecoming fo e studis (Tedde & Tashabkor, 2009)
The design was chosen because the sty vas 3 bt
complcted in terms of fnding information, specialy
ey i ol bt o e

The arc of this stody was Cango Stet hat s loated ¢
Kariskoo ward ala Muniipality i Do s Salaa city. The
s was shokn due o the fct st  the ot prt of
Tanania snd consderd s e ot par of the sty where
here is @ high mumber of dwellers The Sudy vas
conducted between I and July 2022 That bing the case:
ther areso many social i sers spsially thos buying
producs by the means of online stmulaid by the use of
ool madis.

In i sty the sampl of 66 espondents s sletd to
accomplish 3 rscrch whecby th pogulstion was youths
‘o dwll i the menioncd src. Y b s he anes that
mosly usc social medis, cspcially Insagram. i was alio
ey to measure the relatcnship between the ads that arc
isplayed n nstagram and the way they affect thi buying
habis. Thus wilh them it was casy o obain important
nfoematon i orderto il th demand of the sy

‘Sumple i also cxplaind as the sclctd clments such 35
uman beings o bjct chosen 1o contribute in 3 study.
poopl are refred 0 s subjcts o partcpunts. Thereore
Sample size fo this sudy was delmind by using the Rule
of Tl formulac whichsates: (N 2 50-8M) Whereby

N =imple size, M - mamber of sudy independent
arisles. Therckr, he sty had two vaiahes that were
consumerbehavior_ amgng youths and instagnm ads
Therekore: X = 50 ¢ 8 * 2 = 66 Based an e of thuanh
computation, e sample size for this study was 66
respondents hat incuded buyrs and scllers of diflerent
producs at Congo Srctin Karakoo.  The study used 8
non-randomized mthod that is coavenicnce sumpling
ccaus this s the e of non-probability sampiig,
wherchy  rscarher. peclers paricpants 35 per thee own
convenicace. Under this methd, @ rescarcer selctd the
closst v persons 2 respondents whercby a rescarcher s
eleting patcipans comeniently (Doberty, 1999 The
mcihod was used becase i 1+ nexpendive e 3
rscrcher is choosing samples conveniaty, aso theic
sampling mehod is supportive i casy data collction
ectus  rescarcher is clcting samples by consdering
Hisherown jodgmens (QuestonPr, 2021

In dat collction, questcnnaves wee wsd 10 collect data
o theselected sample. Questinnairsar a apprpritc
method, specally when the researcher nceds 10 callet
spcificinformaion_ about pepie's oinions. thoughts.
cxpericncs, and felings. Questionaires are uscul when
i subjectofa surey ivolves sucs tht require complex
questioning and considerable probing (Easvaramocehy &
Fatanch, 2000)

The sty used contnt analysis 5 mchod of anlyzing
daasince i 150 uschl i organizin data ina logicl
These methods wers uscd besause.they were s
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enough (0 come up with e and accurste resls bt also
ey were not._complicated rabcr  helping the
accomplishment o the sudy. Therekre dta ar presented
i tcrms of graphs,charts and abls inorder 0 make them
readible nd meaningfl. There was & consideaion of the
clbicl stull such 2 observing confdenality, privacy.
screey. humanity consideration and oher ambiguiy tht
could appen duing the proccsses of conducting a study.
According 10 Georgia & Maranna () chice i rescarch
consistof reqircmenis_on_peoples daly works the
proccion of humn digniy and the publication of
nformation inhe sudy.

5. PRESENTATION AND DISCUSSION
OF FINDINGS

The study ued Instagram wses from D e Salaam. The
respondents aze was betweca 15 and 29 years od. Bolh
mals and fmales wre incladed in the sty in terms of
percntages of how many were men and how many were
51 Respondent’s Personl Information

Amoagst 66 respondents, only 50 respondens_used
uesionires whie 16 respondats were_iterviewed:
Table I shows the demographic characterisics o the
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52 Use of nstagram amang Youths

This part nended 0 cxplor the use of nstagram amn the
south n retin o e inflcnce i aying behavir. Tble
2 llustaesthe findings s ollows:

Table 2: nstagram wsage amon Youths (N~66)

m[Numberof Respondenis __Percentage
Es 0

o

‘Soure: Fied Data, 2073

5.3 Reasons o Usig Instagram,
The qustion intnded to know the extent o which young
peopl were wsing Instagram, 35 it wanid (0 know what
Tnsagram was for. Therlore ot of 66 respondents 11
(17%) sid they were wing it o carching informtion, 15
(22%) sid ey wer socilzing, 31 (47%)suid ey sed 1o
ook for o prodacts whil th est 9 (14%) sid they were
Justuing i o refeshment. Table  illstraesthe fdings
< llows:

Table 3 Reasons of Usng Instagram (¥=66)

espondents tht s s aigorized i v sgs, gende, [T form Sociatis] New | Refreshng] Totl
and ocupaton a5 well s cducation stats.
“Table I Respondents Persanal Information (N<66) aton | ing[products
im— [Category  [umber Namberof [IT 5T
Respondents
Percemage respondent
=g T T S e a 0
P = B ‘Soure: Fied Data, 2021
=3 [ 5.4 Frequency of asagram Usage
(Gender [Female 16 =
This part itended 10 xploe the frequeney of nsagram
Efucaed @ wage by youlhs Tharckre, ou of 60 rspondents
ntrviowed, 29 (49%)noted ta they used i reglarly, 21
Edueation Non-clocted 7 " (52%) wsed i il seven respondents (10%) used
Instgram fequenly while e (1400 5 was ool
Levet e char below lustes
[Erroyed 15 )
(Occapatio STFEmplnyed 5 5
- (Coemployed 15 7
St 10 &

Souree Fed s, 2071

2
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Figure 2: The Frequency of Insagram usage (N~66)
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s
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Source: Fild Daa, 2021

S5, Tme Spent i Viewing Instagram Ads
Th intenion s to fnd ot 1 consuned by youths o
Instagram specally in viewin Insagram ads. From the
fndings, 06 rspondents were requesid 1o snswer,
(35%) respondents said they spen 0-2 hous . day, 17
(26%) s they spent 2-8 hours . day i the oher 26
espondents (30%) s heyspent 12 hours  day viewing.
Intagram. The figure 3 summarizs e responses.

Figure 3: T Spent n Viewing Insagram Ads (N-60)

[ —

555 53

Source: Fild Dat, 2022

So.Influence of Tnsagram  Ads towards  buying
Behavior

The ojective of his question was 1o know the cfet of
ntagrar s in buying behavio amon youhs. Out of 66
espondents ha were acked t i f i boying bhaior
o in sny way influcnced by Instgram ads, S0 (85%)
sgrcd whik 10 (1% disagsesd a lhstried in Tae 3.

2

Table 4: The Inflence of Tnstagram towards Buying
Behavior (N-66)

e [\greed Diagreed _ffotal
Number ol repondens _[So___[10
Porcenuze - o0
- e s, 2021
ouths' Parchasing Habi before Starting Viewing Ads

n Tastagram
“he question simed a recaling the habisofyouths before
sing Insisgram 1 view ads Out of 66 repondenns 31
(77%) of respondents mentoncd window.-shopping, nine
(144) s they visit shops physically mostly at Kariskoo
Wl six (9%) respondnts sid that they did nt have
consumerism habis by then but new they depend on
Insagam.

Figure 4 Youths® Purchasing Hable before Staring
Viewing Ads in Instagram (N-06)

L T —
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Source: Fild Daa, 2022

7. Improvement n Instagram Ads Polces
Th quesion mended 10 fnd out wht th respondents”
houhis on what shoud be mpeoved in Instaram ads
policy. The findings showed that most of he respondents
Fod Conmbuted their views that selers must post scual
products, some advised hat bundic osts among service:
providersshouid b redoced, and custone polces should
e considered 1 protet ther righs, purchasing more ads to

consumers s0 that they can sce more prodacts if ey,
Sanid

Some respondents had sugzcstd that ads policies should
mach il cusomer s needs thre st e s poseily o

skip i ad i they do not nced o view . Some rspondents
id business accouns shoud b verficd and qahfied by
e government 1 aveid cybererime while dhrs said that
the current Instagram ads polces ae vorabe

S8 Awareness on the Impact of Instsgram Ads i
ucacing Consumer Behavior among Youths

Ancthr quesion asked o espondens wassbout awarencss
on the impact of Instagram ads in iflucacing consumcr
chavior among youths since 8 rescarcher santed 10
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measure the leelof awarecss among youths i thy know
the impact of Instazram ade. The quesion wa ssked 10 66
espondentsand i most rpeaed answer was 1 do't know
e mpact Instagram Ads" and st e of them secmed 1o
Know the mpact of Instagram Ads. 1 just sarcd o use
Insazrm wih o swaraess but 5 fime gock on I
lcaring mere things" said_Fauma Muma Most_of
Intagram ad s ar ust using it without being avareof
<0 many diflrent things.

9. An extnt In which Young People were affeced by
Tastagram Ads n Buying Bebavior

The objective sought to messurethe cxent o which people
of young ages were afected by thee Intagram ads when
viewin forther persoalprpscs. From hefndings, most
oftherspandents s o besfected i one vy o andhcr
Since ther wee some people’s buying decisions based on
the nstagram ads.For nsance, i the queston that nended
o fnd out how Insagram ads had afected youhs in
decsion making mor than 3. % saidthey were afected in
uying docsions, (3076 hey mentioned that nstagram Ads.
incressed consumer behavior amoag themsclvs and 37 of
them sidhey wer adicted 1 socalmeds.

Acceding 1o Amanda, Thomas & Wealin (2017) Socisl
network theory. focuses on thefuncion of social
relaionships n_discrinatng_informaton, chamncling
perionsl or the inflcnce of melis snd anabing st
orbehavieal chane. Th teory argucs that atitudinal and
chavioral change causd by the socal media contents, and
therchore consumers sre  affcted by iterprional
commuicaton rther than persoal. He laimed tha soil
mediacrjoys phenomcnal success i trms ofadapion and
wage v

10, Relatonship between Tnstugram Ads and
Consumer Behavior

The s under tis ciective wasto measure the relationsip
bctwcen Instagram ads and consumer bebavio sice they
ar inseparble in operstion. The fndings show tht these
o varbes are catsin cach o, busines peope that
ar aaching thmscies in the e of social media depend
on nsagrum Ads o promot this products while customers
(s i this case) depend o Insagram t0 find diffcrnt
nformation about what 0 buy i thesdaly consumpeion.

Inthe two-step flow ofcommuriction hypothess enerted
by Paul Laszarsield. Bemard Berclon and Hazel Gt in
1548 clim that he wesk s theey, an the theory of
diffision of imnovatons, these thrce majortheetcal
Spproaches ntgrte neswerk concpts i understndin the
flow of mediskd nformation and it efects. In-fis
spproach,peple tend o rodesign. comtent efore
transmiting 0 s peope or targt audiences.

Mandara (2020) has e ht the relacnsip b the
e of socisl media and consumer behavir can b
dctrmined by independent variables that are amusement,
acqusintance and socisl imaging have highly influcnecd
Consumers behaviorand thrs 1o sstisiclly Sgaifant
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power fomthe remaining vrible,advertising expendire
Rashad & Sook (2015) 1 i throuh Inssgram s wherc
peopl can gncrtc a tendency 1o buy a product regardss
O his or e e and e sine fhcse s arc made
with 3 comincing power o atractviewers.

Marketers are mow wsing the loophle of this masive
cnrllment of people in socil media sice mos of hese
poople are siarting o use scial media wilhot eing aware
Snd having sl-svarenees and comrl over the poer fht
e medishav on the s

SIL An Awareness Levl on the Socal Media Uses
This paricular cbecive measred the awarencss lewl of
people i social media sage L. how aware they were in
ing socal media. Accoeding 10 the resuls, most scial
medis sers ssem 1o be o awre of the proper wses of
Sovial media. That s why sometimes some f thenar sing
soial media imespensiby. For nsance, most busncss
peopl when askd i they ar: aware of the ads polices in
nstagram, they said thy ar not sware. Thus & shows the
awarencss i sl ncdd o aeder them 10 use socisl media
properly so that they 't cause any damage, cspeially
Cyber bullying.

Ally, Abbas, Reza & Soheila (2015) cber space icrases
e tendency towards buyinga product and uying behavier
of consumers. Thomas (2020) leve of avarecss cn the
Soial media usage s somtimes affcted by the oalty
crestd by the soial media influencrs o thi pulics o the
extent that customers do not need 1o be awar of the
products or service raher o st e peocesies hence
consumin e produc o srvice that s bing promoted.

Socal medin users should be provided with education and
avarncss specalyInstagram ads viewers ot those sing
e business pupose and thes wh are buying or doing
‘indow shopping rough Instagram ads have (0 understnd
the diflcent sucs o the propr s of socil modi.

6. CONCLUSION AND RECOMMENDATIONS

e study sought to detrmine the Infcnce of nsagram
Ads to Consumer Bebavior among Youths: A Case of
Congo Suet Cloh Trades in Dar s Solasm Tancana
Thee s 2 comclatonl relatonship between consumer
chavior and iflcnce of Insugram ads. Insagam ads
stmulte demand i youth's minds i diffrntaspcts such
a5 piychological, by nfucacing behaviorl change 25 wel
s cresing addiction i consuming difeent producs by
cing inflcnced by adson socal media.

Temaniss Government should consider nstagra s 3
souce of ncome and self-cmployment o Youths: heee,
s o et diffrnt standard o it ucrs and et diffent
policies that will be guiding. people o propr snd
productive e ofInagram,

ouths shoukl conside Insisgram s an impertant tool nd
souree ofincome. Thercoe, they have ha ol 1o design
crcaiv ds tht will b considering etbical s nordr (0
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atract more customers hence the growth ofthei businesses
athr than using it 2.3 vy platom. Asthe werld s
up o digial echmology cror, cveryone mus now how 1o
e nstagram for bencheial tarets e than considering it
25 place for posting and sarhing for storics wrtn by,

Instagram cunes should mske cffrts to clucste pcple o
the proper usage o the platform through consideration of
chic,profit and taing i 25 on of he srongest among.
digial i Furlc, tere must be stong esrictions e
those whowill b breaking lws and regulations specially
inelation o behavioal hange spects. Thercor,the stdy.
cugzeste tht pcple hae 1o e Lught the ropes vays of
g socil medi netwoks such 35 Insagram to vokd
improper use that might resul in ncrcased consumer
bchavior and yberbuling s well.

Th acasens o have o escrches st r cxploring the
relatonship betveen Insagram ads and the wy it afcts
peopl’s behavior specially n rlaton tothe increasing or
decreasing consumer bavior. Thu the findins of this
Sudy ae going 1 pave the way for rescarchers 10 conduct
‘mors s n th some src i der 1o cnsure he proper
s of socal i, cspecilly Insagram, i promoang.
usinesss nd avoiding bodconduet

Fundiog.
Nene
Conflcts o terest

s delare that these ars o coflcts of ncrst tht
may s regaringth pblicato of s arile.
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