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ABSTRACT

This study investigates the role of X (formerly Twitter) in the sensitization of Nigerian students regarding the newly introduced student loan scheme. With the increasing digitization of communication and the growing reliance of young Nigerians on social media platforms for information, X has emerged as a crucial medium for discourse on educational policies. The research explores both the extent to which Nigerian students use X for information on the student loan program and their perceptions of the platform’s effectiveness in raising awareness, promoting understanding, and influencing attitudes toward the scheme. Employing a mixed-methods approach, the study combines quantitative data from online surveys with qualitative insights from focus group discussions among university students. Findings reveal a moderate level of awareness about the student loan scheme, with X serving as both a source of official updates and peer-driven opinions. While many students perceive X as a fast and accessible platform for information dissemination, concerns about misinformation and lack of engagement from authoritative sources were also noted. The study concludes by highlighting the potential of X as a tool for policy communication and recommends strategic engagement by educational institutions and government agencies to enhance outreach and accuracy in public sensitization efforts.
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[bookmark: _bookmark4]CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND TO THE STUDY
This research examines the effect of social media on the economic development of Nigeria is significant, influencing various sectors and contributing to both positive and negative outcomes. Social media has impacted Nigeria's economy through business growth, job creation, financial inclusion, government policy, and more (Almah, 2019).
The mass media plays a crucial role in the economic development of any country by shaping public perception, informing citizens, influencing government policies, and fostering socio-economic growth. In Nigeria, mass media encompasses television, radio, newspapers, and increasingly, digital platforms such as social media. These channels are essential for disseminating information, facilitating communication, and driving social change, which ultimately influences economic activities.
The media and especially the social media have over the years been recognized as a major aspect of governance especially in the advanced countries. Before the advent of democracy, the frontliners of the adoption of democracy in the Nigeria during the military era anchored the argument on the issue of participatory governance, where government would be run in an all-inclusive fashion instead of and exclusive form of governance where decisions are taken by a microscopic few. The actualization of this form of governance cannot be made possible without the media playing a pivotal role in driving this process.
National development and participatory governance runs simultaneously as there will not be development without the masses participating in governance. It is through this participation that the government can adequately identify the needs of the people and work towards alleviating the sufferings of the masses, to this effect, the social media cannot be overlooked in the quest of ensuring adequate development in nations and especially in Nigeria where a lot has been said about the nature of our development not being adequate enough in satisfying at least a reasonable proportion of our populous nation.
In the present day governance, the issue of Good Governance and development has assumed the front burner as an indispensable requirement for social, economic and political developments (World Bank, 1989, UNESCO, 2005; Nanda, 2006; Hout, 2007; Gisserlquit, 2012), yet better governance continues to be a source of worry and a big challenge to most countries including Nigeria. Despite these constitutional provisions, as well as the enormous financial resources, and huge potentials of the country, including the social and economic policies that have been implemented by successive administrations good governance and adequate developments continues to be elusive to Nigeria.
Nigeria’s democracy may be considered nascent when compared to the older democracies of the western world. In another attempt to enthrone Good Governance in the country, recent democratic administrations, organized Good Governance and developmental tours, where officials of the federal ministry of information alongside Journalists from various media houses, inspect the progress of work on the projects executed by the different agencies of the federal and the state governments and post same on social media platforms like Facebook and twitter.  To this effect, it was assumed that it would go a long way in ensuring that the social media is adequately carried along but this has not yielded the desired effect as the social media may be selectively involved in the delivery of good governance to the Nigerian populace.


1.2	STATEMENT OF THE PROBLEM
Social media has attracted much popularity than traditional media as shown in the high number of Nigerians presently using the internet. There are more than 21 million smartphone users with about 17 million smartphone users active on social media via their mobile phones in Nigeria in 2017 according to the recent Jumia Report (Morah &Uzochukwu, 2019). Today, everything has gone digital and the traditional business approach is no longer enough to take the local product/services to a global level. It, therefore, became imperative to examine the potentials of the new innovative, creative and two-way communication means of reaching the international market to register economic product/services in consumers' minds using social media technology. the impact of the mass media especially social media is enormous despite the problems facing them in discarding their responsibilities. One thing certain is that social media helps in economic development due to its easy reach and penetration to diverse and scattered listening audience, the literacy level notwithstanding. But of all these impact and contributions to the economic development of Nigeria, there are still case of poor funding and poor management of the electronic media especially radio to effectively carry out these impacts of economic development.
[bookmark: _bookmark7]The Mass Media play crucial roles in achieving developmental objectives at local, national and international level. The mass media has been recognized as an important resource for mobilizing an entire nation towards national development. Being an integral part of the social system, the mass media is a major stakeholder in the realization of sustainable development in Nigeria. However, several factors like corruption, poor communication channels, illiteracy, inadequate infrastructure, poor implementation framework and political instability has continued to pose great challenges to the achievement of sustainable development in Nigeria. The study is anchored on the theory of functionalism and development media theory. Considering the fundamental role the mass media occupy in national development, the paper argues that for sustainable development to become a reality in Nigeria, the identified issues that impede the achievement of sustainable economic development in Nigeria should be addressed, so that the mass media can effectively championed sustainable development efforts in all the sectors of the economy (Aemah, 2018).
1.3	SIGNIFICANCE OF THE STUDY
This study would be of immense importance to the media as this would be an opener on the power of the media and their role in ensuring a steady economy development in Nigeria. This study would also be of importance to the scholars and researchers who are interested in the impact of the social media in participatory media and national development. This study also seeks to address the problem of poor developmental policies in Nigeria and the need to run an all-inclusive government to enhance development across all tiers of government.
This study will be significant as it will bring to the fore the issue of bad social media on economic development on the subject matter. It will allow for the government to take the necessary steps to curb this act by the media. It will also be an addition to other research works conducted on social media effect on economic development and provide material for other scholars to further this study.
1.4	OBJECTIVES OF THE STUDY
The aim of this research is to address impact of social media in the economic development in Ilorin Kwara state.
i. To analyze the role of mass media in promoting economic growth in Nigeria.
ii. To examine the impact of mass media in agriculture, healthcare, education, and governance.
iii. To evaluate the challenges faced by mass media in contributing to economic development.
iv. To propose recommendations for optimizing the role of mass media in Nigeria’s economic development.

1.5 [bookmark: _TOC_250004]RESEARCH QUESTIONS
The following research questions guided the study:
In-order to guide the study and achieve the stated objectives of the study, the following research questions was formulated:
1. What is the level of involvement of the social media in the governance of Nigeria?
2. What are the challenges of the media in ensuring participatory governance and national development?
3. What are the benefits of participatory governance on the economic development of Nigeria?
4. Does the social media influences economic development in Nigeria.
1.6 RESEARCH HYPOTHESES
H0: social media does not influence economic development in Nigeria
H1: social media influences economic development in Nigeria
H0: social media involvement in participatory governance in Nigeria is low.
H1: social media involvement in participatory governance in Nigeria is high.
1.7 SCOPE OF THE STUDY`
The scope of the study is the regulation of social media as a way of checking economic development in Nigeria Ilorin Kwara State to be precise. Questionnaires would be used to generate the required information needed to test the hypotheses formulated. However, in the course of this research, the following constraints were encountered thus:
i. Non-availability of enough resources (finance): A work of this nature is very tasking financially, money had to be spent at various stages of the research such resources which may aid proper carrying out of the study were not adequately available.
ii. Time factor: The time used in carrying out the research work is relatively not enough to bring the best information out of it. However, I hope that the little that is contained in this study will go a long way in solving many greater problems.
1.8 DEFINITION OF TERMS
IMPACT: the action of one object coming forcibly into contact with another.
SOCIAL MEDIA: These are websites and applications that allow users to create and share content or to participate in social networking.
GOVERNANCE: refers to "all of processes of governing, whether undertaken by a government, market or network, whether over a family, tribe, formal or informal organization or territory and whether through the laws, norms, power or language
ECONOMIC DEVELOPMENT: Economic development is the process by which a nation improves the economic, political, and social well-being of its people. The term has been used frequently economists, politicians, and others in the 20th and 21st centuries


CHAPTER TWO
LITERATURE REVIEW
2.1	CONCEPTUAL REVIEW
The fundamental relationship between communication and Economic development has become a well-established paradigm in media studies. The relationship between the mass media and development is in turn founded on this paradigm, and this relationship necessarily extends to economic development (Boyd and Nicole, 2018; Media Development Investment Fund, n.d.). It is based on this paradigm that social media could be viewed as possessing an economic dimension. 

2.1.1 CONCEPT OF SOCIAL MEDIA
	Social media sites are defined as web-based services that allow individuals to construct a public or semi-public profile within a bounded system, articulate a list of other users with whom they share a connection and view and traverse their list of connections and those made by others within the system (Ellison, 2007). 
	What makes social network sites unique is not that they allow individuals to meet strangers, but rather that they enable users to articulate and make visible their social networks. This can result in connections between individuals that would not otherwise be made, but that is often not the goal and these meetings are frequently between „latent ties‟ (Haythornthwaite, 2005) who share some offline connection. 
	According to Kaplan and Heinlein, there are six different types of social media: collaborative projects, blogs and micro loge contents community, social networking sites, virtual game worlds, virtual worlds. 
	Technologies include: blogs, picture-sharing, vlogs, wall posting emails instant messaging, music-sharing, crowd sourcing and voice over ip, to name a few various forms of social media as stated above have been used as learning tools in some institutions and have proven to be of good use in assisting teaching techniques social media have also been use as vehicles for political and humanitarian causes where the progression in Interaction aids the recruitment of supporters. 
	Also social media is addictive in nature, thereby eliminating interpersonal communication in the most original form. The Nigerian youth and social networks, the face book demographic data, as of July 2010 indicates that there are about one million users. 
	It is among the top there most visited social sites by Nigerian is on face book and most popular age demographic globally. International Telecommunication Union (ITU) provides sourceful information. This data places Nigeria as Africa’s biggest internet market (audience) dwarfing South Africa and Egypt.
2.1.2 Types of Social media 
	Social media platforms can be categorized according to the interests of their users and their purposes and below we list and explain the types of social media;
i.	Social Networking Sites 
	These are sites mainly used for connecting with friends and family. They focus more on person-to-person conversations. Aside from personal conversations, these platforms encourage knowledge sharing. These platforms accommodate the different types of content formats from text to photos, videos, and other creative forms of content. They are considered the center of communication and a jack of all trades. Some of such platforms include Facebook, LinkedIn, and Twitter.
ii.	Image-based sites 
	Image-based types of content have gained more prominence in recent times. Content like infographics, illustrations, and images capture the attention of users more. Social media apps like Pinterest, Instagram, and Snapchat are designed to amplify the sharing of images. They say a picture is worth a thousand words, and using this can have lots of positive effects.
iii.	Video sharing/streaming platforms 
Video content is one of the most captivating and engaging forms of content. Marketers and businesses have said that they have seen tremendous benefits in using videos. 
This form of content aids assimilation and understanding, hence why it is largely preferred by users. One major platform that reshaped how people interact with video content is YouTube. 
With over one billion active users monthly, the platform sometimes serves as a search engine for most users.
People often search for all kinds of things and find video content that answers their questions. As a business or brand, this kind of content can be used to engage with customers, promote a new product, answer questions, or shed light on features and packages. 
There are many ways businesses can benefit from such platforms. Aside from having a channel and putting out content, marketers can advertise on these platforms as well. Ads are placed in between videos and advertisements have said they have gotten higher click rates.
iv. Discussion forums 	
	Discussion forums are very essential because they allow users to ask questions and get answers from different people. These platforms are designed to spark conversations based on shared interests or out of curiosity. 
	Some of such platforms include Quora and Reddit. Although people are not as identifiable on these platforms as others, the knowledge and value provided are what makes such a platform relevant. 
	Businesses can get a better understanding of how people feel about certain products, services, or topics pertaining to their niche. It is a way to get unfiltered thoughts and be part of everyday conversations your customers have around certain issues. 
	These platforms can be used to conduct research or answer whatever questions people may have about your industry.
v. Blogs and community platforms 
	Blogs are a great way for businesses and marketers to reach and provide credible information to their target audience. Platforms like Tumblr and Medium allow users to create a community where people with similar interests can follow them and read all they have to say about certain topics. 
	Businesses can create blogs on these platforms or on their website to provide more information about the brand. Crating content that also answers questions and allows customers to freely express their views not only establishes you as an expert but also shows your brand is relatable.
2.1.2 Functions of Social Media
	Youth are using new interactive technologies (SITs) to enhance communication among friends and family, to make plans with one another, and to maintain social contact outside of their day-to-day face-to-face conversations. 
	These technologies have been adopted by teens relatively quickly because IMing and Text messaging are more convenient, less expensive, and faster than traditional   technologies. Research in this arena has shown that although preference for using SITs to communicate is definitely on the rise, and the use of SITs has surpassed that of email, youth still tend to hold in-depth, important conversations offline.

2.2 CONCEPT OF SOCIAL MEDIA IN ECONOMIC DEVELOPMENT 
	According to Warren Jolly the CEO of adQuadrant firm, among the hundreds of various marketing strategies of businesses, social media marketing or advertising can promote consistent sales from the first day such business is marketed via social media platforms. Though some social media channels can yield a significant return of investment on businesses but perhaps not day-in and day-out, it is cost-effective and with a low effort approach (Jolly, 2017). Different types of social media marketing are used by business companies to carry out various marketing approaches. Among the very enormous social media networks or platforms that are created and launched now and then, most of them will never be of any attraction to the populated online community, thereby causing heavy traffic as some are right now.  
	Those social media platforms that make huge waves and perhaps some of them have multiple functions are classified thus: Social Networking (e.g. Facebook, Google, WhatsApp, Friendster, Telegram, LinkedIn, Myspace, WeChat) ii. Social Bookmarking or Tagging (e.g. Reddit, Delicious, Digg) iii. Wikis (e.g. TWiki, Wikipedia, Wetpaint). iv Video Sharing (e.g. Facebook Live, YouTube, Periscope, Skype, Viber, Kyte) v. Microblogging (e.g. Tumblr, Boing Boing, Xanga, Twitter, Dosh Dosh), vi. Business Networking (LinkedIn, eAcademy, XING) vii. Photo Sharing (e.g. Snapchat, Flickr, Viber, WhatsApp, Facebook, Instagram, zoom, Pinterest), viii. Dating-based networking (e.g. Badoo, Tagged), ix. Audio Sharing (e.g. Facebook, Blog Talk Radio, Line), x. Collaborative Tools (e.g. Google).  
	For the social media marketing platforms that are used by businesses to market their products and services, and perhaps considered as a consistent return of investment sites where it is best to invest in business marketing or advertisement, we have below as the best according to Jolly (2017) among the numerous platforms that are in existence: Facebook, Twitter, LinkedIn, Snapchat, Instagram, Pinterest. As a wildfire spread, social media has gained demanding popularity in recent years and is now generally established as a new marketing medium for different companies to use in making their products and services promotion. According to Hassan, Nadzim & Shiratuddin (2015), social media is a tool that fits into both large businesses as well as small businesses where effective marketing activities are handled. It is opined that there are more marketing opportunities for the small businesses (SMEs) to promote their businesses globally – products and services, brands and operations through social media because of the economic growth they contribute (Huang, 2012; Erdoğmuş & Çiçek, 2012; Bulearca & Bulearca, 2010; Kanchanatanee, Suwanno & Jarernvongrayab, 2014; Sin, Nor, and Al-Agaga, 2012). 
	According to Öztamura & Karakadılarb (2014), social media is not just a communication medium; it is as well regarded as a vital tool for strategic marketing in a business environment. It is imperative to note that, social media as a significant strategic marketing tool opens a modernized path for small businesses to access the market and gain a reputable performance perspective. There is a unique method that social media offer which is known as marketing communication (Eagleman, 2013). Social media as relating to small businesses helps to even prospectively offer valuable marketing skills and intellect to bridge the resource gap of SMEs thereby reducing the uncertainty and influence real-time market capabilities and knowledge, learning, and resourcematching abilities. This, however, relates SMEs with social media as early adopters of Web 2.0 technologies (De Saulles, 2008; Harris & Rae, 2009).  
	Furthermore, for a small business to be successfully promoted, social media marketing is viewed significantly as a medium through which ideas and information, goods and services as well as business practices are carried out. It makes use of social media applications like Facebook, Twitter, YouTube, etc. to enhance its brand popularity with the attraction of new customers, brand loyalty, increase product sales, and building awareness (Michaelidou et al., 2011). Social media can be operated from different approaches and technologies which provides specific platforms for information dissemination, co-creation, collaboration, and dialogue, which uses the following medium such as social blogs, podcasts, weblogs, internet forums, microblogging, social bookmarking and wikis (Hamburg, 2012).  
 
	Consequently, different types and sizes of companies use social media increasingly and incorporate their marketing activities to meet the ever-competitive business environment and create a sustainable business relationship with various shareholders and stakeholders, build suitable networking and relationships within the SMEs’ system. There is no advanced or sophisticated technical knowledge required to operate in social media, it is low-cost, and the maintenance approach is remarkable (Chui, Miller, & Roberts, 2009; Zeiller & Schauer, 2011). Businesses are empowered through social media to surmount restrictions, geographical locale, and limited partners, and is very cost-effective (Barnes, Clear, Dyerson, Harindranath, Harris & Rae, 2012; Adebanjo & Michaelides, 2010). Also, there is a significant increase in social media usage to promote business activities, and according to Choudhury & Harrigan (2014); Harrigan (2013), and Harrigan & Miles (2014), customer relationship management is one of the approaches, with marketing research and product branding part of the approach (Kim, Lee, & Lee, 2011). There is also open innovation, knowledge sharing, and management, as well as organizational learning to aid the relationship betwixt social media and small businesses (Panahi, Watson, & Partridge, H. (2022). 20, 22; Razmerita & Kirchner, 2021; Hamburg & Hall, 2019; Chesbrough, Vanhaverbeke, 

2.2.1	ELEMENTS OF SOCIAL MEDIA IN ECONOMICS DEVELOPMENT IN NIGERIA
We look at social media economics by highlighting certain fundamental elements that place social media as an economic force in Nigeria. In other words, these elements characterize social media as far as wealth creation and distribution in the society is concerned. These elements are as follows: 
i. Job Creation 
ii. Marketing/Business Collaboration iii. Skill Acquisition 
iv. Boost to Small Capital Investments 
i. Job Creation 
An important element in social media economics is its job creation potentials. Job opportunities that exist on social media are unlimited. Examples include publishing, trading, advertising, teaching, counseling, and all sorts of services (Barnes, Hood and Gallardo, 2023). Availability of these online services implies that social media is a job creator. By offering people these opportunities to become employed, productivity and wealth distribution are enhanced in the society through the agency of social media technology. 
ii. Marketing/Business Collaboration 
Also a significant element in social media economics is its potential to serve as platform for marketing/business collaboration. Parsons et al. (2020, p.33) observe that the interactive features of the digital online platforms such as the social media constitute “a unique combination of powerful capabilities for marketers.” With particular reference to Facebook, Barnes et al. (2021, p.3) comment on the marketing potential of social media: 
iii. Skill Acquisition 
Equally significant is the social media’s potentials towards engendering skill acquisition for economic empowerment. Through social media platforms, users can learn new skills and improve their existing skills by collaborating with others, particularly colleagues in a given field (Institute for Prospective Technological Studies, 2008). There are sites where professionals such as health practitioners, lawyers, teachers, media workers, writers, and indeed any imaginable career group interact to exchange ideas, explore new skills and knowledge towards mutual growth. Such forums serve as good opportunities for economic empowerment through improved knowledge and skills (Barnes et al., 2013, p.3 – 4). 
By providing opportunities for skill development, social media helps in grooming competent workforce for the society. Thus, individual users are empowered to build their personal wealth and improve their living standard, and the society is collectively made more productive. 
Iv	Boost to Small Capital Investments 
Social media equally possesses potentials for boosting small capital investments. This is chiefly because it offers a very cheap medium for reaching out to clients and customers.  The suitability of social media marketing for small businesses lies in its less capital demand, as social media platforms can disseminate messages across an unlimited geographical space at very manageable costs. Social media marketing excludes the colossal cost implication of traditional mass media marketing; and given its interactive orientation, social media can facilitate relationship marketing in an effective, convenient and very cost-saving manner (Akasike, 2008). Generally, part “of “the attraction of SNS (social networking sites) for users is the fact that they do not have to pay for the services offered” (Institute for Prospective Technological Studies, 2008, p.viii). 

2.2.2	 SOCIAL MEDIA IN ECONOMICS DEVELOPMENT: PROSPECTS AND CHALLENGES FOR NIGERIA 
Having seen the various dimensions of social media economics, it becomes pertinent at this point to explore how they might operate within the Nigerian context. In other words, to what extent could these economic dynamics of the social media translate or fail to translate to socio-economic success for Nigeria? This question is answered under the sub-heads below: 
a) Penetration Factor 
The economic potentials of the social media would translate to economic success for Nigerians only to the extent social media has penetrated among the population. Without social media platforms being at the disposal of a reasonable portion of the population, realizing its economic benefits becomes a mirage. Unfortunately, the truth is that till date Internet penetration among most countries of Africa including Nigeria is still poor. 
b) Literacy/Awareness Factor 
Low literacy rate is still a formidable challenge for African countries in their bid to maximise the economic opportunities offered by the social media. Literacy is key to Internet use (Dare, 2018), and therefore he who lacks such lacks the capacity to be integrated into the Internet community. 
While the more advanced democracies such as the United States, Canada and most European nations have achieved almost 100 percent literacy rate, most countries of Africa are still battling in this front. Nigeria has its literacy rate standing at 61.3% (World Bank, 2014). With this educational handicap, a country like Nigeria naturally would be finding it difficult to fully reap the economic benefits of the social media.  
 	Related to this is the challenge of awareness. While it is one thing to have access to social media, it is another to be aware of its economic potentials and be motivated to explore these. This fact is expressed by Barnes et al. (2023, p.3) when they observe that: Unfortunately, many small business owners continue to be disadvantaged because of their lack of education on how to use social media to grow business profits. Often times, small business owners simply do not have the technical background to understand how to use social media to grow their businesses. As long as there remains low awareness and low motivation, the full economic benefits of social media will remain unattained in Nigeria. 

c) Infrastructure Factor 
Social media is information technology-based and so its thriving requires ample availability of relevant information technology hardware and software. This is basically what is here referred to as ICT infrastructure. The precise ICT infrastructure primarily required here is Internet infrastructure which unfortunately is yet to be satisfactorily developed in Nigeria. Thus, Banda et al. (2009) observe that the problem of infrastructure in African has continued to undermine her quest to join the global train of information superhighway. This infrastructure problem, the authors argue, relates, among others, to poor telecommunication networks which results in low levels of Internet usage.  
 	Oduche (2013) observes that in Nigeria, Internet bandwidth is still so small that Internet use in the country is still hampered significantly. Thus, when one is need of data-consuming social media services such as video streaming, a whole lot of troubles are experienced. Furthermore, the bandwidth deficiency also results in high cost of Internet access. Oduche, therefore, hopes that the Nigerian government’s pledge of achieving the much-needed bandwidth sufficiency by 2018 becomes a reality. The foregoing shows how Nigeria might be lagging behind in terms of harnessing the economic potentials of the social media.  

2.3	THEORETICAL FRAMEWORK
[bookmark: _bookmark25]This study uses three communication theories: the Magic Bullet Theory, the Uses and Gratification Theory and the Technological Determinism Theory.
The Uses and Gratification Theory
Uses and Gratifications Theory (UGT) is an approach to understanding why and how people actively seek out specific media to satisfy specific needs. The driving question of UGT is: Why do people use media and what do they use them for? UGT discusses how users deliberately choose media that will satisfy given needs and allow one to enhance knowledge, relaxation, social interactions/companionship, diversion, or escape. It assumes that audience members are not passive consumers of media. Rather, the audience has power over their media consumption and assumes an active role in interpreting and integrating media into their own lives.
Unlike other theoretical perspectives, UGT holds that audiences are responsible for choosing media to meet their desires and needs to achieve gratification. This theory would then imply that the media compete against other information sources for viewers' gratification.
Assumptions of the Theory:
· The audience is active and its media use is goal oriented
· The initiative in linking need gratification to a specific medium choice rests with the audience member
· The media compete with other resources for need satisfaction
· People have enough self-awareness of their media use, interests, and motives to be able to provide researchers with an accurate picture of that use.
· Value judgments of media content can only be assessed by the audience.
Modern Applications of Uses & Gratifications Research Internet Usage
Modern communication scholars such as Tomas E. Ruggiero, highlight the necessity of UGT in understanding the proliferation and success of computer-mediated communication forms. Ruggiero states that UGT provides a "cutting-edge theoretical approach in the initial stages of each new mass communications medium: newspapers, radio and television, and now the Internet." Furthermore, Ruggiero argues that new media forms require analysis of potentially new uses and gratifications; for example, interactivity, hypertextuality, asynchronous communication, and demystification. 
Scholars like LaRose et al. utilize UGT to understand Internet usage via a socio-cognitive framework to reduce uncertainties that arise from homogenizing an Internet audience and explaining media usage in terms of only positive outcomes (gratifications). LaRose et al. created measures for self-efficacy and self-disparagement and related UGT to negative outcomes of online behavior (like Internet addiction) as well.
New Media Examples of UGT: The application of New Media to the Uses and Gratifications Theory has been positive. The introduction of the Internet, social media and technological advances has provided another outlet for people to use and seek gratification through those sources. Based on the models developed by Katz, Blumler, Gurevitch and Lasswell, individuals can choose to seek out media in one outlet, all falling within the proscribed categories of need. The only difference now, is that the audience does not have to go to multiple media outlets to fulfill each of their needs. The Internet has created a digital library, allowing individuals to have access to all content from various mass medium outlets.
Being Immersed in Social Networking Environment: Face book Groups, Uses and Gratification, and Social Outcomes
In 2017 a study was conducted to examine the Facebook groups‘ users‘ gratifications in relation to their civic participation offline, a set of level of agreement questions to properly gauge their level of life satisfaction.
The study ultimately yielded results through principal components factor analysis with varimax rotation. The results showed that there were four needs for using Facebook groups, "socializing, entertainment, self-status seeking, and information."
Gratification Received from Use of Facebook Groups
· Socializing: Students interested in talking and meeting with others to achieve a sense of community and peer support on the particular topic of the group
· Entertainment: Students engaged with the groups to amuse themselves
· Self-Seeking: Students maintain and seek out their personal status, as well as those of their friends, through the online group participation
· Information: Students used the group to receive information about related events going on and off campus

2.4	REVIEW OF RELATED STUDIES
Prince (2020) researched on influence of social media on economic growth: empirical evidence of Facebook, Youtube, Twitter, and Pinterest. The research focused on the effect of social media on economic growth from a global perspective. 198 countries formed the sample for the study which was carried out between 2019 and 2018. The research employed panel data. The paper remarked that social media influence the economy of a country positively and negatively. The research realized that Facebook and Pinterest negatively influence economic growth. The positive influence ratify the first hypothesis that the cancellation of barriers to entry to permit users of social media to circulate info devoid of any restrictions with the backing efficient internet and broadband supply will influence economic growth because the array of media available to a great extent boost the potential of social media concerning broadcasting of info and knowledge.
Timothy, Chinelo, and Ngozi (2018) observed in their study titled “The economic potentials of social media and the Nigerian developing society: An appraisal” that while economic activities are progressively be influenced by technology (social media technology inclusive), this technological advanced should be restrained by the veracities of the social framework, just as the partakers in the technology will immensely gain from this effect only as resolved by their purposes (satisfactions) for engaging the technology. It is suggested, among others, that coaching of the economic capacities of the ICTs comprising the social media be unified in the education prospectus in Nigeria as a way of formulating and marshaling young people for utilizing social media economic possibilities. 
Dieu, Paul, and Fourier (2019) researched how social media affect economic growth using 29 African countries between 2010 and 2017. The researchers conclude that social media has an undesirable influence on economic growth. Nevertheless, this impression of social media on economic growth is incidental, with labor efficiency being a conduit for communicating the impact of social media on economic growth. Afolabi (2015) analyzing the relevance of Social media marketing through the relationship between customer management concluded that the application of social media is a suitable marketing approach to encourage less advanced nations due to its participative, collaborative, open, and understandable nature.  
Roberto, Thierry, and Offiong (2015) studied the impact of social media on economic growth using data collated from affiliations to social networks, the researchers observed that social media has a negative and substantial influence on economic growth. The above assertion supports the hypothesis raised by the researcher that social media surges the exploration expenses for data and rises the swap influence from labour to relaxation thereby bringing a negative effect on economic growth.  


CHAPTER THREE
RESEARCH METHODOLOGY
This chapter presents the method and techniques that will be employed to collect and analyze data on Impact of social media in the economic development of Ilorin Kwara State to be precise. This chapter will cover the following:  research design, location of study, study population, sampling technique, method of data collection and methods of data analysis.
3.1 RESEARCH DESIGN 
Research design is a complete scheme that summarizes how a research enterprise will be accomplished with minimum problems. Hence, a research design essentially maps out the plan, the structures and strategies of a scientific investigation to ensure that a study completely achieve its set objectives. for the purpose of this study, the Cross-sectional survey research method will be adopted for the purpose of this study. The method is found to be appropriate for this study because it is suitable for research with both small and large population. Sulaiman (2019) stated that survey research method allows the researcher to gather data from the respondents who constitutes sample of the study. he stated that, the purpose of survey is not only the collection of data but the discovery of meaning in the data collected, so that facts and events can be better understand, interpreted and explained.
3.2 POPULATION OF THE STUDY
The population of this study shall comprise various people in Ilorin Kwara State. This is because they are central to the issue under investigation. Hence, they will be able to have some information useful to the researcher in line with the objectives of the study.
3.3	INSTRUMENTATION
The questionnaire, interview and personal observation will used for the collection of the data. The instrument used for the collection of data are meant for Kwara state polytechnic as a case study of the research
3.4 SAMPLE SIZE AND SAMPLING TECHNIQUE
	A total of 50 sampled respondents were used in this study involving randomly selected Ilorin East dweller.
In the selection of the sample, the researcher was sensitive to the two important qualities of research information, validity and reliability. To ensure that valid and reliable information was got, the sample size generalized the result to get to the larger population.
The sampling technique used was the simple random sampling. However, while sampling, the researcher considered the personal differences such as age, sex, marital status, occupation and academic qualification.
3.5	VALIDITY AND RELIABILITY OF THE INSTRUMENT
The concurrent validity method used to ensure that the instrument measured what they are expected to measure
	The instruments used are valid because it enables the researcher to obtain quick and accurate information data.
	The instrument made straight effort to reach the selected group and the sample member were able to give the required information needed for concrete conclusion of the research work.  
3.6 METHOD OF DATA COLLECTION
The method of data collection for this study shall be the quantitative and qualitative methods. For the quantitative method, the instrument that will be used to collect information will be the questionnaire, which is one of the primary sources of data.
 The structured questionnaire would comprise of both open and close-ended questions in order to cover the demographic data of the respondents as well as the objectives of the study. The questionnaire is closed-ended and a few open-ended designed by the researcher basically on the topic of the study. In closed-ended questions, the respondents will be given alternative options to each question which will cover the complete range of probable responses from which they are to choose. While the open–ended questions will allow the respondents the choice to express his/herself as pleases without being restricted to choosing from a number of options.
In-dept-interview
	In-dept-interview (IDIs) refers to unstructured, direct, personal interview in which a single respondent probed by a highly skilled interviewer to uncover underlying motivations, beliefs, attitude, and feelings on a topic. In dept interview are more flexible than any other research method. They can be used to ask people about their past attitudes, their past, present and future behavior, their motives, feelings and other emotions that can observed directly. In-depth interview explore each question and issue in as much depth a superficially as they wish (Haralambos and Holborn, cited in Muhammad Z., 2018). With the use of in-dept- interview, the lecturers, student affairs and security officers shall be at liberty to express their feelings in a more accurate and simplified manner. The interviews for this study shall be done with a tape recorder to record the conversation on every session of the in-depth interview in order to avoid loss of information.
3.7	METHOD OF DATA ANALYSIS
The simple proportion and percentage method of data analysis were both adopted and for easy application and understanding the work has been analyzed by using these methods. The statistical method was equally adopted as a result of the fact that the population and samples were not too large. But it is viewed that the method will be accurate in the analysis and presentation of data obtained.  


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 Data Presentation
	The study sets out to analyze the “IMPACT OF SOCIAL MEDIA ON THE ECONOMIC DEVELOPMENT OF ILORIN WEST LGA KWARA STATE".
	To carry out the study 100 students of Kwara State Polytechnic students were sampled randomly and questionnaire containing relevant questions were administered by the researchers to acquire useable data.  
	This chapter deals with the analysis of data obtained from the field work through the questionnaire.
	Each question on the questionnaire would be presented in separate table and analyzed for each comprehension  
ANALYSIS OF RESPONDENT DEMOGRAPHICS
SECTION A
TABLE 1- DISTRIBUTION OF RESPONDENTS BY SEX
	S/N
	Sex
	No. of Respondents
	Percentages %

	
	
	
	

	1
	Male
	47
	47%

	
	
	
	

	2
	Female
	53
	53%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Sources: Field Work 2025 
The table above shows that 47 respondents representing (47%) are Males while 47 of the representing (47%) are females.
TABLE 2: AGE RANGE OF RESPONDENTS
	S/N
	Age
	
	No. of Respondents
	Percentages %

	
	
	
	
	

	1
	Below 20
	
	10
	10%

	
	
	
	
	

	2.
	21-30
	
	37
	37%

	
	
	
	
	

	3.
	31-40
	
	37
	37%

	
	
	
	
	

	4.
	41 above
	
	16
	17%

	
	
	
	
	

	6.
	Total
	
	100
	100%

	
	
	
	
	


Sources: Field Work 2025 
	The above table shows the distribution of the respondents by age. It states that 10 respondents representing (10%) are within age range of 16-20, 37 representing (37%) are representing the age range of 21-30, 37 representing (37%) are representing the age range of 31-40 while 16 representing (16%) are representing the age range of 41 above


TABLE 3: DISTRIBUTION OF RESPONDENTS BY EDUCATIONAL 
	S/N
	Educational Level
	No. of Respondents
	Percentages %

	
	
	
	

	1
	SSCE
	16
	16%

	
	
	
	

	2
	NCE/ND
	36
	36%

	
	
	
	

	3
	HND/BSC
	36
	36%

	
	
	
	

	4
	POST DEGREE
	13
	13%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025
	The above table shows the distribution of respondents by educational qualification, 16 respondents (16%) are SSCE holders, 36 respondents (36%) are ND/NCE holders, 36 respondents (36%) are HND/BSC holder while 13 respondents (13%) are PGD holder.


TABLE 4: DISTRIBUTIONOF RESPONDENTS BY RELIGION
	S/N
	OCCUPATION
	No. of Respondents
	Percentages %

	
	
	
	

	1
	ISLAM
	45
	45%

	
	
	
	

	2
	CHRISTIAN
	37
	37%

	
	
	
	

	3
	TRADITIONAL
	18
	18%

	
	
	
	

	4
	TOTAL
	100
	100
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Source: Field Work 2025 
	The above table shows the distribution of respondents by religion 45 respondents representing (45%) are Islam, 37 respondents representing (37%) are Christian while 1 respondents representing (18%) are Traditional.


TABLE 5: DISTRIBUTIONOF RESPONDENTS BY OCCUPATION
	S/N
	OCCUPATION
	No. of Respondents
	Percentages %

	
	
	
	

	1
	STUDENTS
	50
	50%

	
	
	
	

	2
	BUSINESS PERSON
	24
	24%

	
	
	
	

	3
	CIVIL SERVANT
	26
	26%

	
	
	
	

	4
	TOTAL
	100
	100



Source: Field Work 2025
	The above table shows the distribution of respondents by occupation. 50 respondents representing (50%) are students, 24 respondents representing (24%) are business persons and 26 respondent representing (26%) are civil servants.

TABLE 6: DISTRIBUTIONOF RESPONDENTS BY MARITAL
	S/N
	OCCUPATION
	No. of Respondents
	Percentages %

	
	
	
	

	1
	SINGLE
	30
	30%

	
	
	
	

	2
	MARRIED
	43
	43%

	
	
	
	

	3
	  DIVORCE
	15
	15%

	4
	WIDOW/WIDOWER
	4
	4%

	5
	SEPERATED
	6
	6%

	6
	TOTAL
	100
	100


Source: Field Work 2025
	The above table shows the distribution of respondents by Marital. 98 respondents representing (98%) are single, 2 respondents representing (2%) are married.

TABLE 7
[bookmark: page59]SOCIAL MEDIA HAS HELPED ME LEARN NEW SKILLS RELEVANT TO ECONOMIC ACTIVITIES.
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	38
	38%

	
	
	
	

	2.
	Agree
	30
	30%

	
	
	
	

	3.
	Neutral
	16
	16%

	
	
	
	

	4.
	Disagree
	9
	9%

	
	
	
	

	5.
	Strongly Disagree
	7
	7%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025
The table shows that 38 respondents which made up 38% strongly agreed, those who agree with this claim made up 30% which is 30 respondents, those who disagree made up 9% which is 9 respondents, while those with neutral opinion made up 16% which is 16 respondents and 7 respondents which made 7% of Strongly Disagree.





[bookmark: page60]TABLE 8
SOCIAL MEDIA HAS CREATED ECONOMIC OPPORTUNITIES IN MANY COMMUNITY AREA IN NIGERIA
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	35
	35%

	
	
	
	

	2.
	Agree
	33
	33%

	
	
	
	

	3.
	Neutral
	15
	15%

	
	
	
	

	4.
	Disagree
	13
	13%

	
	
	
	

	5.
	Strongly Disagree
	4
	4%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025
The table shows 35 respondents representing (35%) strongly agreed, 33 respondent representing (33%) agree, 15 respondent representing (15%) are Neutral, 13 respondents representing (13%) disagree, while 4 respondent representing (4%) Strongly disagree.





TABLE 9
MANY NIGERIANS USES SOCIAL MEDIA TO SUPPORT OR GROW THEIR BUSINESS.
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	23
	23%

	
	
	
	

	2.
	Agree
	40
	40%

	
	
	
	

	3.
	Neutral
	14
	14%

	
	
	
	

	4.
	Disagree
	12
	12%

	
	
	
	

	5.
	Strongly Disagree
	11
	11%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025
The table shows 23 respondents representing (23%) strongly agreed that social media can be used to grow business, 40 respondents representing (40%) agreed, 14 respondent representing (14%) are Neutral, 12 respondents representing (12%) disagree. While 11 respondents representing (11%) Strongly disagree.



TABLE 10
SOCIAL MEDIA HAS HELPED A LOT OF NIGERIANS LEARN NEW SKILLS RELEVANT TO ECONOMIC ACTIVITIES.
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	32
	32%

	
	
	
	

	2.
	Agree
	25
	25%

	
	
	
	

	3.
	Neutral
	16
	16%

	
	
	
	

	4.
	Disagree
	16
	16%

	
	
	
	

	5.
	Strongly Disagree
	11
	11%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025
The table shows 32 respondents representing (32%) strongly agreed, 25 respondents representing (25%) agreed, 16 respondent representing (16%) are Neutral, 16 respondents representing (16%) disagree while 11 respondents representing (11%) Strongly disagree.
.


[bookmark: page62]TABLE 11
ECONOMIC INFORMATION AND OPPORTUNITIES FOUND ON SOCIAL MEDIA SHOULD BE TRUSTED BY EVERYONE
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	21
	21%

	
	
	
	

	2.
	Agree
	21
	21%

	
	
	
	

	3.
	Neutral
	24
	24%

	
	
	
	

	4.
	Disagree
	21
	21%

	
	
	
	

	5.
	Strongly Disagree
	13
	13%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025 
	 The table shows 21 respondents representing (21%) strongly agreed, 21 respondents representing (21%) agreed, 24 respondent representing (24%) are Neutral, 21 respondents representing (21%) disagree while 13 respondents representing (13%) Strongly disagree.
.



TABLE 12
LACK OF INTERNET ACCESS LIMITS THE ECONOMIC POTENTIAL OF SOCIAL MEDIA IN MY COMMUNITY.
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	29
	29%

	
	
	
	

	2.
	Agree
	34
	34%

	
	
	
	

	3.
	Neutral
	24
	24%

	
	
	
	

	4.
	Disagree
	8
	8%

	
	
	
	

	5.
	Strongly Disagree
	5
	5%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025 
The table shows 29 respondents representing (29%) strongly agreed, 34 respondents representing (34%) agreed, 24 respondent representing (24%) are Neutral, 8 respondents representing (8%) disagree while 5 respondents representing (5%) Strongly disagree.
.


TABLE 13
SOCIAL MEDIA HAS ENABLED YOU AND OTHERS TO EARN INCOME
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	24
	24%

	
	
	
	

	2.
	Agree
	28
	28%

	
	
	
	

	3.
	Neutral
	23
	23%

	
	
	
	

	4.
	Disagree
	13
	13%

	
	
	
	

	5.
	Strongly Disagree
	12
	12%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025
The table shows 24 respondents representing (24%) strongly agreed, 28 respondents representing (28%) agreed, 23 respondent representing (23%) are Neutral, 13 respondents representing (13%) disagree while 12 respondents representing (12%) Strongly disagree.




TABLE 14
SOCIAL MEDIA PROVIDES ACCESS TO NEW CUSTOMERS AND MARKETS
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	25
	25%

	
	
	
	

	2.
	Agree
	25
	25%

	
	
	
	

	3.
	Neutral
	24
	24%

	
	
	
	

	4.
	Disagree
	17
	17%

	
	
	
	

	5.
	Strongly Disagree
	9
	9%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025 
The table shows 25 respondents representing (25%) strongly agreed, 25 respondents representing (25%) agreed, 24 respondent representing (24%) are Neutral, 17 respondents representing (17%) disagree while 9 respondents representing (9%) Strongly Disagree.




TABLE 15
MANY SMALL BUSINESSES IN THE COMMUNITY BENEFIT FROM SOCIAL MEDIA EXPOSURE.
	S/N
	Options
	No. of Respondents
	Percentages %

	
	
	
	

	1.
	Strongly Agree
	33
	33%

	
	
	
	

	2.
	Agree
	31
	31%

	
	
	
	

	3.
	Neutral
	13
	13%

	
	
	
	

	4.
	Disagree
	16
	16%

	
	
	
	

	5.
	Strongly Disagree
	8
	8%

	
	
	
	

	
	Total
	100
	100

	
	
	
	


Source: Field Work 2025 
The table shows 33 respondents representing (33%) strongly agreed, 31 respondents representing (31%) agreed, 13 respondent representing (13%) are Neutral, 16 respondents representing (16%) disagree while 8 respondents representing (8%) Strongly Disagree.







4.2 ANALYSIS OF RESEARCH QUESTIONS
Research Question 1: 
		What is the level of involvement of the social media in the governance of Nigeria?
In the cause of the study, in answering these questions, it was encapsulated in table 7 shows that 38 respondents which made up 38% strongly agreed, those who agree with this claim made up 30% which is 30 respondents, those who disagree made up 9% which is 9 respondents, while those with neutral opinion made up 16% which is 16 respondents and 7 respondents which made 7% of Strongly Disagree. This entails that majority government has lots of benefit involvement in social media economic development.
Research Question 2: 
What are the challenges of the media in ensuring participatory governance and national development?
	The question is being answered in Table 11, 21 respondents representing (21%) strongly agreed, 21 respondents representing (21%) agreed, 24 respondent representing (24%) are Neutral, 21 respondents representing (21%) disagree while 13 respondents representing (13%) Strongly disagree.
Research Question 3: 
Does the social media influence economic development in Nigeria?
	Table 10 shows 32 respondents representing (32%) strongly agreed, 25 respondents representing (25%) agreed, 16 respondent representing (16%) are Neutral, 16 respondents representing (16%) disagree while 11 respondents representing (11%) Strongly disagree.

4.3	DISCUSSION ON FINDINGS
The following are the major finding of the study.
	The purpose of the study has stated in the initial chapter was to understand the impact of social media on the economic development of ilorin west lga kwara state. The study discovered that virtually social media has an impact in the life of Nigerians. And set on understanding attitudes towards it nature over the traditional mass media.
	However, the study observed that social media play an important role in the opinion and behaviors of every Nigerian. Also, through the observation, the user of social media finds out that the various activities were weighted to find out the activities that are most prominent and it needs of socialization. Also it advantages over the traditional mass media. The possible influence opposed to what was obtained from the research hypothesis prior to the finding via questionnaire that were distributed and administered toward the social media and the traditional mass media. The study carries out a primary research on the users of social media between the age of 18 and 35 to understand their activities on their sites and how they might derive some form of benefit from the use of the social media sites.
A number of major conclusions may be drawn from the result and findings of this study. There is statistical significant relationship between how often one uses social media to solve economic issues or crises, the results show a positive relationship which means that as social media exposures tend to go up, 
There is no doubt that there exist on our screens movies than needed local television programmes this has led to the growth of nihilism i.e. “the general disposition to doubt” among the Nigerian youth in whom the destiny of this country lie.
All of these go to confirm that exposure to foreign television alters the original cultural identity of the Nigeria youths. They all shows that exposures to western television lead to low Nigeria self-image and a corresponding high projected self-Image among Nigerian university student as a result of their perception of reality of life in the western world especially American as shown on television (see social meida projects of reality as the form of life).
The policy makers and cultures, both the public and the sector should realize from the findings of this study that there is an urgent need to discontinue with unending litanies about communication and national development aid and take bold measures to put an end to the current trend.



CHAPTER FIVE
SUMMARY, RECOMMEDNATION AND CONCLUSION
5.1	 SUMAMRY 
Social media has emerged as a powerful tool influencing economic development across various regions, including urban and rural areas. It provides platforms for marketing, communication, and networking that support entrepreneurship, especially among youth and small business owners. Through platforms like Facebook, Instagram, and WhatsApp, individuals can advertise products, reach broader markets, and engage customers directly, leading to increased sales and income.
Additionally, social media supports job creation in digital marketing, content creation, and online retailing. It facilitates access to information, skills development, and innovation, which are critical for economic growth. However, its impact is influenced by factors such as internet accessibility, digital literacy, and infrastructure. While social media offers great potential, its contribution to economic development can be maximized through supportive policies, training programs, and improved digital infrastructure.
5.2	 CONCLUSION 
In conclusion, social media has become a significant driver of economic development in today’s digital age. It has opened up new avenues for business promotion, job creation, and access to markets, particularly benefiting youth, small-scale entrepreneurs, and informal businesses. By enabling faster communication, cost-effective marketing, and broader reach, social media contributes to increased productivity and economic participation.
However, to fully harness its benefits, challenges such as poor internet connectivity, low digital literacy, and lack of regulatory support must be addressed. Governments, stakeholders, and communities must invest in digital infrastructure, education, and supportive policies. When strategically utilized, social media holds the potential to play a transformative role in boosting inclusive and sustainable economic development.
 5.3	RECOMMENDATION
 With the implication of the findings been clearly put in four in the previous chapters, it is the researcher’s view that no further time should be watched in apportioning blames to individuals or bodies for their roles in the cultural imperialism issues.
The culture media domination that does exist in the Nigeria and the African continent at large can only take place within the complicity and social consent of the dominated culture (Cuthbert 1985) and Nigeria youths as well as other audience members seem to offer willing compliance.
However, the following recommendations are put forward by the researcher a means of putting an end to our cultural values, genocides and communication neocolonialism.
i. Enhance Digital Literacy:
Government and NGOs should organize training programs to improve digital skills, especially for youth, women, and small business owners. Schools and vocational centers should integrate digital marketing and social media entrepreneurship into their curriculum.
ii. Improve Internet Infrastructure:
Authorities should invest in expanding affordable and reliable internet access, especially in semi-urban and rural areas like Ilorin West. Public-private partnerships can help improve digital infrastructure and lower data costs.
iii. Support Small and Medium Enterprises (SMEs):
Provide grants, low-interest loans, or incentives for SMEs that use social media for business growth. Create online marketplaces and support networks for local entrepreneurs.
iv. Promote Responsible Use of Social Media:
Educate users on digital ethics, cybersecurity, and how to avoid misinformation and online fraud. Encourage the development of platforms that support secure and productive business interactions.
v. Policy and Regulatory Framework:
Develop policies that promote innovation while protecting users and businesses online. Establish legal guidelines that encourage safe digital commerce and ensure fair competition.
vi. Encourage Local Content Creation:
Support content creators and influencers who promote local culture, tourism, and products.
vii. Provide funding or platforms for youth engagement in digital media industries.

