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ABSTRACT

This study investigates the uses and challenges of social media in sensitizing the public on poverty alleviation policies in Nigeria, focusing on platforms such as Facebook, Twitter, and WhatsApp. Despite Nigeria’s vast resources, poverty remains a significant issue, affecting nearly half the population. Social media, with over 33 million users in Nigeria, offers a promising tool for raising awareness and engaging communities in poverty alleviation efforts. Using a quantitative research design, data were collected via questionnaires from 100 residents of Kwara State, analyzed with SPSS Version 23. Findings reveal that social media is highly effective in raising awareness (90% agreement), increasing knowledge (90%), and mobilizing support (79%) for poverty alleviation programs. It also amplifies marginalized voices (72%) and motivates participation (82%). However, challenges such as misinformation (87%), limited internet access (87%), negative stereotypes (82%), and superficial engagement (71%) hinder its impact, particularly in rural areas. The study, grounded in the Uses and Gratifications Theory, recommends combating misinformation through fact-checking, enhancing digital literacy, collaborating with local influencers, using multilingual content, and integrating traditional media to ensure inclusivity and effectiveness in leveraging social media for poverty alleviation in Nigeria.





























CHAPTER ONE
1.1. Background of the study 
Poverty is a pervasive issue in Nigeria, affecting nearly half of the population despite the country’s vast resources and status as one of Africa’s largest economies (World Bank, 2021). This condition is characterized by a lack of access to basic needs such as clean water, healthcare, and education, as well as high levels of unemployment and social exclusion. Over the years, the Nigerian government has introduced various poverty alleviation programs. However, these initiatives have often struggled with implementation issues, limited reach, and a lack of sustained engagement with affected communities (Obadan, 2010). Given these challenges, there is a growing interest in using digital platforms—especially social media—to inform and involve the public in poverty alleviation efforts.
Social media has rapidly expanded in Nigeria over the past decade, with platforms such as Facebook, Twitter, and WhatsApp becoming central to how Nigerians communicate and access information. According to recent reports, over 33 million Nigerians use social media, representing a diverse cross-section of the population (Statista, 2022). This growth has prompted policymakers and organizations to consider how social media can be harnessed as a tool for public awareness and engagement in poverty alleviation initiatives. The immediacy, accessibility, and interactive nature of social media offer distinct advantages over traditional media, which often lacks the capacity for real-time engagement and two-way communication (Akinfeleye, 2003).
One of the primary uses of social media in poverty alleviation is raising awareness about available programs and services. For instance, social media platforms can disseminate information on government schemes, eligibility criteria, and application processes, making it easier for individuals to access resources and support (Adejoke, 2022). This is particularly important in rural areas, where access to government offices and information can be limited. By connecting people directly with relevant information, social media has the potential to bridge information gaps and empower communities to take advantage of poverty alleviation opportunities.
Despite its potential, social media also faces significant challenges as a tool for poverty alleviation in Nigeria. One major barrier is the digital divide—the gap between those who have access to the internet and digital technologies and those who do not. Although social media use is growing, internet access remains limited, especially in rural areas where poverty is most prevalent. This divide means that many people who could benefit from poverty alleviation programs remain outside the reach of social media campaigns (Anyawu, 2007). Additionally, the cost of internet data and a lack of digital literacy further limit the effectiveness of social media in reaching poorer populations.
Another challenge lies in the spread of misinformation on social media platforms. In recent years, misinformation has become a significant issue in Nigeria, often complicating public perception of government initiatives and eroding trust. Social media platforms can be prone to rumors and false information, which can mislead communities about the availability, goals, or benefits of poverty alleviation programs (Bradshaw, 2007). This misinformation not only reduces the effectiveness of campaigns but also increases public skepticism toward the government’s poverty alleviation policies (Obiwuru, 2019).
The effectiveness of social media for poverty alleviation also depends on public trust in both the platforms used and the sources disseminating information. According to Akeredolu (2005), a lack of trust in government institutions has historically been a barrier to effective poverty alleviation. If people doubt the credibility of information shared on social media, especially from government accounts, they may be less likely to engage with or believe in the programs being promoted. Addressing this trust deficit requires transparency, consistency, and partnerships with trusted community figures or local influencers who can act as intermediaries.
Social media’s potential as an advocacy tool also offers opportunities for community involvement and feedback in poverty alleviation. Unlike traditional media, which is largely unidirectional, social media allows for interaction between policymakers and the public, enabling citizens to voice their needs and concerns. This interactive aspect could make social media a critical tool for bottom-up feedback in designing and implementing poverty alleviation policies that are better aligned with the actual needs of communities (Akinfeleye, 2003). Feedback loops facilitated by social media can improve the responsiveness and effectiveness of poverty reduction efforts.
Finally, social media’s influence extends beyond immediate awareness and advocacy; it also helps to shift narratives around poverty. By highlighting individual stories of resilience and success, social media can humanize poverty, making it more relatable and mobilizing greater public support for poverty alleviation policies. This change in perception is essential for long-term support and understanding, as it frames poverty not merely as a government responsibility but as a shared societal issue that requires collective action (Salam et al., 2020).
In conclusion, while social media holds great promise as a tool for sensitizing the public on poverty alleviation policies in Nigeria, its impact is contingent upon overcoming barriers related to access, misinformation, and trust. For social media to fulfill its potential, there must be strategic efforts to extend internet accessibility, promote digital literacy, and build partnerships between government agencies and community leaders. With these elements in place, social media could become a cornerstone of Nigeria’s poverty alleviation strategy, driving awareness, engagement, and empowerment among the nation’s most vulnerable populations.
1.2.  Statement of the problem 
The problem underlying this study is the persistent prevalence of poverty in Nigeria, despite numerous government-led poverty alleviation programs and significant natural and human resources. Many of these programs have been limited in reach and effectiveness, often due to issues such as inadequate information dissemination, poor community engagement, and a lack of transparency. This lack of awareness and access has hindered the success of poverty alleviation efforts, especially among rural and marginalized populations who are most in need of assistance.
While social media has become a powerful platform for information sharing and public engagement in Nigeria, it remains underutilized as a tool for public sensitization on poverty alleviation initiatives. This is problematic, as social media platforms hold the potential to bridge communication gaps between the government and the public by providing real-time information, engaging directly with communities, and fostering public awareness. However, the use of social media for this purpose is constrained by several factors, including limited internet access, the digital divide between urban and rural areas, and issues related to misinformation and trust.
Consequently, there is a need to investigate how social media can be effectively leveraged to raise public awareness and improve participation in poverty alleviation programs in Nigeria. Addressing this problem could contribute to more inclusive and impactful poverty reduction strategies that engage a broader audience, enhance transparency, and foster trust in government efforts. This study therefore seeks to identify the barriers and opportunities of using social media for poverty alleviation awareness in Nigeria, with the aim of providing insights and recommendations for more effective policy implementation.
1.3.  Research Objectives 
I. To examine the current role of social media in public sensitization on poverty alleviation policies in Nigeria.
II. To identify the challenges faced in using social media as a tool for sensitizing the public on poverty alleviation policies in Nigeria 
III. To explore the effectiveness of social media as a tool for sensitizing the public on poverty alleviation policies in Nigeria .
1.4.  Research Questions 
I. What are the current role of social media in sensitizing the public on poverty alleviation policies in Nigeria ?
II. What are the challenges faced in using social media as a tool for sensitizing the public on poverty alleviation policies in Nigeria?
III. What are the effectiveness of social media as a tool for sensitizing the public on poverty alleviation policies in Nigeria?
1.5.  Significance of the study 
The significance of this study lies in its potential to contribute to poverty alleviation efforts in Nigeria by addressing the role and effectiveness of social media in raising public awareness and engagement. Poverty remains a critical issue in Nigeria, affecting over 40% of the population despite various government and international efforts aimed at alleviation (World Bank, 2022). Social media, as a widely accessible and rapidly growing communication platform, offers unique opportunities for reaching diverse and marginalized communities. Understanding how social media can be optimized to enhance awareness and participation in poverty alleviation initiatives could thus have meaningful implications for policy-makers, stakeholders, and the Nigerian population at large.
Furthermore, this research will add to the academic discourse on poverty alleviation by highlighting an often-overlooked aspect—the role of communication and public engagement in the success of these programs. The findings can contribute to literature on the intersection of social media, poverty alleviation, and public policy, providing a theoretical basis for further research on communication’s role in social development.
Lastly, this study would also add to the existing knowledge on the uses and challenges of social media in sensitizing the public on poverty alleviation policies in Nigeria, also would serve as a guideline and relevant material for other research who are likely to work on the similar topics in future.
1.6.  Scope of the study 
This study is focused on examining the uses and challenges of social media in sensitizing the public on poverty alleviation policies in Nigeria, with particular emphasis on specific social media platforms such as Facebook, Twitter, and WhatsApp. The study will investigate how these platforms are utilized by government agencies, non-governmental organizations (NGOs), and other stakeholders to disseminate information related to poverty alleviation programs. It will also analyze the extent to which the public engages with and benefits from this information, paying attention to factors such as accessibility, reach, and the effectiveness of social media in reaching marginalized populations.
This study is also limited to Nigeria, as the country faces unique socio-economic challenges and diverse regional disparities in access to technology and social media. 
1.7. Definition of key terms
1. Social Media: Social media refers to digital platforms and applications that enable users to create, share, and exchange information, ideas, and other forms of content. Examples include Facebook, Twitter, WhatsApp, and Instagram, which are commonly used for public communication and engagement (Kaplan & Haenlein, 2010).
2. Poverty: Poverty is a state in which individuals or communities lack the financial resources to meet basic life necessities such as food, shelter, healthcare, and education. It often leads to social exclusion and restricted opportunities for economic advancement (UN, 1995).
3. Poverty Alleviation: Poverty alleviation encompasses strategies and policies aimed at reducing poverty levels, enhancing the quality of life, and providing better economic opportunities for individuals and communities, especially those struggling with inadequate resources and lack of access to basic services (World Bank, 1996).
4. Sensitization: Sensitization in this context refers to the process of increasing public awareness and understanding of poverty alleviation policies and programs, often to encourage active engagement and participation in these initiatives (UNESCO, 2015).
5. Challenges: challenges refer to the obstacles and barriers encountered when using social media for public sensitization on poverty alleviation. These can include issues such as misinformation, limited internet access, digital illiteracy, and lack of trust in online information (Mossberger, Tolbert, & McNeal, 2008).
6. Policy: A policy is a set of principles or guidelines created by governments, institutions, or organizations to guide actions and achieve specific outcomes. Poverty alleviation policies are thus strategies developed by the government and other stakeholders to reduce poverty and improve socio-economic conditions (Dye, 2008).




























CHAPTER TWO
LITERATURE REVIEW
2.0. INTRODUCTION 
This chapter present review of relevant literature regarding the Uses and challenges of social media in sensitizing the public on poverty alleviation policy in Nigerian. In this chapter, the concept of social media, the history of social media, the advantages of social media, concept of sex tape and so on is been touched in order to simplify this study.
2.1. CONCEPTUAL FRAMEWORK 
The independent variable is Social Media, which includes platforms such as Facebook, Twitter, and Instagram. According to Boyd and Ellison (2007), Social Media platforms are designed to facilitate communication, collaboration, and content sharing among users. The dependent variable is sensitizing the public on poverty alleviation policy in Nigerian.
2.2.1. Concept of Social Media 
Asemah (2013), describes social media as a network of people or organizations who are connected through different kinds of relationships like friendship, family, disagreement, romantic involvement, information, or reputation. Social media is a strong tool that allows us to connect with others, share information and opinions, and learn new things. It is a way for people to talk and share things using computers and the internet. Social media is always changing and requires you to keep learning and adapting. Whether you use social media or work in marketing, it's important to understand the basic ideas behind it. Popular websites like Facebook and Instagram have different things one can do on them. You can see what other people have posted, videos or images that you like and have your own online page where you can post words, pictures, and videos. These platforms can only be used on personal computers, laptops, smartphones, and other devices.
According to merriam-webster social media are forms of electronic communication.Social media are by-product of information and communication technology (ICT) used among diverse and heterogeneous people that link up or connect with one another( such as websites for social networking and micro blogging) through which users create online communities to share information, ideas, personal messages, and other content (such as videos). It is a computer-based technology that facilitate the sharing of ideas, thoughts and information through the building of virtual networks and communities. They transcend geographical location and time, which are barriers often associated with other forms of communication. Social media is internet base and gives users quick electronic communication of content, such as personal information, documents, videos, and photos Maya Dollarhide (2021).
Amore, K.P. (2019) postulates that some of the most popular Social Media websites include facebook, Webchat, Instagram, Twitter, Telegram, TikTok. He further categorizes them into: Internet browsers and search engines (explorer, Mozilla, firefox, opera mini, google and chrome), websites and blogs (WWW), online video/ audio streams(YouTube,Boomplay,Soundcloud), text messaging (Whatsapp, Telegram, Truecaller), Email (Yahoo, Google, Hotmail), Online communities and for a (FAcebook, Nairaland, Twitter) Internet telephony (Skype, Whatsapp, IMO) and so on.
2.1.2. Advantages of Social Media 
Social media has many advantages for both individuals and groups. These advantages include:
· Creating strong connections with others
· Making customers happier and more loyal to the company
· Providing feedbacks and insights.
· Making and sharing things that people have created
· Enhancing brand awareness
· Teaching and providing fun experiences to people all around the world.
This means that social media is important for people who want to connect with others, learn, and have an impact on their desired audience (Asemah, Nwaoboli & Nwoko, 2022). Social networking is one of the main activities that people do on social media. It involves connecting with other users. Social networking can help find new Friends and customers.
2.1.3. The Advent of Social Media in Nigeria 
In 2001, the Federal Government of Nigeria under the leadership of Olusegun Obasanjo licensed the operations of telecommunication industry in Nigeria which was a springboard for social media in Nigeria. The gap in communication from a person to another irrespective of the location was closed. Information and Communication Technologies (ICTs), which drive the social media in Nigeria, witnessed a big boom as many institutions, government agencies, banks among others relied on ICT for their day to day activities. Agreeing to this (Nwabueze, 2014, p.3) said the advent of Information and Communication Technologies (ICTs) such as computers, digital broadcasting, satellite and cable television, the Internet and World Wide Web (www) has contributed immensely in ensuring the sophistication of the communication process and also bridging the gap between the sender and the receiver. The internet has grown in Nigeria and it has helped to strengthen the various social media platforms in Nigeria like Facebook, Instagram, Twitter, Whatsapp, among others. Events and happenings around the globe can be accessed by handheld devices,
computers, and sophisticated phones reinforcing the earlier prediction of Marshal McLuhan's concept of a global village.
Social media have become popular among Nigerians (Adults, Youths and Teenagers) and registration for membership is free with phones, computers and handheld devices that can access the internet. A Nigerian has at least an account in any of these social networking sites (Alade, 2017). With the level of social media users; information sharing especially as it concerns Nigerians is expected to be high. Social media platforms like Facebook, Whatsapp, Twitter, Instagram among others have seen Nigeria as a fertile ground to boom and expand their business and Nigeria is a country rich in human and material resources with a huge population. In 2019, there were 98.39 million active users compared to 2018 when the figure was 94 million active users of the internet (Udodiong, 2019). Going with the figure, internet usage and penetration is high; hence social media use in Nigeria is increasing. Nigeria already has one of the continent's highest Smartphone penetration rate that number will get even higher as Smartphone subscription is expected to be on the increase Kazeem, (2016).
However, there have been growing concerns about the negative impact of social media in our society due to its unique features that is different from traditional media like newspaper, radio and television. Biswas, Ingle & Roy (2014) listed the negative impact of social media to include: it cannot be entirely controlled, social media is prone to hacking, responses from social media sites can lead to a backlash, negative sentiments can influence electioneering, and there are misrepresentations of facts in social media. Hyacinth & Barigbon (2014) believes that misinformation or rumours can quickly spread on social media and may allow criminals to keep track of police activity. Chinedu Okeke & Obi (2016) gave the negative aspect of social media as : disseminating unfiltered/unverified information, hate messages and rumours, increased piracy, immoral conduct and lurid sex photo, the anonymity of sources,
images and sounds digitally manipulated, addictive nature of social media and bullying and digital offensive dialogues. The Social media industry is an industry with weak regulations, and these make users flood the social media with contents not minding the implication it could cause. Youths are exposed to social vices, and many addicted to it and abandon other important aspects of their lives (Olowe, 2018). In July, 2012 a post-graduate student of Nassarawa State University was murdered by friends she met on Facebook which sparked condemnations across Nigeria. Cynthia died after she and her once virtual friends needed to see flesh and blood, following some periods of chatting on Facebook and her death was not only condemned by the generality of Nigerian populace but had government contemplating slamming legislation that would check the excesses of internet users (Hyacinth & Barigbon, 2014). Most users of the Social media indulge in harmful vices, and this is not good for Nigeria because there are numerous benefits to be derived from the Internet and social media.
2.1.4. Types of Social Media 
Some popular example of social media networking sites includes: Facebookm, WhatSapp, Twitter, Instagram, Tiktok, Snapchat, YouTube, LinkedIn, Reddit, Quoral
· Facebook: According to Asemah and Edegoh (2010) is a social networking sites which allows participant to create a profile search and receive friends request. It also gives participant the ability to upload profile pictures, tag pictures and comments on pictures of friends. Facebook is one of the most known and widely used social media platform in the world. Facebook has been able to develop a range of features and ols to enhance the user's experiences such as messenger, which allows people to chat with each other, video call anytime they wish to. Facebook is one of the fast developing social networking site, it is a way for people to keep in touch with each other. Young people tend to prefer Facebook as a source of news and information rather than listening to radio or watching television (Asemah and Edegoh, 2013).
· WhatsApp: Whatsapp is a mobile messaging application permitting users to receive and send messages, make voice calls and upload videos with iPhones, BlackBerry, Android, Windows Phone and Nokia (Hindu, 2011; Barhoumi, 2015). WhatSapp network is not only used for social interaction, but also it is used as an instructional and educational material or as a platform (Roblyer et al, 2010).
· Twitter: Twitter is a website where people send messages called tweets. These tweets can contain words, videos, pictures, or web addresses. To use Twitter, you must have internet and a smartphone to get on the app or website. Twitter has a special tool that allows you to look for and track specific topics and people from anywhere in the world.
· Instagram: Instagram is a website that lets people share and change pictures with others. The app started in 2010 and it allows people take pictures, improve them, and show them to other people. We can think of this as a different type of social media, where people communicate with each other using pictures (Jin et al., 2015). This app is all about sharing photos and videos with the people who follow you. It also has various methods to make videos and photos better. Because of this, many people who enjoy taking photos have become interested in using Instagram.
· Tiktok: Tiktok is a new website where people can share videos and it has become really famous. It's a website or app where you can watch very short videos that are only 60 seconds or less. TikTok is well-known for its widespread dance challenges and entertaining videos. You can mostly use it on mobile phones, but you can still watch TikTok videos on the web app. The platform allows users to have fun with their content by adding filters, stickers, voice recordings, sound effects, and background music.
· Snapchat: Snapchat is a well-known app that lots of people use. According to Ingram (2015) Snapchat has reached around 6 billion video views a day that is too close to the Facebook. Snapchat is extremely famous and has become one of the largest social media platforms globally. "It's an application where you can share pictures and videos with your friends. "Snapchat makes it simple to talk with your loved ones and friends. It also has a feature called Live Stories where you can look at and learn about different places in the world. Life becomes much more fun when you use Snapchat. The app also has a "story" feature that allows users to easily share pictures. You can tell stories to your friends on Snapchat, but they will go away after one day. That is the greatest part about Snapchat. People tell each other about fun things they do, games they play, and good times they have. Snapchat lets you send private messages to your loved ones. It feels more like sharing with a close friend than just sending a normal message. It also lets users chat with their friends and family.
· YouTube: YouTube is a website where you can watch videos that are live or videos that have already been recorded. Lots of people who make videos on YouTube get paid by putting ads in their videos. The platform has many different channels that talk about specific things like music, games, and comedy. YouTube was created in 2005 as a website that allows users to upload, watch, and share videos for free. Right now, YouTube is the third most popular website, and many people from around the world use it. Each day, more than 2 billion people watch YouTube videos and every minute, 35 hours of video are uploaded. People can create their own channels on this website. They can upload and share videos, leave comments, rate videos, and discover more videos to watch. This website is a space where people come together and have conversations with each other. According to Downes (2008), YouTube has made the Internet more fun and engaging. It is well-liked because it has lots of different videos to watch and a wide range of content to choose from. YouTube lets individuals share their own personal or amateur videos, along with advertisements and high-quality professional videos.
· Linkedin: Linkedin is a website where people who work in the same field can make connections with each other. It's a useful website where you can create and promote your personal brand, showcase your talents and achievements, and look for job opportunities. Linkedin is currently a very popular and profitable social media platform on the internet these days. It was created in 2003 as a website for experts to communicate online, even if they are not at the same location. After becoming a public company in May 2011, Linkedin includes some new things like a newsfeed, user content, and the ability to follow professionals. These changes made it easier for people to participate and stay longer on the website. The network has over 260 million people using it in 200 different countries. Linkedin is a useful tool for undergraduate students to find work experiences, employment opportunities, and build relationships with professionals in their field of study. Users make a profile on the website, like a resume, where they can show their different abilities. The website uses numbers and studying information to help people find and make friends or join groups that are important to them.
2.1.5. Concept of Poverty 
The concept of poverty has been defined by various scholars across time, reflecting its evolving and multidimensional nature. Adam Smith (1776) described poverty as the inability to afford “not only the commodities which are indispensably necessary for the support of life but whatever the custom of the country renders it indecent for creditable people, even of the lowest order, to be without.” This ties poverty to societal norms and the inability to meet social expectations.
Amartya Sen (1999), a Nobel laureate in economics, defines poverty as the deprivation of basic capabilities, limiting an individual’s freedom to lead a life they value. Sen emphasizes that poverty extends beyond income to factors like access to education, healthcare, and social participation. Similarly, Peter Townsend (1979) conceptualizes poverty in a relative sense, stating that individuals experience poverty when their resources are so limited that they cannot maintain a lifestyle deemed acceptable in their society.
The World Bank (2024) provides a global perspective, defining poverty as “the pronounced deprivation in well-being,” measured through income, access to services, and opportunities for improvement. Seebohm Rowntree (1901), a pioneer in poverty studies, adopted an absolute view, defining poverty as occurring when income falls below the level necessary to secure life’s basic essentials, such as food, clothing, and shelter.
According to Wikipedia, Poverty is a state or condition in which an individual lacks the financial resources and essentials for a basic standard of living. Poverty can have diverse environmental, legal, social, economic, and political causes and effects. When evaluating poverty in statistics or economics there are two main measures: absolute poverty which compares income against the amount needed to meet basic personal needs, such as food, clothing, and shelter; secondly, relative poverty measures when a person cannot meet a minimum level of living standards, compared to others in the same time and place. The definition of relative poverty varies from one country to another, or from one society to another.
2.1.6. Poverty Alleviation 
Poverty alleviation, also referred to as poverty reduction, has been defined by various scholars and organizations as efforts to minimize or eliminate the conditions that contribute to poverty. Amartya Sen (1999) describes poverty alleviation as the expansion of individuals’ capabilities and freedoms, emphasizing the need to address both income deficits and other forms of deprivation, such as education, healthcare, and political participation. For Sen, poverty alleviation is not just about increasing income but creating opportunities for people to lead fulfilling lives.
According to the World Bank (2024), poverty alleviation involves targeted policies and interventions designed to improve living standards and provide sustainable opportunities for the poor. These efforts include enhancing access to basic services, promoting economic growth, and implementing social safety nets. Similarly, Michael Todaro and Stephen Smith (2012) highlight poverty alleviation as a process of structural transformation that empowers marginalized communities through education, job creation, and fair resource distribution.
Jeffrey Sachs (2005), in his work on global poverty, frames poverty alleviation as a coordinated effort to eliminate extreme poverty by addressing fundamental needs, such as healthcare, infrastructure, and sustainable economic development. Paul Collier (2007) emphasizes the role of governance and international cooperation in poverty alleviation, pointing to the importance of addressing systemic issues like corruption, conflict, and inequality to achieve long-term progress.
According to Wikipedia Poverty alleviation also known as Poverty reduction or poverty relief, is a set of measures, both economicand humanitarian, that are intended to permanently lift people out of poverty. Measures, like those promoted by Henry George in his economics classic Progress and Poverty, are those that raise, or are intended to raise, ways of enabling the poor to create wealth for themselves as a conduit of ending poverty forever. In modern times, various economists within the Georgismmovement propose measures like the land value tax to enhance access to the natural world for all. Poverty occurs in both developing countries and developed countries. While poverty is much more widespread in developing countries, both types of countries undertake poverty reduction measures.
Poverty alleviation refers to the efforts, strategies, and policies aimed at reducing or eliminating poverty. It is an internationally recognized goal for development and has been prioritized by organizations such as the World Bank. In South Africa, poverty alleviation became a national policy goal after the democratic transition in 1994, with a particular focus on addressing poverty in rural areas according to science direct.
Poverty alleviation is any process that reduces income fluctuation between poor and non-poor scenarios (Adongo and Deen-Swarray 2006). This is different from poverty reduction, which aims to permanently move an individual or household from a poor to a non-poor scenario.
2.1.7. Social Media as Tool for sensitizing public on poverty alleviation policies 
Social media has emerged as a powerful platform for creating awareness and mobilizing public support for poverty alleviation policies. Its ability to reach a vast and diverse audience in real-time makes it an effective tool for governments, non-governmental organizations (NGOs), and other stakeholders to disseminate information, gather feedback, and engage communities in dialogue about these policies.
One of the primary advantages of social media is its accessibility. Platforms like Facebook, Twitter, Instagram, and TikTok allow policymakers and organizations to share updates about poverty alleviation initiatives, such as job creation programs, social safety nets, or free education schemes. Visual content, such as infographics, videos, and live streams, can simplify complex policy details, making them easier to understand for the general public. For instance, an infographic explaining eligibility criteria for a cash transfer program can quickly gain traction and reach potential beneficiaries.
Social media also facilitates two-way communication, enabling the public to voice concerns, ask questions, and provide feedback. This interactive element fosters transparency and trust, which are critical for the successful implementation of poverty alleviation policies. Additionally, social media campaigns can mobilize grassroots movements, encouraging citizens to participate in programs or advocate for policy changes. For example, hashtags like #EndPoverty or #ZeroHunger can unite people under a common cause, amplifying messages and pressuring governments to act.
Moreover, social media serves as a cost-effective tool for behavioral change communication. By sharing success stories of individuals who have benefited from poverty alleviation policies, stakeholders can inspire others to participate and reduce stigma around poverty. Campaigns can also highlight the importance of community involvement in poverty reduction, urging citizens to contribute through volunteerism, donations, or local initiatives.
However,llthe use of social media for poverty alleviation comes with challenges. Issues such as digital divides, misinformation, and limited internet access among marginalized communities can hinder its effectiveness. Therefore, policymakers must complement social media efforts with traditional outreach methods to ensure inclusivity.
social media is a valuable tool for sensitizing the public about poverty alleviation policies. Its ability to disseminate information widely, engage communities, and foster transparency makes it indispensable in modern advocacy and policy implementation. By leveraging its potential responsibly, stakeholders can create a more informed and empowered society that actively contributes to the fight against poverty.
2.1.7. Challenges of Using Social Media for Poverty Alleviation 
Despite the potential benefits of using Social Media for poverty alleviation, there are also several challenges that need to be addressed. According to Warschauer (2004), the digital divide can limit the effectiveness of Social Media in promoting social and economic development. The digital divide refers to the gap between those who have access to digital technologies, such as computers and smartphones, and those who do not.
One of the main challenges of using Social Media for poverty alleviation is the limited internet penetration and access in rural and disadvantaged areas. According to the International Telecommunication Union (ITU) (2020), in 2020, only 19% of the population in Africa had access to the internet, compared to 62% in Europe and 79% in North America. This limited access to the internet can make it difficult for people in rural and disadvantaged areas to access and use Social Media.
Another challenge of using Social Media for poverty alleviation is the digital literacy and skills gaps among the target audience. According to the World Bank (2016), many people in developing countries lack the digital literacy and skills needed to effectively use digital technologies, including Social Media. This can make it difficult for people to access and use Social Media, and can also limit the effectiveness of Social Media in promoting poverty alleviation.
In addition to these challenges, Social Media can also be used to spread misinformation and disinformation, which can undermine efforts to promote poverty alleviation. According to Kaplan and Haenlein (2010), Social Media can be used to spread false or misleading information, which can be difficult to correct and can have negative consequences.
Overall, while Social Media has the potential to be a powerful tool for poverty alleviation, there are also several challenges that need to be addressed. These challenges include the digital divide, limited internet penetration and access, digital literacy and skills gaps, and the spread of misinformation and disinformation.
2.1.8. Expected Outcomes of Using Social Media for Poverty Alleviation
The expected outcomes of using Social Media for poverty alleviation include increased public awareness and sensitization on poverty alleviation, improved public engagement and participation in poverty alleviation efforts, and enhanced social mobilization and advocacy for poverty alleviation policies and programs.
One of the expected outcomes is Increased Public Awareness and Sensitization. Social Media can be used to raise awareness about poverty alleviation issues, including the causes and consequences of poverty, and the importance of addressing poverty (Kaplan & Haenlein, 2010). By increasing public awareness and sensitization, Social Media can help to build a sense of urgency and momentum around poverty alleviation efforts.
Another expected outcome is Improved Public Engagement and Participation. Social Media can be used to engage and participate with the public on poverty alleviation issues, including online discussions and debates (Valenzuela et al., 2012). By improving public engagement and participation, Social Media can help to build a sense of ownership and accountability among the public, and can help to ensure that poverty alleviation efforts are responsive to the needs and concerns of the public.
Furthermore, Social Media can also be used to Enhance Social Mobilization and Advocacy. Social Media can be used to mobilize and advocate for poverty alleviation policies and programs, including online petitions and fundraising campaigns (Castells, 2015). By enhancing social mobilization and advocacy, Social Media can help to build a sense of solidarity and collective action among the public, and can help to ensure that poverty alleviation efforts are sustained and effective over the long term.


2.2. THEORETICAL FRAMEWORK 
According to Asemah (2011, p.131), a theory is only an attempt to synthesis and integrate empirical evidence for maximum clarity and coherence. When conducting research, theories are crucial. They play a vital role in testing and analysing theories. The theoretical framework which aids in determining the relevance of any study to our general understanding of the communication process. Having stated the above this study is therefore anchored on Uses and gratification theory,
2.1.1. Uses and Gratification Theory 
The Uses and Gratification theory was created by Elihu Katz, Jay Blumler, and Michael Gurevitch in 1974. This theory is also called Utility theory. This approach focuses on the choices of the audience when using a specific media compared to others, as well as the different gratifications they get from the media based on their social and psychological needs (Ovie & Nwaoboli, 2022). Severin and Tankard published a study in 1997. The Uses and Gratification theory focuses on what people use the media for, rather than how the media affects people.
Edegoh, Asemah, and Nwammuo (2015).
This theory tries to answer certain questions, such as:
· What are the things that people want to get by using media.
· How do people use different forms of communication and entertainment to meet their personal requirements?
· How does using media affect individuals or their social life?
· How do people's characteristics and personal differences impact the way they use media.
· 
The theory has the following assumptions:
· Media use is purposeful and driven by people's motivations. They always have a reason for consuming media, either to get information or for entertainment.
· The choice of media depends on what the audience wants and needs.
· The media are in competition with other ways of satisfying our needs, but there are many different needs that can be fulfilled by consuming mass media.
· People use media because of their personal and mental reasons.
· Media messages do not have a powerful impact on individuals because they are active media users and choose to explore the media in their own way.
This theory is important to this work because it focuses on audience activity, The theory assumes that individuals are active participants in selecting and using media based on their needs, such as seeking information, entertainment, or social interaction. In the Nigerian context, people might use social media platforms like Twitter, Facebook, or WhatsApp to learn about poverty alleviation programs or voice their concerns.

2.3. Empirical Review 
Research has shown that social media has become a vital tool for sensitizing the public on poverty alleviation in Nigeria (Afolabi, 2018). Social media platforms such as Twitter, Facebook, and Instagram have been used to create awareness about poverty and its effects on individuals and communities (Ojo, 2019). For instance, a study by Ogundipe (2019) found that social media was effective in raising funds for poverty alleviation programs and initiatives in Nigeria.
However, despite its potential, social media also faces several challenges in sensitizing the public on poverty alleviation in Nigeria. One of the major challenges is limited access to social media, particularly in rural areas where internet penetration is low (NCC, 2020). Additionally, social media has been plagued by misinformation and disinformation, which can undermine efforts to sensitize the public on poverty alleviation (Adegoke, 2020).

Furthermore, social media campaigns on poverty alleviation often lack engagement and interaction with the target audience, which can limit their effectiveness (Oyedepo, 2019). Sustainability is also a major challenge, as social media campaigns on poverty alleviation often lack a clear plan for long-term engagement and impact (Afolabi, 2018).In another study, Okoro and Nwafor (2018) examined the topic Social Media Usage and Public Awareness of Poverty Alleviation Programs in Nigeria through the lens of the Uses and Gratifications Theory. Using a quantitative survey methodology, the researchers discovered that social media was highly effective in raising awareness among urban populations but less so in rural areas due to infrastructural limitations. They recommended expanding internet access in underserved areas and using a multilingual approach to reach diverse populations.
Lastly, Adediran and Obafemi (2021) in their study The Role of Social Media in Poverty Alleviation in Developing Economies: A Nigerian Perspective adopted the Diffusion of Innovations Theory. Through a case study methodology, they analyzed how social media campaigns have successfully promoted government programs like N-Power. However, they noted that the over-reliance on digital platforms excluded digitally marginalized groups. The study advocated for integrating traditional media with social media to ensure inclusivity and wider reach.






























CHAPTER THREE
METHODOLOGY 
3.0.Introduction
Research is the process of arriving at a dependable solution to problem through the planned and systematic collection, analysis and interpretation of data. This chapter however, discusses the method to be adopted in achieving the objectives of this study. It also explains the method to be used for data collection for the study, the sampling procedures to be adopted and the method of data analysis in the study.
3.1. Research Design
According to Bets (2021) research design combines different components of research. It involves the use of different data collection and data analysis techniques logically to answer the research questions. This research work adopted quantitative research design. This is to enable the researcher get an objective and generalized response from the respondents. The reason for adopting quantitative research design for this study is that it would provide valuable insight to the research and allow the researcher make an objective generalized statement based on the research findings.
Therefore, this study used quantitative research design to analyze the Uses and challenges of social media in sensitizing the public on poverty alleviation policy in Nigerian. Fleetwood ( 2022) posit that quantitative research involves the collection and analyzing numerical data which can be used to make predictions, test relationships and generalize result for a large population. Quantitative method is appropriate for this study because it allowed the researcher get quantifiable and valuable information about the respondents.
3.2. Research Method
The method used for this research work is the descriptive survey method. Bhat (2022) sees research method as the method of describing the characteristics of the phenomenon of the research study. However, since descriptive design deals with collection of data and other relevant sources of information to interpret the existing conditions it is therefore appropriate in this study as it seeks to examine the Uses and challenges of social media in sensitizing the public on poverty alleviation policy in Nigerian. According to Longe (2021), survey is a planned collection of data for prediction of relations between variables. Survey method is considered appropriate for the study because it will enable the researcher to gather evidences in form of data from the respondents as to make generalization for the study.
3.3. Population of the Study
Ravikiran (2023) sees population as the entire group of individuals about whom the researcher wishes to draw conclusions. Purposively, to have a comprehensive analysis of the Uses and challenges of social media in sensitizing the public on poverty alleviation policy in Nigerian. This study will select one state out of the thirty-six state in Nigeria. Therefore, the population of this study will comprise the residents of kwara state. with the total population estimated to be over over 900,000 according to Kwara State government official website.
3.4. Sample Size and Sampling Technique
Omni Convert (2020), write that the sample size is a term used in research for defining the number of the subjects included in a particular study. Kibuacha (2021) also defines sample size as a research term used for defining the number of individuals included in a research study to represent a population. The sample size refers to the total number of respondent included in a study, and the number is broken into sub-groups by demographics such as age, gender and location so that the total sample achieved represent the entire population. The sampling size for this study will be determined by using purposive sampling techniques. The purposive sampling technique give the researcher opportunity to select the sample size for the study. The sample size for this study will be (100) one hundred. In this study (100) hundred residents of Kwara State will be use as the respondents to get data for the research.
3.5. Research Instrument
This study will make use of questionnaire. Questionnaire according to Hassan (2022) is a research tool or survey instrument that consists of a set of questions or prompts designed to gather information from individuals or groups of people. Administration will be done through google form using department platform.
The questionnaire has two sections: Section A and B. Section A answers demographic questions about age, gender, present class in school,. While section B was tailored to answer questions raised in the research questions.
3.6. Validity of the Research Instrument
Pattino, Ferreira (2018) defines validity as to how well the results among participants represent true findings. The research instrument used as a measurement of a phenomenon should measure exactly what is meant to measure. In essence, a high validity means that the data and methods are right and relevant. In other to ensure the validity of the instrument, content validity was done by the researcher: a copy of the questionnaire to the research supervisor for correction and necessary adjustmen. The administered instruments results was used to adjust the research instrument to ensure validity.
3.7. Reliability of the Research Instrument
According to Mcleod (2023) reliability refers to the consistency of a research work. The rationale for internal consistency is that the individual items on indicators of the scale should all be measuring the same construct and thus be highly inter-correlated. To ascertain the reliability of the instruments for this study, a test-re-test technique will be used. Schiffer, Williams (2022) sees Test-re-test as the degree to which test result are consistent over time when the same participant take the same test at different time.
3.8. Method of Administration of the Research Instrument
The data for this research work is obtained from the primary and secondary sources. Primary data serve is collected by the researcher from questionnaire, while the secondary source of data are also collected by making reference to relevant journal, magazines and other relevant material.
3.9. Method of Data Analysis
All data obtained from the respondents will be coded and analyzed using Statistical Package for Social Sciences (SPSS) Software Version 23. Data will be  categorized according to codes captured in the questionnaire and these will be entered into the software. The software was used to generate frequency tables, and other statistical representations for a better understanding and analysis about the research results.







CHAPTER FOUR
4.0. DATA ANALYSIS 
 Data analysis is the most crucial part of any research. Data analysis summaries collected data. It is a process used by researchers for reducing data to a story and interpreting it to derive insights.
 In this chapter data are organized into tables so that statically and logical conclusion can be gotten frills the collected data and merit will be discussed. In this research work, the simple percentage tabular presentation in presenting the primary data generated from the field. Doing this would enable easy, convenience, clarity and vetted comprehension The researcher presents all the questionnaire items that would provide answers to the researchers identified problem and all presentations and analysis shall be inconformity with questionnaire items and responses.
4.1. ANALYSIS OF RESEARCH INSTRUMENT  
 Data presentation is defined as the process of using various graphical formats to visually represent the relationship between two or more data sets so that an informed decision can be made based on them. It also refers to the organization and presentation of data into tables, graphs, charts etc. However, the organization and presentation of data shall be according to questionnaire items and responses, in the (20) twenty questionnaire items developed from the three framed researcher questions, the researcher aime at using them to provide an answer to his topic problem. 
A total of one hundred (100) copies of the questionnaire were produced and distributed to the researcher sample populace. All presentations are done in simple percentage tabular mode, while simple descriptive analysis technique was used to describe what items were contained in the tables.
 DISTRIBUTION TABLE
	Respondents 
	100

	Number of questionnaire distributed
	100

	Number of questionnaires returned 
	100

	Number of questionnaire discarded
	Nil

	Number of questionnaire presented and analyzed 
	100

	Number of questionnaire not returned 
	Nil


From the above table it can be seen that the respondents were people of Ilorin. Number of questionnaire distributed were 100, number of questionnaire returned was 100, non of the questionnaire was discard, number of questionnaire not returned was  Nil and number of questionnaire presented and analyzed are 100
4.2. ANALYSIS OF QUESTIONNAIRE 
SECTION A: DEMOGRAPHY OF THE RESPONDENTS 
QUESTION 1: Distribution of sex respondents 
TABLE I
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Male 
	48
	48%

	Female
	52
	52%

	Total
	100
	100%


Source: Field Work  2025
In the response to the question on the distribution of respondents according to their sex, 48 respondents representing 48% of the population are male while 52 representing 52% are female.
QUESTION 2: Distribution of the age of respondents  
TABLE II
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Less than 18
	2
	2%

	18-30
	81
	81%

	31-50
	16
	16%

	Above
	1
	1%

	Total
	100
	100%


Source: Field Work  2025
In the above table, 2 respondents on 2% fall between the age bracket of (less than 18)years and 81 respondents on 81% fall between the age bracket of (18-30)years. For the age bracket of (31-50) years, we have 16 respondents on 16% and then  1 respondents 1% for above.
QUESTION 3: Educational Background 
TABLE III
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Informal
	5
	5%

	O’level
	21
	21%

	NCE/HND/BSC
	74
	74%

	Total
	100
	100%


Source: Field Work 2025
Table 3 above shows the Educational Background  of the respondents, according to the table 5 (5%) are respondents for informal, 21 (21%) are O’level, while 74 (74%) are respondents for NCE/HND/BSC 
QUESTION 4: Distribution of religion of respondents
TABLE IV
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Islam
	40
	40%

	Christianity
	60
	60%

	Total
	100
	100%


Source: Field Work  2025
The above table shows the number of respondents religion and from the table 60 (60%) are Christianity, while 40 (40%) of the respondents are Islam. 
QUESTION 5:Marital Status 
TABLE V
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Married 
	10
	10%

	Single 
	89
	89%

	Divorced 
	0
	0%

	Widow
	1
	1%

	Total
	100
	100%


Source:Field Work 2025
The table 5 above shows the Marital Status of the respondents. According to the table 10 (10%)are married, 89 (89%) are single,1 (1%) is divorce, while 0 (0%) of the respondents is window.
SECTION B:
QUESTION 6:  Social media has been used to spread misinformation about poverty alleviation in Nigeria 
TABLE VI
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Yes
	87
	87%

	No
	13
	13%

	Total
	100
	100%


Source: Field Work 2025
From the table above, social media has been used to spread misinformation about poverty alleviation in Nigeria, 87 (87%) of the respondents are yes while 13 (13%) of the respondents are No. 
 QUESTION 7: The lack of internet access is a major barrier to using social media for poverty alleviation in Nigeria.
TABLE VII
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Yes
	87
	87%

	No
	13
	13%

	Total
	100
	100%


Source: FIELD WORK 2025
The table above shows the lack of internet access is a major barrier to using social media for poverty alleviation in Nigerian, 87 (87%) of the respondents are yes while 13 (13%)of the respondents  are No. 
QUESTION 8: Social media has perpetuated negative stereotypes about marginalized communities in Nigeria.
TABLE VIII
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Yes
	82
	82%

	No
	18
	18%

	Total
	100
	100%


Source: FIELD WORK 2025
The table above shows that Social media has perpetuated negative stereotypes about marginalized communities in Nigerian, 82 (82%) of the respondents are yes while 18 (18%)of the respondents  are No. 
QUESTION 9: Social media has created a false sense of engagement and activism on poverty alleviation in Nigeria.
TABLE IX
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Yes
	71
	71%

	No
	29
	29%

	Total
	100
	100%


Source: FIELD WORK  2025
From the table above, Social media has created a false sense of engagement and activism on poverty alleviation in Nigerian, 71 (71%) of the respondents are yes while 29 (29%) of the respondents  are No. 
QUESTION 10: How important is addressing the spread of misinformation about poverty alleviation on social media in Nigeria.
TABLE X
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Very important 
	53
	53%

	Somewhat important 
	42
	42%

	Not very important 
	4
	4%

	Not at all important 
	1
	1%

	Total
	100
	100%


Source: FIELD WORK 2025
From the above table shows how important is addressing the spread of misinformation about poverty alleviation on social media in Nigeria, 53 (53%) of the respondents are very  important, 42 (42%) of the respondents are somewhat important, 4 (4%) of the respondents are not very important, while 1 (1%) of the respondents are not at all important.
QUESTION 11: How has social media impacted your awareness of poverty alleviation efforts in Nigeria.
TABLE XI
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Very positively 
	59
	59%

	Somewhat positively 
	35
	35%

	Not very positively 
	5
	5%

	Not at all positively 
	1
	1%

	Total
	100
	100%


Source: FIELD WORK 2O25
 From the above table shows, how has social media impacted your awareness of poverty alleviation efforts in Nigeria, 59 (59%) of  the respondents are very positively, 35 (35%) of the respondents are somewhat positively, 5 (5%) of the respondents are not very positively while 1 (1%) are not at all positively. 
QUESTION 12: What benefits have you derived from using social media for poverty alleviation in Nigeria.
TABLE XII
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Increased awareness about poverty alleviation efforts
	38
	38%

	Improved access to information about poverty alleviation programs
	29
	29%

	Enhanced engagement with poverty alleviation campaigns
	6
	6%

	Increased opportunities for fundraising and resource mobilization
	8
	8%

	Other
	19
	19%

	Total
	100
	100%


Source: Field Work 2025
From the above table 38 (38%) of the respondents Increased awareness about poverty alleviation efforts, 29 (29%) Improved access to information about poverty alleviation programs, 6 (6%) Enhanced engagement with poverty alleviation campaigns, 8 (8%) Increased opportunities for fundraising and resource mobilization, while 19 (19%) of the respondent are other. 
QUESTION 13: Social media is an effective tool for raising awareness about poverty alleviation in Nigeria.
TABLE XIII
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Strongly Agree 
	49
	49%

	Agree
	41
	41%

	Neutral 
	7
	7%

	Disagree
	2
	2%

	Strongly disagree 
	1
	1%

	Total
	100
	100%


Source: FIELD WORK 2025
From the above table  49 (49%) of the respondent strongly agree that Social media is an effective tool for raising awareness about poverty alleviation in Nigeria. 41 (41%) agree to it, 7 (7%) are neutral, 2 (2%) disagree with it, while 1 (1%) of the respondents strongly disagree 
QUESTION 14: Social media platforms have increased my knowledge about poverty alleviation programs in Nigeria.
TABLE XIV
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Strongly Agree 
	39
	39%

	Agree
	51
	51%

	Neutral 
	8
	8%

	Disagree
	2
	2%

	Strongly disagree 
	0
	0%

	Total
	100
	100%


Source: FIELD WORK 2025
This table shows that 39 (39%) of the respondents strongly Agree that Social media platforms have increased my knowledge about poverty alleviation programs in Nigeria, 51 (51%) agree to it, 8 (8%) are neutral, 2 (2%) disagree with it, while 0 (0%) of the respondents strongly disagree about it. 
QUESTION 15: Social media has motivated me to get involved in poverty alleviation efforts in Nigeria.
TABLE XV
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Strongly Agree 
	35
	49%

	Agree
	47
	41%

	Neutral 
	12
	7%

	Disagree
	6
	2%

	Strongly disagree 
	0
	1%

	Total
	100
	100%


Source: FIELD WORK 2025
The table above shows how the respondents give responds to the statement that social media has motivated me to get involved in poverty alleviation effort, 35 (35%) strongly agree, 47 (47%) agrees, 12 (12%) remain neutral, 6 (6%) disagree with this, while 0 (0%) strongly disagree with this point.
QUESTION 16: Social media is a useful platform for mobilizing resources and support for poverty alleviation initiatives in Nigeria.
TABLE XVI
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Strongly Agree 
	30
	30%

	Agree
	49
	49%

	Neutral 
	20
	20%

	Disagree
	1
	1%

	Strongly disagree 
	1
	1%

	Total
	100
	100%


Source: FIELD WORK 2025
This table above shows how social media is a useful platform for  mobilizing resources and support for poverty alleviation initiatives in Nigerian the   respondents strongly agree with the question above with 30(30%) respondents, 49 (49%) agree to it, 20 (20%) are neutral, 1 (1%) disagree with it, while 1 (1%) of the respondents strongly disagree about it.
QUESTION 17: Social media has helped to amplify the voices of marginalized communities in Nigeria, highlighting their poverty-related challenges.
TABLE XVII
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Strongly Agree 
	27
	27%

	Agree
	45
	45%

	Neutral 
	22
	22%

	Disagree
	5
	5%

	Strongly disagree 
	1
	1%

	Total
	100
	100%


Source: Field Work 2025
 From the table above 27 (27%) of the respondents strongly agree that social media has helped to amplify the voices of marginalized communities in Nigeria, highlighting their poverty related challenges, 45 (45%) of the respondent agree, 22 (22%) remains neutral, 5 (5%) disagree with this point while 1 (1%) of the respondents strongly disagree.
QUESTION 18: Social media can be an ineffective tool for poverty alleviation due to the spread of misinformation.
TABLE XVIII
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Strongly Agree 
	28
	28%

	Agree
	45
	45%

	Neutral 
	15
	15%

	Disagree
	12
	12%

	Strongly disagree 
	0
	0%

	Total
	100
	100%


Source: Field Work 2025
 The table 18 above, show how the respondents respond that social media can be an ineffective tool for poverty alleviation due to spread of misinformation as 28 (28%) strongly agree, 45 (45%) agree, 15 (15%) remains neutral, 12 (12%) disagree, while 0 (0%) of the respondents strongly disagree with this point.
QUESTION 19: The lack of internet access and digital literacy among marginalized communities in Nigeria limits the effectiveness of social media in poverty alleviation.
 TABLE XIX
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Strongly Agree 
	23
	49%

	Agree
	43
	41%

	Neutral 
	31
	7%

	Disagree
	3
	2%

	Strongly disagree 
	1
	1%

	Total
	100
	100%


Source: FIELD WORK 2025
This table above shows the responses of the respondents to the question above, which   23 (23%) of the respondents strongly agree, 43 (43%) agree, 31 (31%) remains neutral, 3 (3%) disagree, while 1 (1%) of the respondents strongly disagree.
QUESTION 20: Social media can create a false sense of engagement and activism, rather than inspiring meaningful action on poverty alleviation in Nigeria.
TABLE XX
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Strongly Agree 
	15
	15%

	Agree
	39
	39%

	Neutral 
	37
	37%

	Disagree
	6
	6%

	Strongly disagree 
	3
	3%

	Total
	100
	100%


Source: FIELD WORK 2O25
From the above table, the respondent give responses to the statement that says  Social media can create a false sense of engagement and activism, rather than inspiring meaningful action on poverty alleviation in Nigeria. as 15 (15%) respondents strongly agree, 39 (39%) agree, 37 (37%)remains neutral, 6 (6%) disagree,  while 3 (3%) of the respondents strongly disagree to this point.
4.3 ANALYSIS OF RESEARCH QUESTIONS
Question 1:What are the current role of social media in sensitizing the public on poverty alleviation policies in Nigeria ? 
Table 12, answered this research question 12 as it was gathered table 1 that 27 (27%) of the respondents strongly agree that social media has helped to amplify the voices of marginalized communities in Nigeria, highlighting their poverty related challenges, 45 (45%) of the respondent agree, 22 (22%) remains neutral, 5 (5%) disagree with this point while 1 (1%) of the respondents strongly disagree.
Question 2: what  are the challenges faced in using social media as a tool for sensitizing the public on poverty alleviation policies in Nigeria?
Table 1, 2, 3,  and 4 answered this research question 2 as it was gathered table 1 that 87 (87%) of the respondents are yes while 13 (13%) of the respondents are No. 
In table 2, that is one of the challenges to The lack of internet access is a major barrier to using social media for poverty alleviation in Nigeria 87 (87%) of the respondents are yes while 13 (13%)of the respondents  are No. 
In table 3,  that Social media has perpetuated negative stereotypes about marginalized communities in Nigerian, 82 (82%) of the respondents are yes while 18 (18%)of the respondents  are No. 
while in table 4, it was gathered that 71 (71%) of the respondents are yes while 29 (29%)of the respondents  are No. 
Question 3: what are the effectiveness of Social media as a tool for sensitizing the public on poverty alleviation policies in Nigerian?
Table 8, answered this research question as it was gathered that 49 (49%) of the respondent strongly agree that Social media is an effective tool for raising awareness about poverty alleviation in Nigeria. 41 (41%) agree to it, 7 (7%) are neutral, 2 (2%) disagree with it, while 1 (1%) of the respondents strongly disagree 
Table 9, also answer this question as it was gathered that 39 (39%) of the respondents strongly Agree that Social media platforms have increased my knowledge about poverty alleviation programs in Nigeria., 64 (64%) agree to it, 14 ( 14%) are neutral, 4 (4%) disagree with it, while 4 (4%) of the respondents strongly disagree about it. 
Table 11, also answered this research question as it was gathered that social media is a useful platform for  mobilizing resources and support for poverty alleviation initiatives in Nigerian the   respondents strongly agree with the question above with 30 (30%) respondents, 49 (49%) agree to it, 20 (20%) are neutral, 1 (1%) disagree with it, while 1 (1%) of the respondents strongly disagree about it.
4.4. DISCUSSION OF FINDINGS
The findings from the questionnaire provide valuable insights into the demographic profile of respondents and their perspectives on the role, challenges, and effectiveness of social media in sensitizing the public about poverty alleviation policies in Nigeria. The discussion below synthesizes the data from Sections A and B, addressing the research questions and contextualizing the findings within the broader socio-economic and digital landscape of Nigeria.
The findings from Section B, particularly Tables XI, XII, XIII, XIV, XV, XVI, and XVII, highlight the significant role of social media in raising awareness and mobilizing support for poverty alleviation in Nigeria. Table XI shows that 59% of respondents reported a “very positive” impact of social media on their awareness of poverty alleviation efforts, with an additional 35% indicating a “somewhat positive” impact. This suggests that social media is a powerful tool for disseminating information about poverty alleviation programs, likely due to its wide reach and accessibility among the youth.
Table XII further details the benefits derived from social media, with 38% of respondents citing increased awareness, 29% improved access to information, 8% increased opportunities for fundraising, and 6% enhanced engagement with campaigns. The 19% selecting “other” benefits may include indirect outcomes like networking or inspiration, indicating the multifaceted role of social media. Table XIII reinforces this, with 49% strongly agreeing and 41% agreeing that social media is an effective tool for raising awareness, totaling a 90% positive response rate. Similarly, Table XIV shows that 90% (39% strongly agree, 51% agree) believe social media has increased their knowledge of poverty alleviation programs.
Tables XV and XVI highlight social media’s motivational and resource mobilization roles, with 82% (35% strongly agree, 47% agree) stating it motivated their involvement in poverty alleviation efforts and 79% (30% strongly agree, 49% agree) agreeing it is useful for mobilizing resources. Table XVII underscores social media’s role in amplifying marginalized voices, with 72% (27% strongly agree, 45% agree) affirming that it highlights poverty-related challenges faced by marginalized communities.
The data from Tables VI, VII, VIII, IX, XVIII, XIX, and XX reveal significant challenges in leveraging social media for poverty alleviation in Nigeria. Table VI indicates that 87% of respondents acknowledge social media’s role in spreading misinformation about poverty alleviation, a concern echoed in Table XVIII, where 73% (28% strongly agree, 45% agree) view misinformation as a factor rendering social media ineffective for this purpose. Misinformation can distort public perceptions, undermine trust in programs, and divert resources from legitimate initiatives.
Table VII highlights lack of internet access as a major barrier, with 87% agreeing it limits social media’s utility for poverty alleviation. This is particularly relevant in Nigeria, where rural areas and marginalized communities face connectivity challenges. Table XIX complements this, with 66% (23% strongly agree, 43% agree) noting that limited internet access and digital literacy among marginalized communities reduce social media’s effectiveness. These findings are consistent with reports indicating that only about 50% of Nigerians have internet access, with disparities between urban and rural areas.
Table VIII shows that 82% of respondents believe social media perpetuates negative stereotypes about marginalized communities, which can exacerbate stigmatization and hinder inclusive poverty alleviation efforts. Table IX and XX address the issue of “slacktivism,” with 71% agreeing that social media creates a false sense of engagement and 54% (15% strongly agree, 39% agree) noting it may not inspire meaningful action. This suggests that while social media fosters visibility, it may not always translate into tangible outcomes like policy advocacy or on-ground participation.
The effectiveness of social media is addressed in Tables XIII, XIV, XVI, and XVII, which collectively indicate strong positive perceptions. As noted, 90% of respondents view social media as effective for raising awareness (Table XIII), 90% report increased knowledge (Table XIV), 79% see it as useful for resource mobilization (Table XVI), and 72% believe it amplifies marginalized voices (Table XVII). These findings suggest that social media is perceived as a versatile tool for sensitization, education, and advocacy.
However, the effectiveness is tempered by the challenges outlined above. Table X shows that 95% of respondents (53% very important, 42% somewhat important) consider addressing misinformation critical, underscoring its impact on social media’s efficacy. The high agreement on barriers like internet access (Table VII) and digital literacy (Table XIX) further suggests that social media’s potential is not fully realized, particularly for marginalized communities who are often the target of poverty alleviation efforts.










CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATION

5.1. SUMMARY
This research study, titled "The Uses and Challenges of Social Media in Sensitizing the Public on Poverty Alleviation Policies in Nigeria," was structured into five comprehensive chapters to systematically investigate the role of social media in raising awareness and engaging the public in poverty alleviation efforts, as well as the barriers limiting its effectiveness.
Chapter One provided the background of the study, highlighting Nigeria’s persistent poverty challenges despite its resource wealth, with nearly half the population living below the poverty line. It discussed the growing role of social media platforms like Facebook, Twitter, and WhatsApp, with over 33 million users, as tools for public sensitization on poverty alleviation programs. The chapter outlined the problem statement, emphasizing the limited reach and effectiveness of traditional poverty alleviation efforts due to inadequate information dissemination and engagement. It also presented the research objectives, research questions, significance, scope, and operational definitions of key terms such as social media, poverty, and sensitization.
Chapter Two focused on the literature review, establishing a conceptual framework that defined social media, poverty, and poverty alleviation. It explored the advent of social media in Nigeria, its advantages, and its challenges, including misinformation and the digital divide. The study was anchored on the Uses and Gratifications Theory, which posits that individuals actively select media to fulfill specific needs, such as information or social interaction. The chapter reviewed empirical studies, providing insights into social media’s effectiveness in raising awareness and the barriers, such as limited internet access and digital literacy, that hinder its impact in Nigeria.
Chapter Three detailed the research methodology, adopting a quantitative research design with a descriptive survey method. The population comprised residents of Kwara State, with an estimated population of over 900,000. A sample size of 100 respondents was selected through purposive sampling. Data were collected using a questionnaire administered via Google Forms, validated by experts, and tested for reliability through a test-retest method. The Statistical Package for Social Sciences (SPSS) Version 23 was used to analyze data, generating frequency tables and descriptive statistics.
Chapter Four presented and analyzed data collected from 100 respondents in Ilorin, Kwara State. The findings revealed that social media plays a significant role in sensitizing the public, with 90% of respondents agreeing it is effective for raising awareness (49% strongly agree, 41% agree) and increasing knowledge about poverty alleviation programs (39% strongly agree, 51% agree). Benefits included increased awareness (38%), improved access to information (29%), and enhanced engagement (6%). Social media also motivated involvement (82%) and was seen as useful for resource mobilization (79%) and amplifying marginalized voices (72%). However, challenges were prominent, with 87% acknowledging misinformation, 87% citing lack of internet access, 82% noting negative stereotypes, and 71% agreeing that social media creates a false sense of engagement. Limited internet access and digital literacy (66%) further reduced effectiveness, particularly for marginalized communities. Addressing misinformation was deemed critical by 95% of respondents.
Chapter Five summarizes the findings from Chapters One to Four, draws conclusions based on the research objectives, and provides recommendations to enhance the use of social media for poverty alleviation in Nigeria.
5.2. CONCLUSION
This study aimed to examine the role, challenges, and effectiveness of social media in sensitizing the public on poverty alleviation policies in Nigeria. The findings confirm that social media is a powerful tool for raising awareness, increasing knowledge, and mobilizing support for poverty alleviation initiatives. With 90% of respondents affirming its effectiveness in raising awareness and increasing knowledge, platforms like Facebook, Twitter, and WhatsApp have proven instrumental in disseminating information about programs such as cash transfers, job creation schemes, and social safety nets. Social media’s interactive nature fosters engagement, with 82% of respondents motivated to participate in poverty alleviation efforts and 79% recognizing its utility in resource mobilization. Its ability to amplify marginalized voices (72%) is particularly significant in Nigeria’s diverse and polarized context, where inclusive communication is critical.
However, the study also identified substantial challenges that limit social media’s impact. Misinformation was a major concern, with 87% of respondents acknowledging its spread, which distorts perceptions and erodes trust in poverty alleviation programs. The digital divide, particularly lack of internet access (87%) and limited digital literacy (66%), restricts social media’s reach, especially in rural and marginalized communities where poverty is most acute. Negative stereotypes perpetuated by social media (82%) further complicate efforts to foster inclusive narratives, while 71% of respondents noted a false sense of engagement, indicating that social media activism may not always translate into meaningful action. These challenges underscore the need for strategic interventions to maximize social media’s potential.
The effectiveness of social media is tempered by these barriers, yet its positive impact is undeniable. The high agreement on its role in awareness (90%), knowledge dissemination (90%), and mobilization (79%) highlights its value as a cost-effective and accessible communication tool. However, its success depends on addressing misinformation, expanding internet access, and enhancing digital literacy to ensure inclusivity. The Uses and Gratifications Theory explains why individuals engage with social media for information and advocacy, but the study suggests that structural barriers must be addressed to fully meet these needs.
In conclusion, social media holds immense potential to transform poverty alleviation efforts in Nigeria by fostering awareness, engagement, and empowerment. However, its effectiveness is constrained by misinformation, access disparities, and superficial engagement. Overcoming these challenges requires a coordinated approach involving government, NGOs, and community stakeholders to create an inclusive, transparent, and impactful digital communication strategy for poverty alleviation.
5.3. RECOMMENDATION
Based on the findings, the following recommendations are proposed to enhance the use of social media for sensitizing the public on poverty alleviation policies in Nigeria and address the identified challenges:
1. Government agencies and NGOs should collaborate with fact-checking organizations to verify and disseminate accurate information about poverty alleviation programs. 
2. Stakeholders should implement digital literacy training programs targeting rural and marginalized communities. 
3. Government and NGOs should partner with trusted local influencers, religious leaders, and community figures to disseminate information about poverty alleviation programs. 
4. Campaigns should incorporate multilingual content and formats like videos and infographics to reach diverse audiences, including those with low literacy levels. 
5. Content should highlight success stories and avoid stigmatizing narratives to foster positive perceptions of poverty alleviation.
6. To reach populations with limited internet access, social media efforts should be complemented by traditional media, such as radio and community meetings. 
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