CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND OF THE STUDY
Social media is the New communal gathering place for many Nigerians and Others around the globe. Users rely on social media avenues to receive and Share Information about diverse things, issues that cut across business, politics, lifestyle, education or entertainments.
There has been tremendous growth in the social media platforms people tend to use this Platforms to reach and communicate with one another, and brands, companies or firms we them to market their products, social activities have been brought from real world to the virtual world courtesy of Social networking sites. As a result, companies consider social media Platforms as a vital tools for succeeding in the online markets Plate (ebrahm, 2020)
The use of Social media to commercially promote processes or events to attract potential consumers online is referred to as a social marketing (Smm). with the Immense rise in Community websites; a lot of organization have started to Find the best way to utilize These sites in creating strong relationships and communication with users to enable Friendly and close relationships, to create online brand communities( Ibrahim and aldarah,2018).
With social media being prevalent among the younger generation, business have refocused their organizational structure specifically on marketing through social media (Emow, 2012) estimated social media websites and blogs reach about 80% OF all Internet users in the state enhances the marketing activities on online platforms, with Such a vast majority of population, it will be easy to connect with each-others for networking and business. Specifically, this research is interested in the audience Perception on impact of Social media on the spread of marketing activities among undergraduates with case study of Kwara state polytechnic students to detect their attitudes and Perception towards marketing strategies, Promote on activities online.
Social media in recent  times has impacted many aspect of human communication, thereby impacting business (Edosomwan, 2011)  given that social media has become pre-dominate to the 21* Century, it is vital for business to utilize social media and take advantage of Its marketing opportunities social Media marketing and product, services or idea awareness is a useful brand of marketing That connects with the targeted customer and reaches a border audience through the reaches  a broader audience through wide reach or coverage its Possesses. (lalin, 2012) Quotes "It is a new world, a world where everyone has the ability to Influence purchase a word where distances are down to Zero; a world where voice has speed greater than light, a world That Pushes away any attempt to regulate it, except through mechanism of self-regulation the world that is today Is a world shaled by social media and the free Flows Of Conversations that the Phenomenon enables and endorses" The impact of social media on marketing activities will be explored, analyzed and discussed in this study worth Its audience Perceptions or views. The Study also explore the value of social media, how social media is utilized by consumers and how business can used social media to the owners advantage.
1.2 	STATEMENT OF THE PROBLEM
In today's society the use of social media has become extremely prevalent among young individuals, the increase in its usage has presented it as an opportunity for businesses to experience direct marketing exports, but also has a challenge on the best way or how best to reach out to customers of consumer of a brand goods
The problem with this growth of social media activity is that the vast majority of Individuals who use social media, specifically for news and product or business reviews has the capacity to positively or negatively influence business reputation and profits.
Such activity has now made an Impact on business functions, studies (Edosoms, 2011 and teneja, 2014) have shown that businesses getting involved in the social media word find it difficult to have consumers loyalty due to many competitors or contenders on the online space.
1.3	OBJECTIVES OF THE STUDY
i. To examine the most effective social media Platforms that influence the spread of marketing among under graduates.
ii. To find out how individuals use social media to access a new service Provider or a new product.
iii. To Find out how individuals or customers are being Influenced by social media marketing to make purchasing decision.
1.4 	RESEARCH QUESTIONS
i. How effective has social media Impacted marketing sales strategy among under Graduates?
ii. How well did social media audiences get influenced by the display of Products through online marketing?
iii. Social media is a space for all and there are Competitors, how well can product attract massive through marketing on variable social media platforms?
1.5 	SIGNIFICANCE OF THE STUDY
The Findings of this study will contribute to the development of technology marketing Structures throughout businesses, considering that social media plays a-vital me in Customer equity and profits in business today. This study may help to discover areas that may be weak when using social media marketing for business and audience perception about its activities on online Platforms.
With technology and social media being so effective and important in today’s society, is necessary for business to keep up with the trends or rogues that could potentially have their business booming for business owners thus study may serve as a guide for stronger approaches in social media marketing,
1.6 	SCOPE OF THE STUDY
The essence of this research work is to primarily study the audience perception on Impact of social media on the Spread of marketing activities by under graduates case study of Kwara State polytechnic Students) and It scope Is narrowed down to Kwara state polytechnic student For the purpose of convenience and research findings to discuss how much media can influence or have expect on audience through marketing strategies or market promotion of social media space.
1.7 LIMITATIONS OF THE STUDY
The online communities nature is like that of an actual community, it can be difficult to speculate audience opinions regarding marketing activities on social media, but with few literatures available for the study, achieving the research, aim will  be done with minimal stress, some Factors contribute to why this study is limited to kwara  State polytechnic students such as young age and constant use of social media unlike the older
Generations. Regardless it can be difficult to measure the spread of marketing activities because It entail Customers of diverse liens taking, decisions on Purchasing Items on the social media space.
The study focuses on kwara state polytechnic student which may limit the generalization of Findings to other polytechnics in Nigeria. The Study assumes a Certain level of technological Infrastructure and access and disparities in these Factors across different polytechnics in Nigeria my affect the studies applicability in less connected areas.
1.8	DEFINITION OF KEY TERMS
Social media this is a media technology that is intended to reach a large audience, it is a form of electronic communication couch facilitates inter active base on certain-interest. Social media includes web and mobile technology. According to kaplan and Helen (2010) social media is defined as a group of internet based application that allows the certain and exchange of users generated content.
Social media is a computer - mediated technology that Facilitates the creation and Sharing of Information ideas, career interest and other forms of expression via virtual communities and network.
Social media marketing
This is an essential component of business in the 21st century. It entails using Marketing strategy to promote a business in other to gain visibility, viability and Sustainability to Survive in the current competitive era. social media marketing is defined as the Process of gaining traffic or attention on media sites.
Social media networking: this is an act of engagement as people with common interest associate together to build contracts and relationship with the internet community.
Customer Relationship management (CRM}
This are practices, strategies and technologies that companies curve to mange and analyze customer interactions and data throughout the Customers lifecycle, with the goal of improving business relationship with customers and driving Sales growth




CHAPTER TWO
LITERATURE REVIEW
2.0 	Introduction 
In contemporary societies, social media have revolutionized human communication patterns in away  never witnessed before now (okoro & Nafar, 2013). The main index of social media technologies which Is speedy and unhindered Flow OF Information within  a twinkling of an eye, has Promoted liberty and actualized humans right to freedom of speech and expression (okor& noapur 2013)
Going Further, Socal Media platforms give Liberty to the users to become bath the producer and receivers of Information social media has captured the attention of many younger adults in the 21st Century and is becoming a valuable source among the youth. Business have found that social media has a favorable impact on foot traffic and revenue because the younger generation is looking to the internet to verify quality and Legitimacy of businesses before they spend Their hard earned money.
If upcoming businesses incorporate social media into their business functions especially in this 21st century where  technology is prevalent, business revenue will Increase significantly.
This chapter is relies of related study on the topic "AUDIENCE PERCEPTION ON IMPACT OF SOCIAL MEDIA ON THE SPREAD OF MARKETING ACTIVITIES AMONG UNDERGRADUATES (A CASE STUDY OF KWARA STATE POLYTECHNIC STUDENTS)
2.1	CONCEPTUAL FRAMEWORK
2.1.1	CONCEPT OF SOCIAL MEDIA
SOCIAL Media refers to online Platforms and applications that enable users to create, Share and exchange content, as we as engage with others through social interactions. It includes websites and apps like Facebook, twitter , instagram, and TIkTOK, allowing Individuals and organizations to communicate, collaborate , and build communities. Social media has transformed how people connect and consume information, influencing various  aspects of society, Including marketing, Politics, and Personal relationships.
TYPES OF SOCIAL MEDIA
1. Social networking sites: Platforms like Facebook and Linkedin that allow users to connect with friends, Family and professional contacts.
2. Micro blogging sites :Platforms such as twitter that enable users to share short updates , thoughts, and link.
3. photo and video sharing Sites: Platforms like instagram and YouTube where users can share visual content, including photos and videos.
4. Messaging APPS: Application such as WhatsApp and Snapchat that focus on direct Communication between users through text, voice  and video.
5. Discussion Forums: websites like Redit and quota that Facilitate discussions and knowledge sharing on various topics.
6. Content curation and sharing sites: platforms like pinterest that allow users to discover and share content based on their interests.
7. Blog and vlog :Personal or Professional websites where Individuals can Publish articles (blog)or video content (Vlog)on Specific topics.
USES OF SOCIAL MEDIA 
· Communication: Connecting with Friends and family through messaging, comments and Posts:
· Information sharing :Disseminating news, updates, and educational content quickly.
· Brand Promotion: Businesses use Social media to market Products and Services engage with customers, and build brand awareness.
· networking: Professionals can connect with peers, mentors, and Potential employers, especially on Platforms like linked in.
· Entertainment: users can consume and share entertainment content, such as videos, memes, and music
· Community building :social media allows users to join group and communities based on shared interests or causes.
· User engagement: Brand can interact with their  audience through polls, Contests, and Feedback, enhancing customer loyalty.
2.1.2	ROLE OF SOCIAL MEDIA IN OUR LIVES
Social media has many roles in our lives including: Connecting with others, social media allows people to connect with friends Family and Others with Similar interests, regardless of distance. It can help maintain relationships and Foster a Sense of belonging.
Sharing information: Social media allows people to access information in real time, Including news and current events. lt can also be a forums for sharing different viewpoints and accessing information during crises. Learning new things: Social media can help people learn new things , practice new hobbies, or Pursue new sports.
Business promotion: Businesses can use social media to direct contact Their audience, increase exposure, and Create Lasting brand impressions. 
Expressing creativity: Social media Provides away to share creative work, Such as Photos, videos, and Stories.
Spreading news:News can spread quickly on social media, which  can be useful forgetting the word out about something important.
CONCEPT OF MARKETING
Marketing is the Process of Promoting selling, and distributing a product or service. It involves understanding customer needs and preference, Creating value, and communicating that value effectively to Potential customers. There are several Key concepts in marketing:
· Market Research: This is the first step in marketing, where businesses gather information about their target audience to understand their Preferences, behaviors and needs.
· Target market: This refers to the Specific group Of consumers a business aims to Reach with  Its Products or Services.
· Marketing mix (4 PS)
· Product: The Item or service being Offered
· price: The amount of money consumes must pay to acquire the product
· Place: The distribution channels used to deliver the Product to consumers.
· Promotion: The strategies used to increase awareness and Sales of products, including advertising, public relations, and sales Promotions.
· Branding: This involves creating a unique identity for a product or company, which helps differentiate it from competitors and build customer loyalty.
· Digital marketing :With the rise of the internet, digital marketing has become essential. It Includes social media marketing, email marketing, search engine optimization(SEO), and content Marketing,
· Customer Relationship management (CRm): This is the  strategy used by businesses to Manage interactions with current and potential customers, aiming to improve relationships and drive Sales growth.
2.1.3	ROLE OF SOCIAL MEDIA IN MARKETING 
Social media has revolutionized the way business connect with  their target audiences. In today’s digital age, an effective marketing Strategy is incomplete without incorporate social media Platforms. With their immense reach and engagement Potential, social media platforms have become indispensable tools for business to promote their products and Services, build Brand awareness, and engage with their customers. In this article, we will delve into various aspects of social media’s role in marketing strategies and explore how businesses can harness Its power to achieve their marketing goals.
Enhancing Brand visibility: Social media Provides a Platform For business to showcase their brand to a wide audience. By Creating engaging and Shareable content, businesses can increase their brand's visibility and attract the attention of Potential Customers: Social media platforms allow businesses to target specific demographics ensuring that their brand reaches the right audience at the right time.
Building a community: social media fosters community building by Providing a space for like - minded individuals to connect and engage with each other, Businesses can create online Communities where customer can Share their experiences, Provide feedback, and engage in discussions related to the brand. By nurturing these communities, business can established a loyal customer base and generate valuable insights for improving their products or Services.
Influencer marketing: Influencer marketing has gained significant traction in recent years.
Businesses collaborate with Influential individuals in their niche To Promote their products or services leveraging the trust and credibility of these influencers, businesses can reach a wider audience and create a positive association with their brand.
Content Sharing: Social media is a Powerful tool for Sharing content, such as articles, videos, and images, this can drive traffic to a company website and improve search engine rankings.
2.1.4	USE OF SOCIAL MEDIA FOR MARKETING BY UNDER GRADUATES
Undergraduates can effectively use social media for marketing In Several ways:
Building Personal brands: Students can create and curate Content that Showcase their skills, interests, and personality. This helps in establishing a personal brand that can attract potential employers or clients.
· Networking Opportunities: Social media Platform like LinkedIn allow undergraduates to connect with professionals in the field, Join industry groups and Participate in discussions, which can lead to Internships or job opportunities.
· Promoting events: if undergraduates are Involved in organizing events, they can use social media to promote these events, create buzz, and engage Potential attendees through posts, stories, and live updates.
· Content Creation: Students Can leverage Platforms like Instagram, TIKTOK, Or youTube to create engaging content related to their studies or interests. This can help them build an audience and Potentially monetize their content in the Future.
· Market Research: Undergraduates can use social media to gather insights about trend and Preferences with their target market, which can be valuable for project or entrepreneurial ventures.
· Collaboration and team projects: social media can facilitate communication and collaborate among classmates on group projects, making It easier to share ideas and resources.
· Learning and development: Following industry leaders and educational accounts can provide undergraduates with valuable knowledge and updates about their fields of interest.
By utilizing social media strategically, undergraduates can enhance their marketing skills and create opportunities for their future careers.
2.1.5	AUDIENCE PERCEPTION
Audience within of social media and as contextualized In this study refers social especially Youths (undergraduates) who belong to the digital native, meaning people who are ICT compliance Category.
According to Hermida (2015) there are four categories of social media users namely Professionals, sharers, Creators and bounders perception on Its part refers  to the cognitive 
Process through which on Individual organized interprets, and make appropriate meaning from the information they are exposed to not only does perception Create people's experience of the world around them but also allows them to act  appropriately within their environment.
Essentially,  audience Perception of social media marketing contents hinges in varying Psychological interpretation of the type of the content Shared aim, the tone of the content, aim of the content, targeted audience of the content In which the social media user is Conversing, communicating such marketing content to.
perception relies on the cognitive functions and we use to Process information, such as utilizing memory to recognize the face of a friend or detect a familiar scent. through the perception process, Information can be understood and interpreted. There are also different types of Perception Is psychology that is the behavioral characteristic of an individual or group.
PERSON PERCEPTION: 
This refers to the ability to identify and use social cues about people and relationships.
Social Perception: This Is how Individual perceive Certain societies and can See affected by things such as generalizations and stereotypes. Another type of perception is Selective Perception and this involves paying attention to Some Part of air environment while ignoring others. Perception  in communication, to identify how an Individual or group feels about an idea, Information or products.
PERCEPTION PROCESS
To better understand how we become aware of and respond to stimuli in the world around us, it can be helpful to look at the perception process. This varies somewhat for every Sense: environmental stimuli, recognition, neutral processing, attended stimuli and  action.
2.1.6	FACTORS INFLUENCING PERCEPTION
Our perceptions of People and things are shared by our prior experience, our interact and how carefully we process information. This can cause one Person to Perceive the exact Some Person or situation differently than Someone else.
 Perception can also be affected by our personality for instance, Research was found that Four of our big (5) Personality Traits which is openness, Conscientiousness, extraversion, and neuroticism can impact audience Perception of Organizational, brand or companies conversely our Perceptions can also applied our Personality: the following also affect Influence the Perception of an individual regarding marketing a product or services among undergraduates. 
· The Perceiver: The Characteristics of the perceive Influence their Perception. An individual’s perception may be different from reality as It Is subjective by observing an object and depending on the environment an Individual, is in the Perception Is created and this ls transformed into information that can be applied an making decisions.
· The Targets: is the being observed and a person or an item the characteristic of the target affect the Perception of an individual the perception towards the perception which
may be based on its physical appearance, size, motion, any sound it produces and Its background.
· The situation: is the environment in which the perceiver and the target interact. the situation can be a social setting or a working setting and this will Influence the perception of an individual based on the amount of time spend in that environment.
· The expectations: Our Past experiences and expectations can affect how we perceive new information or products on the social media space:
· The content: The content in which we Perceive something can influence how an individual will interpret a brand marketing strategies online or social media platforms.
Audience perception is the way an individual  perceives a content in order to give it meaning often explains how people encounter media messages content or advertisement about marketing how they use It and how marketing strategies affected them. Audience perception of marketing Strategies on social media can vary engaging content, authenticity and relevance trend to be positively received while over-promotion may lead to negative Perceptions. Audience perception will Cut across brands values or reputation, development of relationship and Sales, including customer based treatment. In this study the concern is to examine audience perception of social media on the spread of marketing activities by undergraduates.
2.1.7	SOCIAL MEDIA TECHNOLOGIES
It Is Posit in this study that social media enables Platforms which enable users and  individuals organization and It public who may wide, heterogeneous and diverse to meet, converse, interact, share information, Ideas, knowledge, collaborations and  awareness in a way that is not censored.
social media are indifferent Forms, such as magazines, weblogs, internet forums, social blogs social network, podcast, videos and social bookmarking, micro blogging Photographs or pictures(Kaplan & Hancern, 2010; Achor, Noachukuu & Nucancha 2015) and these platforms includes Facebook YouTube, TIKTOK, Wikipedia, twitter(x), Instagram, WhatsApp they are categorized into social networking sites blog, micro blog, content communities, virtual game world, and Collaborative Project etc.
In Nigeria, 30.9milion Nigerians are active users of various Social media platforms while the figure is Protected to rise to 36.8 million in 2025.
Essentially social media users are not only able to receive and Consume marketing contents on Social media, but also empowered to produce and disseminate Information they deem fit, making them prosumer in the process, that's user's are both Produces and consumer of social media Contents.
2.1.8	SOCIAL MEDIAS IMPACT BUSINESS
The wide spread generation and consumption of content has created an extremely competitive online environment where different types of content lie with each other for the scare attention of the user or marketer community.
Social media had First developed Popularity due to the numbers of users interacting among themselves, businesses took note of the amount of online attention social media site begin to attract and realized the potential of attention and business recognition that social media can generate.
Online traffic turned into monetary value, business have taken advantage of many marketing Strategies that Social media have to offer. The number of users constantly on the internet has been amplified by the availability of social media Platforms, businesses have also created their own social media pages so that consumers can subscribe to their feeds and essentially be a forum for consumer to business communication. This can Provide an opportunity for businesses to only interact with their Consumers, but also see what their competitors are doing and how they are engaging with their  customers.
2.1.9	SOCIAL MEDIA MARKETING
Since the rise of social media, business have taken upon themselves to adapt to never marketing strategies, especially social media marketing for their benefit Social media marketing is an essential Component OF a business in this 21st century as it has become a popular brand of  online marketing. however the most important objective that businesses should reflect within their social media Campaigns Is effective communication and engagement with their Customers.
Teneja (2014) analyzed the Importance of Small businesses incorporating Social media into their marketing efforts in order for business to sell products or services through social media. Effectively, they must build a relationship with their audience effectively customer relationship management begins a properly identifying, maintaining and developing good relationships within Customers and Providing value in efforts to property allocate marketing resources.
2.1.10	USE OF SOCIAL MEDIA FOR MARKETING, BY UNDERGRADUATE!
With Kwara state polytechnic students as the research case, Undergraduate at the institution exhibit a dynamic and perceive use of social media for marketing purpose. This tech-savvy demographics leverage platforms such as instagram, twitter(formerly X)and Facebook as powerful tools to promote a diverse range of activities.
They Use  hash tag, and this play a crucial role, Functioning as digital signposts that guide users to relevant content by Strategically incorporate popular and trending hash tag, students amplify the visibility of their posts and enhance discoverability. The use of Social media gives room for the culture of sharing reposting notable features, creating a vital effect for Particular Compelling advertisement through flyers on social media. The sharing Culture is often  reciprocal fostering a sense of community and mutual support among The Student body. The undergraduates Community at kwara State polytechnic has transformed media into a dynamic market place where ideas, Products, services and entrepreneurial venture flourish though strategic marketing. The Creativity displayed by these undergraduates underscore the influential role social media plays In Shaping their academic and entrepreneurial Pursuits.
2.1.11 ROLE OF SOCIAL MEDIA IN MARKETING AND ITS USES BY UNDERGRADUATES
It’s not doubt that social media plays a Pivotal role in marketing for under graduates, as a versatile tool with various application Primarily, it provides space for Product promotion, creating an enabling platforms includes: Instagram,  (X formerly twitter ) LinkedIn, whatSApp among host of others that allow undergraduates to create a digital presence, reaching a broad audience beyond the four walls of the institution.
The role of social media in marketing cannot be left unmentioned has it has served as a cost effective channel where by students can access, engage with Potential customers or clients and market their brand. The interactive nature of these platforms facilitate direct Communication, Fostering a sense of community around their ventures. Networking is another important aspect, linkedin, Particular IS used by undergraduates to connect with Professionals, Potential mentors and peers in the Field. These platforms becomes a virtual resume, allowing students to highlight achievement and aspirations, and potentially attracting opportunities. social media serves a valuable resource for Staying informed about trends, job opportunities and academic insight following relevant pages, group and influence Keep Undergraduate abreast of developments in their chosen field.
The role of Social media for marketing by undergraduates is multi-faced encompassing networking, entrepreneurial activities and integral Part for both  personal branding and collaborative engagement.
2.2	THEORETICAL FRAMEWORK
Theory In a set of ideas Formulated to explain Social Phenomenon, It could be In a form of a Preposition or hypothesis but largely, theory are Statement of Principles of a Subject Which could be conjectural. Theory is system of explanation, consisting of  an idea of varying study or origin Which Seek to explain or interpreted a phenomenon.
2.2.1 SOCIAL NETWORK THEORY
This theory was Propounded by John bames (1954) he Focuses on his people, organization or group interact with others in their network. It dwell on the role of social interaction in transmitting information, channeling personal or media influence and enabling attitudinal of behavior change.
Social network theory, in the context of audience perception on the impact of social media on marketing activities among undergraduates focused on how individuals are interconnected within a social structure and how information flows within a social network is influenced each other’s perceptions positive or negative feedback on marketing  content can quickly spread through inter connected models in the network affecting the overall perception of a marketing campaign.
The impact in the proposition of social media networking theory is that any content shared or that is re-tivected on social media platforms have reached everywhere or the entire universal. it could have specific effect on whom the marketing content are directed to because a posited by audience gate keeping theory, the audience sit on agenda in the public domain, producing either negative or positive content that could reach everywhere. This typifies how comment and marketing activities can go far online and the effect the marketing promotion would get on the social media space.
2.2.2 DIFFUSION OF INNOVATION THEORY 
Diffusion of innovation theory is also known as two step flow theory developed by E.M ROGERS in 1962, is one of the oldest social science theories. Its originated in communication to explain how overtime an idea or product gains momentum and spread through a social system.
This theory explores how information is disseminated through social network technologies and how individuals or marketers adopt and spread new ideas and information. The theory helps to analyses how business that could be product, services or idea can be disseminated or publicizes across social networks for customers awareness and recognition.
The diffusion of innovation theory by Rogers 1985 was set to examine how new idea are spread among undergraduates through media. Its a theory that seeks to explain how,why,and at what rate marketing activities with social media technologies spread and cut across its customers. Adoption of a new idea, behaviors of products does not happen simultaneously in a social system or space: rather it’s a process where people are more to adapt the innovation than others based on they feel of believe, or perceives to be right.
2.3 	REVIEW OF RELATED STUDIES 
Philip kotler 2004.Quota :social media has become an essential tool for marketers to reach their target audience, particularly undergraduates who are digital natives. Social media platforms such as Facebook, twitter and instagram provide an idea channel for marketers to engage with undergraduates, build brand awareness and promote products.
The impact of social media on spread of marketing activities among undergraduates is a significant area of study particularly as social media platforms continue to evolve and influence consumer behavior Various studies have shown that social media serve as powerful tool for marketing allowing brands to engage directly with young consumers and create targeted advertising campaigns one key finding is that undergraduates are highly active on platforms like instagram, and twitter which makes these channels effective for reaching this demographic. Research indicates that social media marketing can enhance brand awareness, foster customer loyalty and drive purchasing decisions among undergraduates. The interactive nature of social media allows for real time feedback and engagement making it easier for brand to adjust their strategies based on consumer responses.
Moreover, studies suggest that peers influence plays a significant role in shaping the purchasing behavior of undergraduates. When they see their friends engaging with a brand sharing content, they are more likely to consider that brand positively. This highlights the importance of social media as a marketing tool that leverages social connections to enhance its effectiveness among younger audiences. The relationship between social media and marketing activities among undergraduates is dynamic and multifaceted with significant implications for how brand communicate and engage with this vital consumer group.
Kotler emphasizes the importance of social media in modern marketing, highlighting its potential to reach and engage undergraduates audiences.
Andreas Kaplan(2013) Social media has fundamentally changed the way companies interact with their customers particularly undergraduates who are accustomed to instant communication and feedback. Social media marketing requires a deep understanding of the underlying dynamic and mechanism.
The study explores social media marketing activities and its impact on its audience or customer intention or perception. This study analyses social media networking and social media business.
However social community should have great value on marketing activities through the social media platforms to attract potential customers by providing them with information relevant to the brand in questions. It has been observed from the reviewed literature that misunderstanding or not too adequate information helps a marketed product online to be perceived wrongly with ulterior motives of not purchase and lack of the marketers, social media marketing experience to detect its competitors and how they run their business including its customers or consumer engagement.
Most research has focused on how social communities can benefit brands. However there are also some discussion regarding the benefits that come from brand community members according to the users. But, regardless of people experience similar services activities on social media spaces there’s a likelihood of having strong competitors to contend with which will instill different feelings and ideas about the outcome of the marketing activities.
In future marketing, competition will focus more on brand marketing activities hence the marketing activities ought to offer sensory stimulation and themes that gives customer a great experiences. Now brands must provide quality, features but also focus on enabling un impressive customers experience.
The review study and present study were both on the audience perception on impact of social media on spread of marketing activities by undergraduates (A case study of kwara state polytechnic students) both emphasizes on the statement of problem suggesting that the marketers should focus on the new strategies and tap from its competitors as well learning ways to curb negative impressions from audience.
Social media has transformed how marketing activities are conducted especially among younger demographic like undergraduate. This demographic is known for digital marketing strategies. By focusing on kwara state polytechnic students, the project can provide insights into how these platforms influence their purchasing decisions, brand awareness and engagement with marketing campaigns.
Understanding the impact of social media on marketing activities can help business tailor their strategies to better reach these audience. The finding to the review which platform are more effective, the type of content that resonates best and how peer influence through social media affect consumer behavior. This information is valuable for marketers aiming to connect with the youth market effectively.
This topic contributes to the broader field of media study by exploring the inter section of technology, communication and consumer behavior. it can shed light on how social media shapes not only marketing practice but also the cultural and social dynamic among students.


















CHAPTER THREE
RESEARCH METHODOLOGY
3.0 	Introduction 
Research Methodology is a section of Study that  offers hints on a specific producers for collecting, analyzing and gathering of necessary data to solve the problem being tackled  in a research.
The research adopted survey method and the chapter focuses on the methodology of data collection and analysis used in this research. this chapter also discusses the data collection and techniques Instrument used in the research. Sampling techniques and sampling size, Population, research design and method of data analysis and the use of interpretation in the research as dictated by the Phenomena in question.
3.1 	Research Design
Durrheum (2004) Defined research design as a strategies Framework for action that bridges research questions and the implementation of the research strategy.
Kumar (2014) also defined research design as the overall plan and strategy for conducting research, Including the Selection of research method, sampling techniques, data collection instruments, and data analysis procedures. In order to determine the impact of social media marketing on individuals attitudes are Perceptions, and descriptive correlation survey method was used. this method was used to access the demographic profiles, such as sex age of each of the participants doing with their Social Media use. Additionally each respondent were asked to filling Survey questionnaire In order to determine the Factor that  may affect their attitudes and Perception when using social media to connect businesses.
3.2 	Population Of the study 
Leedy (1997) defined population of the study as the sum of individuals living with In an environment, Its the list or collection Of Subjects , objects, concept of variables In a defined environment.
Kerunger (1973) also defined population of the study as the entire Group of individuals, objects or events that the researcher wishes to Investigate. Based on  the research Carried out the Population study of the undergraduates in kwara state Polytechnic Considering Four (4)institutes (IFMS IOT, IICT, IES) the Population Of the Study comprises it at least (2) department out each institute mention above.
3.3 	Sample size and sampling techniques 
Jenkins-Smith, et al. (2017)defined sample size as the  heterogeneous population of a given study, it collected of individuals, subjects and element that would help and guide a researcher in the course of the study.
Creswell (2003) defined sampling techniques as the process of selecting participants or cases from the population of participate in the study. Quota sampling and purposive sampling techniques will be over guide as the researcher can make Predetermined Judgment that influence the choice  of a sample or sample size used in a study.
A Sample size of 100 respondents that across four (4) Institute unit of the institution given as a case study, kwara state polytechnic student. Including the department where the undergraduates falls in.
3.4 	Research instrument
Don Tapscott (2003)defined research instrument as a tools or devices used in Gathering and colleting data.It is important that a researcher clearly state the Research instruments that will be used in his/her research work or study.
The research instrument used in this study was questionnaire. A Questionnaire is the list of questions to be answered by a respondent to give their opinion about a Subject or Protest work. A total number Of 20 Items were drawn and divided into two sections; section A and section B, section contains the demography of respondents and section B answered research questions.


3.5 	Validity and Reliability of instrument
Mari smith (2019) Defined validity and reliability of instrument as the way of determining the Certain instruments variables or data that is capable of measuring what the researcher aim for it to measure. The measuring instrument employed the questionnaire method, and this method Is used for the study in order to get Information from the most concerned individuals and to be thoroughly checked by the supervisor for clarity and comprehension. It explains the extent to which a concept or measurements actually corresponds to the real words.
3.6 Method of Administration of the Instrument
Jay Baer (2009) defined method of administration of the instrument as the Process of Colleting Information through a Conducted survey. Data was collected using the questionnaire which enables a face-to-face administration of Questions to the respondent. The primary data collection techniques used in this study is survey research which a research is to conduct either interview or questionnaire etc. the questionnaire was distributed by hand across the four institutes for this study including the undergraduates in each institutes
3.7	 Method of data Analysis
Rogers, 2003 defined method of data analysis as the process of analyzing result gotten From respondents, it requires statistical tools to understand the impact of social media marketing on audiences attitudes and Perceptions. This result were analyzed to uncover factor or social behaviors towards social media marketing.
simple tables, frequency and Percentages were adopted in the presentation and analysis of data generated For the study.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0 	INTRODUCTION
This study employed the survey research design and quantitative approach, using the questionnaire as a research instrument for data collection which is capable of measuring the topic “AUDIENCE PERCEPTION ON IMPACT OF SOCIAL MEDIA ON THE SPREAD OF MARKETING ACTIVITIES AMONG UNDERGRADUATE”. (A CASE STUDY OF KWARA STATE POLYTECHNIC STUDENTS).
4.1 	DATA PRESENTATION
This chapter is concerned on the presentation, analysis and interpretation of data collected through the use of questionnaire administration to respondents.
Data presentation is the process of organizing and displaying data (figures) in an effective manner. Data can be presented through tables, charts, diagram, etc.
All questionnaires were duly completed and returned to the research which present (100) are of the total respondents. The questionnaire consists of two section (A&B) which are relevant for the study.
SECTION A
TABLE 1: GENDER
	RESPONSE
	FREQUENCY
	PERCENTAGE %

	Female
	64
	64%

	Male
	36
	36%

	TOTAL
	100
	100%


Source: Field Survey, 2025
The table shows that 64% are female while 36% are male.


TABLE 2: AGE OF THE RESPONDENT
	RESPONSE
	FREQUENCY
	PERCENTAGE %

	16–20
	1
	1%

	21–25
	51
	51%

	26–30
	45
	45%

	31 and above
	3
	3%

	TOTAL
	100
	100%


Source: Field Survey, 2025
The table shows that respondents under 16–20 were 1%, while 21–25 were 51%, 26–30 45%, 31 and above years 3%.
TABLE 3: MARITAL STATUS
	RESPONSE
	FREQUENCY
	PERCENTAGE %

	Single
	83
	83%

	Married
	16
	16%

	Widow
	1
	1%

	TOTAL
	100
	100%


Source: Field Survey, 2025
The table shows that 83 respondents are single (83%) 16 respondents were married (16%) widow 1(1%).


TABLE 4: EDUCATION QUALIFICATION
	RESPONSE
	FREQUENCY
	PERCENTAGE %

	ND
	13
	13%

	HND
	72
	72%

	GCE/SSCE
	5
	5%

	ODFEL/IJMB
	10
	10%

	TOTAL
	100
	100%


Source: Field Survey, 2025
This shows that 13 respondents were ND (13%), HND 72 (72%), GCE/SSCE 5 (5%), and 10 respondents were ODFEL/IJMB (10%).
TABLE 5: BUSINESS
	RESPONSE
	FREQUENCY
	PERCENTAGE %

	Fashion & style
	64
	64%

	Food & beverage
	7
	7%

	Health & medication
	3
	3%

	None of the above
	26
	26%

	TOTAL
	100
	100%


Source: Field Survey, 2025
The table above shows that 64 respondents were into fashion and lifestyle. 7 (7%) respondents were into food and beverage and 3 (3%) were into health and medication has a business, with respondents who are not in the aforementioned business 26 (26%) none of the above.

TABLE 6: Do you frequently engage with marketing content on social media as an undergraduate?
	RESPONSE
	FREQUENCY
	PERCENTAGE %

	Yes
	76
	76%

	No
	24
	24%

	TOTAL
	100
	100%


Source: Field Survey, 2025
This shows that 76 (76%) respondents were YES, 24 (24%) respondents were NO. This shows that undergraduate frequently engage with marketing content on social media as an undergraduate.
TABLE 7: Social media has a significant impact on shaping opinions about marketing products or services online.
	RESPONSE
	FREQUENCY
	PERCENTAGE %

	Yes
	97
	97%

	No
	3
	3%

	TOTAL
	100
	100%


Source: Field Survey, 2025
This shows 97 (97%) respondents ticked YES, 3 (3%) respondents ticked NO. This shows that social media has a significant impact on shaping opinions about marketed product with the percentage.

TABLE 8: Recommendations from your peers Regarding marketing activities on social media can be trusted.
	RESPONSE
	FREQUENCY
	PERCENTAGE %

	Yes
	87
	87%

	No
	13
	13%

	TOTAL
	100
	100%


Source: Field Survey, 2025
This shows that 87 (87%) respondents supported YES, 13 (13%) respondents ticked NO. This result shows that peers recommendations on social media can be trusted with the level of percentage gotten.
TABLE 9: Do you think social media influences purchasing decisions as a student.
	RESPONSE
	FREQUENCY
	PERCENTAGE %

	Yes
	87
	87%

	No
	13
	13%

	TOTAL
	100
	100%


Source: Field Survey, 2025
This result shows that 87 (87%) respondents support YES, 13 (13%) respondents picked NO. The result shows that people think social media influence purchasing decision as a student.
TABLE 10: Social media have considerable impact on the success of marketing campaigns targeting undergraduates.
	RESPONSE
	FREQUENCY
	PERCENTAGE %

	Yes
	84
	84%

	No
	16
	16%

	TOTAL
	100
	100%


Source: Field Survey, 2025
This shows that 84 (84%) respondents picked YES, 16 (16%) respondents picked NO. This result shows that social media have considerable impact on marketing campaigns targeting undergraduate.
TABLE 11: Marketing activities on social media reflects the value and interests of undergraduate’s community.
	RESPONSES
	FREQUENCY
	PERCENTAGE %

	Strongly agree
	28
	28%

	Agree
	49
	49%

	Neutral
	17
	17%

	Disagree
	5
	5%

	Strongly disagree
	1
	1%

	TOTAL
	100
	100%


Source: Field Survey, 2025
This table shows that 28 (28%) respondents were strongly agreed, 49 (49%) respondents were agreed, 17 (17%) respondents responded to neutral, 5 (5%) disagreed, 1 (1%) strongly disagreed. This shows that an average part of the marketing activities on social media reflects the values and interests of undergraduate community.
TABLE 12: Social media influences the overall perception of brands among undergraduates positively or negatively.
	RESPONSES
	FREQUENCY
	PERCENTAGE %

	Strongly agree
	33
	33%

	Agree
	48
	48%

	Neutral
	12
	12%

	Disagree
	3
	3%

	Strongly disagree
	4
	4%

	TOTAL
	100
	100%


Source: Field Survey, 2025
This shows that 33 (33%) respondents strongly agreed, 48 (48%) agreed, 12 (12%) answered neutral, 3 (3%) disagreed, 4 (4%) strongly disagreed. The average individual is believed that they can be influenced by social media on the perception of the brand.


TABLE 13: Social media has contributed to the promotion of entrepreneurial ventures by Kwara state polytechnic undergraduates.
	RESPONSES
	FREQUENCY
	PERCENTAGE %

	Strongly Agree
	35
	35%

	Agree
	52
	52%

	Neutral
	9
	9%

	Disagree
	2
	2%

	Strongly disagree
	2
	2%

	TOTAL
	100
	100%


Source: Field Survey, 2025
This table shows that 35 (35%) respondents were strongly agreed, 52 (52%) were agreed, 9 (9%) neutral, 2 (2%) disagreed, 2 (2%) strongly disagreed.
TABLE 14: Social media platforms effectively capture and represent the diversity of marketing strategies among Kwara State polytechnic undergraduates.
	RESPONSES
	FREQUENCY
	PERCENTAGE %

	Strongly agree
	28
	28%

	Agree
	44
	44%

	Neutral
	15
	15%

	Disagree
	9
	9%

	Strongly disagree
	4
	4%

	TOTAL
	100
	100%


Source: Field Survey, 2025
The table shows that 28 (28%) respondents were strongly agreed, 44 (44%) agreed, 15 (15%) Neutral, 9 (9%) disagree, 4 (4%) strongly disagree. The result shows that average percentage of social media platforms effectively capture and represent the diversity of marketing strategies.
TABLE 15: Social media strikes balance on self-promotion and genuine community engagement in marketing activities.
	RESPONSES
	FREQUENCY
	PERCENTAGE %

	Strongly agree
	27
	27%

	Agree
	53
	53%

	Neutral
	10
	10%

	Disagree
	5
	5%

	Strongly disagree
	5
	5%

	TOTAL
	100
	100%


Source: Field Survey, 2025
This table shows that 27 (27%) were strongly agreed, 53 (53%) agreed, 10 (10%) Neutral, 5 (5%) disagree, 5 (5%) strongly disagreed. This shows that most respondents agreed to social media on self-medication.


TABLE 16: Social media impact the collaborative efforts of undergraduates in promoting businesses.
	RESPONSES
	FREQUENCY
	PERCENTAGE %

	Strongly agree
	34
	34%

	Agree
	50
	50%

	Neutral
	7
	7%

	Disagree
	5
	5%

	Strongly disagree
	4
	4%

	TOTAL
	100
	100%


Source: Field Survey, 2025
This shows that 34 (34%) respondent were strongly agreed, 50 (50%) agreed, 7 (7%) neutral, 5 (5%) disagree, 4 (4%) strongly disagreed. Most respondent agree with an average point 50.
TABLE 17: Social media plays great role in displaying advertisement of marketed product online for easy recognition and patronage.
	RESPONSES
	FREQUENCY
	PERCENTAGE %

	Strongly Agree
	50
	50%

	Agree
	39
	39%

	Neutral
	2
	2%

	Disagree
	6
	6%

	Strongly disagree
	3
	3%

	TOTAL
	100
	100%


Source: Field Survey, 2025
This shows that 50(50%) respondents were strongly agreed, 39(39%) agreed, 2(2%) neutral, 6(6%) disagreed, 3 (3%) strongly disagreed. Most respondents strongly agreed with 50% to support the role social media play in the display of marketing product online.
TABLE 18: Visual appeal of marketing contents helps in grabbing audience attention on social media.
	RESPONSES
	FREQUENCY
	PERCENTAGE %

	Strongly agree
	42
	42%

	Agree
	41
	41%

	Neutral
	8
	8%

	Disagree
	5
	5%

	Strongly disagree
	4
	4%

	Total
	100
	100%


Source: Field Survey, 2025
This table shows that 42(42%) respondents were strongly agreed, 41(41%) agreed, 8(8%) neutral, 5(5%) disagree, 4(4%) strongly disagreed. This shows that respondent agrees to visual appeal of marketing online.


TABLE 19: Social media serves as a viable platform for marketing among Kwara state polytechnic undergraduate students.
	RESPONSES
	FREQUENCY
	PERCENTAGE %

	Strongly Agree
	50
	50%

	Agree
	35
	35%

	Neutral
	9
	9%

	Disagree
	3
	3%

	Strongly disagree
	3
	3%

	Total
	100
	100%


Source: Field Survey, 2025
This shows that 50(50%) respondent were strongly agreed, 35(35%) agreed, 9(9%) neutral, 3(3%) disagree, 3(3%) strongly disagreed. Most respondent strongly agree with 50% to support the role social media play in the display of marketing product online.
TABLE 20: Social media serves as a cost effective channel.
	RESPONSES
	FREQUENCY
	PERCENTAGE %

	Strongly agree
	29
	29%

	Agree
	47
	47%

	Neutral
	12
	12%

	Disagree
	7
	7%

	Strongly disagree
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
This shows that 29(29%) respondent were strongly agreed, 47(47%) agreed, 12(12%) neutral, 7(7%) disagree, 5(5%) strongly disagreed. The respondent agree with 47% that social media serves as a cost effective channel.
4.2	ANALYSIS OF RESEARCH QUESTIONS
In this section the data collected from survey on "AUDIENCE PERCEPTION ON THE IMPACT OF SOCIAL MEDIA ON THE SPREAD OF MARKETING ACTIVITIES AMONG UNDERGRADUATES" (A CASE STUDY OF KWARA STATE POLYTECHNIC) would be discussed. The data contained the 100 complete questionnaire retrieved from the respondent.
Research Question One: How effective has social media impacted marketing sales strategy among undergraduates? The data on table 14, shows that 28 respondent representing 28% Strongly Agreed, 44 respondent representing 44% Agreed, 15 respondent representing 15% Neutral, 9 respondent representing 9% Disagreed and 4 respondent representing 4% Strongly Disagreed. From the findings we can see that table 14: social media platforms effectively capture and represent the diversity of marketing strategies among undergraduates.
Research Question Two: How well does social media audience get influenced by the display of product through online marketing? The data on the table 17 answered the question: Social media plays great role in displaying advertisement of marketed product online for easy recognition and patronage. Respondent gives answer based on their opinion. This shows that 50 respondents representing 50% Strongly Agreed, 39% (39) respondent, agreed 2(2%) respondent representing Neutral, 6(6%) respondent representing disagree 3(3%) respondent representing disagree. This shows that social media roles in displaying marketing product online influence the audience.
Research Question Three: Social media is a space for all and there are competitors, how well can product attract massive audience through marketing on a viable social media platforms? The data on the table 19 answered the question. Social media serves as a viable platform for marketing among undergraduates. This shows that 50 respondents representing 50% Strongly Agreed, 35 respondent representing 35%, 9 respondent representing 9%, 3 respondent representing 3% the finding shows that product can be attractive and marketed through a viable social media.
4.3 DISCUSSION OF FINDINGS
This research work have been able to attain a level of validity and reliability that social media have an impact on the spread of marketing activities among undergraduates. The study has empirically found out certain facts about the subject matter of the study, the perception of audience on marketing and purchasing. Through the data gathering, it was discovered that hashtags and trends plays crucial role in digital contents regarding marketing a product online.
The study found out that social media help business owners to create their own social media pages so that customers can subscribe to their feeds and essentially build a customer relationship through networking. This was detected as a result of the digital or modern age we live in, businesses should reflect within their social media campaigns with effective communication and engagements with their customers.
This study found out the pivotal role social media plays in marketing, serving a versatile tool for creating an enabling platform for people to showcase their product, ideas or services which has the chance of being accepted or embraced. Social media serves as a cost effective channel where everyone can access, relate and engage with potential business partners or clients also to market the brand and what the brand has to offer than other competitors.
The social network theory and diffusion of innovation theory were used for this research study, as it explored social media marketing activities and it's impact on its audience perception. Social media offers quick access and viability which enables any user to connect and engage with post on any account except if it's not private.
This study found that since the rise of social media, businesses have taken it as work to adapt to new trends on marketing strategies specifically for social media or online marketing. It was detected that Nigerians are active users of various social media page in promoting their business.
CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 SUMMARY
Based on the research “AUDIENCE PERCEPTION ON IMPACT OF SOCIAL MEDIA ON THE SPREAD OF MARKETING ACTIVITIES AMONG UNDERGRADUATE (A case study of kwara state polytechnic students). The first chapter dwells on the introduction of the topic and what impact does social media have on marketing activities among undergraduates, discussing how prevalent social media is used among younger generation for business, purchasing and marketing. The tremendous growth in social media spaces and now individual tends to use it to promote their brands or companies.
Also the statement of the problem was discussed, research objectives, the purpose or aim at which the study was undergone and also likely research questions about the research topic to be answered, the significance, scope and limitation of the study. The second chapter of the research work shows the literature relies of the study which entails the review of concepts under conceptual framework which include Marketing, Audience perception, social media and the theoretical framework which include social networks and diffusion of Innovation theory, which explains the research with practical examples and the review of related study, other researchers material relevant to this topic in this chapter.
Also, Chapter three of a research work shows the research methodology, which comprises Research design which survey research design was considered for this study, Population, the Kwara state polytechnic undergraduates students were about 54,000, sample size for the research was 100 and the sampling technique used was quota and purposive sampling technique, Research Instrument; questionnaire, Data Collection; Online survey and google form was opted for this research data collection and the data was analyzed using a statistical presentation with the data collected from respondents.
The chapter four contains Data presentation and analysis which entails the analysis of available data gathered from the respondent through the administered questionnaire. The chapter presented data in a tabular form with the questions and percentage of the answer in figures. Also, the analysis of the research questions was examined, to check if the questionnaire correlate with the research objectives. The discussion of findings called from the respondent information were discuss to at a level of validity that the survey used was capable of measuring the project topic and the findings the study was able to detect or discover.
Finally, the chapter five of research sets discusses the summary, it gives the brief detail about the research explaining it chapter by chapter, recommendations, more information that could help the research and changing some sectors to the needful. The research ends with a conclusion that indicates how the research work will be concluded.
5.2 	CONCLUSION
This project has provided valuable insights into the audience perception of the impact of social media on the spread of marketing activities among undergraduate student. It is evident that social media plays an important role in shaping the way undergraduate students engage and perceive marketing activities online. Majority of respondent acknowledge using social media platforms for information and entertainment impact in their daily lives.
The effectiveness of marketing activities on social media largely depends on the choice of platform used, the content relevance and usefulness, engagement and strategies deployed people like undergraduate student are more likely to engage with marketing campaigns that provide exclusive offers promotions, value or discounts.
Trust and credibility are crucial factors that influence undergraduate perception marketing activities and decisions online people believe some can be deceptive or overly promoted rather than being transparent and genuine with brands. Recommendations from peers, influencers or celebrities shapes undergraduate purchasing decision underscores the Importance for marketer to comprehend and adapt to the evolving landscape of social media and engage with its audiences. Marketer should leverage social media platform to create connection and positive be about their brand among undergraduate students.
5.3 	RECOMMENDATIONS
Based on the findings the researcher recommends that:
1. Social media platforms must portray the genuine values and because deceptive or deceitful content erodes potential customers trust and credibility among undergraduates.
2. Social media users should communicate and disclose any sponsored or paid partnership with influencers or content creation.
3. Social media handler should encourage criticism and feedback, give customers chance to express or convey their opinion about the brand be it product, services or ideas.
4. Social media user should give room for customer based relationship as it will help to cultivate positive perception about their brand.
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QUESTIONNAIRE
KWARA STATE POLYTECHNIC ILORIN
INSTITUTE OF INFORMATION COMMUNICATION TECHNOLOGY
DEPARTMENT OF MASS COMMUNICATION
Dear respondent,
I’m a student of Department of Mass Communication, Kwara State Polytechnic Ilorin. I’m carrying out a research on the topic IMPACT OF SOCIAL MEDIA ON THE SPREAD OF MARKETING ACTIVITIES AMONG UNDERGRADUATES (A case study of Kwara state polytechnic students)
Please kindly supply answers to the following questions to the best of your ability. All information disclosed shall be treated with utmost confidentiality for the research purpose.
Thanks for your cooperation.
INSTRUCTION: Please tick (√) the answer you consider appropriate and provide your answer where necessary.
Section A (BIO-DATA)
1. Gender: (a) male ( ) (b) female ( )
2. Age: (a) 16-20 ( ) (b) 21-25 ( ) (c) 26-30 ( ) (d) 31 and above ( )
3. Marital status: (a) married ( ) (b) single ( ) (c) divorce ( ) (d) widow ( )
4. Education qualification: (a) GCE/SSCE ( ) (b) ND ( ) (c) HND ( ) (d) ODFEL/JMB ( )
5. Business: (a) Fashion & Lifestyle ( ) (b) Food & Beverages ( ) (c) Health & Medicine ( ) (d) None of the Above.
SECTION B
6. Do you frequently engage with marketing content on social media as an undergraduate (a) yes ( ) (b) No ( )
7. Social media has a significant impact on shaping opinions about marketed products or services online (a) yes ( ) (b) No ( )
8. Recommendations from your peers regarding marketing activities on social media can be trusted (a) yes ( ) (b) No ( )
9. Do you think social media influences purchasing decisions as a student (a) yes ( ) (b) No ( )
10. Social media have considerable impact on the success of marketing campaigns targeting undergraduates (a) yes ( ) (b) No ( )
KEYWORD
Please fill in the responses where (SA- Strongly Agree, A- Agree, N- Neutral, D- Disagree, SD-Strongly Disagree) for each statement.
	NO.
	STATEMENT
	SA
	A
	N
	D
	SD

	11
	Marketing activities on social media reflect the values and interests of the undergraduates community.
	
	
	
	
	

	12
	Social media influences the overall perception of brands among undergraduates positively or negatively.
	
	
	
	
	

	13
	Social media has contributed to the promotion of entrepreneurial ventures by Kwara state polytechnic undergraduates.
	
	
	
	
	

	14
	Social media platforms effectively capture and represent the diversity of marketing strategies among Kwara state polytechnic undergraduates.
	
	
	
	
	

	15
	Social media strikes a balance on self-promotion and genuine community engagement in marketing activities.
	
	
	
	
	

	16
	Social media impacted collaborative efforts of undergraduates in promoting various businesses.
	
	
	
	
	

	17
	Social media plays a great role in displaying advertisements of marketed products online for easy recognition and patronage.
	
	
	
	
	

	18
	Visual appeal of marketing contents in grabbing audience attention on social media.
	
	
	
	
	

	19
	Social media serves as a viable platform for marketing among Kwara state polytechnic undergraduates.
	
	
	
	
	

	20
	Social media serves as a cost-effective channel.
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