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ABSTRACT
This study investigates the uses and perception of Facebook monetization among students of Kwara State Polytechnic. With the rise of digital platforms offering financial opportunities, Facebook has introduced monetization features that allow content creators to earn income. The research explores how students engage with these monetization tools, their level of awareness, the types of content they produce, and the perceived benefits and challenges of utilizing Facebook for income generation. A mixed-method approach was employed, combining survey questionnaires with in-depth interviews to gather comprehensive data from a sample of students across various departments. Findings reveal that while a significant number of students are aware of Facebook monetization, only a smaller proportion actively participate due to factors such as lack of technical know-how, inconsistent internet access, and concerns about content relevance and audience reach. However, those engaged report benefits including financial gain, skill development, and increased online visibility. The study concludes that Facebook monetization holds significant potential for youth empowerment, provided that digital literacy and institutional support are enhanced. Recommendations include the integration of social media training into the academic curriculum and provision of workshops on digital entrepreneurship.
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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND TO THE STUDY
Facebook's monetization features for Nigerian content creators have been well received, with some saying it's a viable option for creators with an established presence: Some Nigerian content creators are happy to be able to earn money from their work on Facebook. Some say the initiative will help with job creation in Nigeria, especially as the country diversifies its economy.  Facebook's monetization features include: In-stream advertisements, These can play before, during, or after videos, and include pre-roll, mid-roll, image, and post-roll advertisement. These advertisements integrate with original Reels, and creators are paid based on their performance. 
The place of time used for academic and extra-mural activities by students could not be overlooked especially when considering how they use social media (facebook). As noted in the study conducted by Bronnert (2016) which focused on time management regarding the use of social networking websites, people have time for using Facebook and they are capable of managing their time except that there are various factors that generally influence fundamental behavior of time usage. With the consideration of this perception relating to the use of Facebook and with the other instances earlier presented, it is believed that it would be appropriate to examine the interplay between the fulfillment of social needs and the commitment to study on the part of university students. In other words, it is viewed that the time spent on social media could be a time better spent on studies unless the use of social media was incorporated into academic learning experience.
Regarding this research, it is perceived that the implied vulnerability of students in terms of inability to withdraw from the use of social media (including Facebook) can give rise to distractions from study, mismanagement of time or procrastination, excessive multitasking and similar risk behaviors that may obstruct the pursuance of academic success by students (ICMPA, 2010). Generally, the connection between Facebook and academic involvements of students appear under-researched and the outlook among social researchers shows that more and more research efforts need to be pooled to develop ample knowledge about the benefits and detriments of the use of social media such as Facebook in relation to academic performance among students. 
The study, therefore, will investigate the influence of the use of one social media tool, (with a focus specifically on Facebook) on academic performance of Kwara state polytechnic students. It is appropriate to state here that this study focuses on Facebook because of its widespread use among present-day social media and because of its unique and accelerated growth in terms of popularity especially among students. The emphasis of the study on Facebook, aside from other social media, was motivated by the fact that its creation was primarily based on the identified need for social interactions between the students. 
	Information and communication technologies (ICTs) continue to advance rapidly and are accepted and integrated with remarkable speed in human society (Schaefer, 2011). With this in mind, this study will additionally pay attention to Facebook use features that were hardly focused on by related former studies (e.g. integration of academic resources sharing through Facebook and access to Facebook via the means of mobile phones, which plays a greater role in accessing the internet than logging on with a desktop computer. Mobile phones are far more ‘mobile’ in that they can be carried on one’s person at all times and they enable the user to have faster access to the internet than other means such as personal computers).
1.2 	STATEMENT OF THE PROBLEM
The study showed that students who did not use Facebook had higher grade point averages than students who used the social media website. One interesting thing about the study is that it spotlighted the blame put on poor time management by the Facebook user-participants for poor academic performance. Junco (2011) had a similar but enlarged study to that of Kirschner and Karpinski’s (2010). The study indicated that a substantial amount of time has to be spent on Facebook before the impact of facebooking could be seen on the grade point average. 
The study further provided that other factors (such as the type of activities performed, personal motive and accountability, and academic values) could be considered before making inferences on the use and perception of facebook monetization by students of Kwara state polytechnic, Ilorin. While some studies point to ‘latent problems’ between facebooking and academic achievement, the study by Fano and Pellizzari (2015) using the case of supporting face-to-face lecturers with Facebook pages, found no significant difference between the performances of Facebook student active users and non-active users. This study will take part in the growing efforts to identify and consider the use and perception of Facebook monetization by students of Kwara state polytechnic, Ilorin.
1.3	OBJECTIVES OF THE STUDY  
	The objective of this study is to:
1.  To investigate how much of time is spent on social media (only investigating Facebook use for this study).  
2. Investigate the ‘activities’ on Facebook and whether any is educational or only for social purposes. (Since social media is a communicative tool, it can be used for educational purposes too).  
3. To find out how much time users consume on Facebook compared to study activities per day.  
4. To assess the factors influencing students’ engagement with Facebook monetization.
5. To evaluate the challenges students face in monetizing their Facebook presence.
1.4 	RESEARCH QUESTIONS 
Based on the reviewed literature for this study, some research questions are provided below:
1. What are the socially-oriented activities students engage in on Facebook?
2. What are the academically-oriented activities students engage on Facebook?
3. What is the frequency or amounts of time (i.e. how much time per day is used for facebooking and how much time the students spend on social activities compared to academic activities within a particular period?  
4. What factors influence students’ decision to engage or not engage in Facebook monetization?
5. What challenges do students face when trying to monetize their Facebook presence?
1.5	SIGNIFICANCE OF STUDY
   	The study on the use and perception of facebook monetization by students of Kwara State Polytechnic, Ilorin. will be a immense benefit to other researcher who want to conduct similar research and other research work that are related to this study:
   	This study would also be of immense benefit to the youths and students as it will discuss the perception people have on facebook monetization, the contents creating and the motivation behind sharing of information and during video on facebook, and also providing a solution in form of suggestion for the students looking forward to be a facebook content creator and how it will not affect his study.
1.6	SCOPE OF THE STUDY
 	The study focuses on the use and perception of facebook monetization by students of Kwara state polytechnic, Ilorin. However, the scope of this study would be limited specifically to Kwara State Polytechnic Ilorin. This study is contributes to understanding how students can leverage Facebook monetization for financial independence, especially in the context of Nigeria’s growing digital economy. The findings can provide useful insights for educational institutions, policymakers, and businesses looking to support student entrepreneurship. It may serve as a resource for students seeking to understand the potential and limitations of monetizing their social media presence.
1.7	DEFINITION OF KEY TERMS 
1. PERCEPTION; The way in which something is regarded, understand or interpreted.
2. FACEBOOK is a popular free social networking website that enables users to share information and photos and keep in touch with family and friends.
3. STUDENTS: refers to individuals registered and recognized as learners in educational institutions like colleges and universities
4. SOCIAL MEDIA; Is the collective of online Communication channels dedicated to community- based input, interaction content-sharing and collaborations
5. FACEBOOK MONETIZATION: is the process of earning money from content posted to Facebook.











CHAPTER TWO
LITERATURE REVIEW
This chapter deals with conceptual framework, theoretical framework, and empirical studies to help serve as a guide for the study. 
2.1	CONCEPTUAL FRAMEWORK
CONCEPT OF FACEBOOK 
One of the most well-known social networking sites, Facebook offers users a platform to build individual profile pages, add friends, and send messages. Since being established by Mark Zuckerberg in February 2004, the business has risen to the top of the social networking site rankings (Nwaoboli, 2022b; Kazeniac, 2009). 
Facebook from 2010 indicate that there are already more than 500 million active users.  Facebook  enables users  to  submit images,  videos, personalize their profile content, and access other features. mobile phones are the most common communication medium, with mobile phones coming in second (Ekhareafo & Nwaoboli, 2022).
According to the aforementioned statement, Ellison, Steinfield, and Lampe (2007) explain that participants may use the website to interact with people they already know offline or to meet new people in their study titled "The benefits of Facebook friends: Social capital and college students' use of online social network sites" using survey research design. They also add that Facebook allows its users to present themselves in an online profile, accumulate friends who can post comments on each other's posts, and interact with friends online. Additionally, they note that Facebook use interacts with psychological wellbeing indicators, indicating that it might be more beneficial for people who are struggling with poor self-esteem and life satisfaction. 
Given this, Lampe, Ellison, and Steinfield (2006) in their study titled "A Face(book) in the crowd: social searching vs. social browsing" note that Facebook users are more likely to search for people they know offline than they are to browse for total strangers. Gross and Acquisti (2005), cited in Ellison et al. (2007), argue that users may be putting themselves at risk both offline (for example, stalking) and online (for example, identity theft), taking into account the volume of information Facebook users provide, the need for privacy settings, the relatively open nature of the information, and the lack of privacy controls implemented by the users. Although users voluntarily submit all personal information, they may not be aware that it may be shared with a third party, and frequently, users do not make use of Facebook's privacy settings.
According to a research by Lange (2008) titled "Feeding the privacy debate: An examination of Facebook," privacy settings might not be changed because people are unaware of them or believe that it won't happen to them. According to Lange's study, users often do not read the small print when they click the "Accept Terms and Conditions" button while signing up for a website or installing an application, which may state that they are committing to sell or give away their personal information.
CONCEPT OF FACEBOOK MONETIZATION
Facebook monetization refers to the various ways in which users can generate income through the platform. These include:
· Content Creation: Creating posts, videos, and other content to attract followers and secure brand sponsorships.
· Facebook Ads: Running paid advertisements for personal products or services or managing ads for businesses.
· Affiliate Marketing: Promoting products through affiliate links and earning commissions on sales.
· Facebook Marketplace: Selling goods and services through Facebook's e-commerce platform.
· Live Streaming: Engaging in live videos and earning through donations, gifts, or sponsorships.  (Vander Pool, 2019)
FACEBOOK AND SOCIAL MEDIA MONETIZATION TRENDS
Facebook, along with other platforms like Instagram and YouTube, has seen a rise in social media influencers and entrepreneurs who monetize their online presence. Research has shown that digital platforms provide significant opportunities for young people to create online businesses, especially in developing economies. Studies on social media monetization emphasize the growing role of digital entrepreneurship among students and youth.
Nigeria’s youth population, including students, faces challenges like unemployment, underemployment, and limited opportunities for formal employment. Social media platforms, including Facebook, have become alternative avenues for income generation. Research highlights how platforms like Facebook are increasingly becoming a source of financial support, enabling students to supplement their income or even create full-time businesses. (Elson T.A 2020).
PERCEPTION OF SOCIAL MEDIA MONETIZATION
The perception of social media monetization among students varies widely. While some see it as a legitimate and rewarding way to earn, others are skeptical, viewing it as unreliable or too time-consuming. Concerns about scams and the difficulty of achieving significant earnings are prevalent among students who are not fully engaged in monetization. Ellison et al. (2007)
SHARING INFORMATION ON FACEBOOK 
Information connects users as connections are always about information. Because of this triangle - users sharing information what connects them to other users – pieces of information on Facebook are called edges. The importance of connections on Facebook stresses the importance of sharing information on Facebook. Edges can take different forms, for example a message on your own or a friend’s Timeline, a comment on an edge, the activity of liking an edge, the activity of sharing an edge, the activity of liking a Facebook Page or activity published through the Open Graph, such as reading or posting an article on an external website.
Facebook can roughly be divided into two sections: Timeline and the Newsfeed. Timeline is part of a user’s profile; a user’s profile consists out of demographics, geographic, interests, connections and education & work. Timeline starts with the birth of a user and can be filled by adding and highlighting edges. The Newsfeed is an important function of Facebook to enable and support sharing. In the Newsfeed edges are shown that are relevant for the user and can be sorted by ‘Most Recent’ and ‘Top Stories’.
MONETIZATION OF FACEBOOK
Facebook monetized its platform by selling advertisements targeted on a user’s geographics, demographics, interests, connections and activity. As stated before, Sponsored Stories filled with information about friends and their edges are likely to have a higher CTR, because users prefer to like what their friends like (Cialdini, 2007). In the beginning, advertisements on Facebook were only shown in a sidebar on the right of the Facebook site. As Facebook needs a vastly higher profit, advertisement now also start to appear in the Newsfeed and Ticker. Sponsored Stories in the Newsfeed and Ticker look like authentic edges of friends. The result is that the Newsfeed and Ticker have become a combination of authentic edges and Sponsored Stories. The researcher assumes that users still interpret the Newsfeed and Ticker as lists of only relevant and authentic edges.
It is hard to distinguish authentic edges and Sponsored Stories. An authentic edge, show Sponsored Stories, all three about the activity of liking a Page, shown in the Newsfeed. The only difference is that in the Sponsored Story on the bottom right the word ‘Sponsored’ is shown. The companies ‘Staatsloterij’ and ‘Ben & Jerry’s’ both paid to be shown in this Sponsored Story, while ‘Dokters van de Wereld’ is shown because it is relevant for the use.
All three companies paying for showing Sponsored Stories are running the same type of advertising campaign: promoting a Facebook Page by showing stories about friends liking this Page. The position of the Sponsored Story, whether it appears in the sidebar of the Facebook site, in the Newsfeed with information about a Page, in the Newsfeed with information about the latest post or in Ticker is chosen by a secret algorithm of Facebook and can change while a user is browsing on the Facebook site. Facebook is continuously testing new methods to monetize the platform. Facebook recently launched the ‘Promoted Posts’ feature that lets users pay to increase the reach of a specific post on a Facebook Page. 
In May 2012 Facebook started testing a comparable feature, offering users the possibility to pay for promoting a regular post on a user’s Timeline. Facebook can also monetize their platform through Facebook Search, launched in the beginning of 2013, enabling users to search through social data. In the future this might develop into a competitor for Google. Google should be worried: Facebook can offer relevant search results based on interests and search terms, while Google can only offer results based on search terms. Once users start using Facebook Search for searches previously done with Google Search, more and more advertisers might shift from Google to Facebook. Facebook’s more advanced targeting options can quicken this process of shifting advertisers. 
The launch of a Facebook smartphone in the near future might also help to increase the usage of Facebook on the go. Facebook already has an application platform called ‘App Center’. Merging the social Facebook platform – stay connected with other users – with the App Center on a mobile device can result in the most social engaging mobile experience ever. It will also make sure that users share more information on Facebook, what can be used for advanced targeting by advertisers.

FACEBOOK BACKGROUND AND USAGE
Launched in February 2004, Facebook was founded by Mark Zuckerberg Facebook's core service is completely free and ad-supported. Features of Facebook include a user profile, messaging, chat, photos, videos, groups, events, notes pages. etc. Both male and female users and people from different age groups (from 10 to 65) uses Face-book as their part of daily life (Yadav, 2006). Adolescents and young adults are the heaviest computer and Internet users, primarily using it for completing school assign-ments (46%), e-mail and/or instant messaging (36%), and playing computer games (38%). 
In a study by Ellison, Steinfield and Lampe (2007) it was reported that 94% of undergraduate students at that particular university were Facebook users who spent approximately 10 to 30 minutes on the site per day and who had between 150 and 200 friends on average (Mishra et al., 2012). For these reasons actually, this study has focused on students' use of Face-book from a Bangladesh perspective.
MOTIVES INFLUENCING ADOPTION AND FACEBOOK USAGE AMONG STUDENTS 
The need to meet new people
Users of SNSs utilize them to meet new people online (Tiryakioglu & Erzurum 2011). This is because SNSs provide tools that facilitate person-to-person interaction. resulting in possibilities of total strangers getting closer and building relationships that are an alternative to offline contacts (Binsahl et al. 2015). SNSs also present opportunities for individuals to find like-minded people with similar interests with whom they can share emotions and collaborate. In the context of education, Facebook allows students who are in the same field of study, with same interests or living in the same area to meet in online groups where they become online friends and share information (Thurairaj et al. 2015). Previous studies on the benefits of SNSs indicated that SNSs are used as an instrument to build social capital, primarily by people who are far away from their homes te.g. Lu et al. 2016; Vincent 2015. Woo & Lee 2017). 
Whillans and Chen (2017) underlined that students leaving their homes for tertiary studies lose established social connections and memberships, which possibly results in homesickness. In that case, SNS can provide consolation by providing tools to enhance one's social capital.
The need to share and search for Information
Studies have revealed that human beings have an inborn propensity to share and seek information (Osatuyi 2013; Yazdanpanah & Forouzani 2015), Users of SNS use them for purposes of information seeking and searching (Hashim & Kutbi 2015). Ng et al. (2017) postulated that SNSs have transformed information dissemination and frequently become accessed knowledge resources for information seeking by users. Ise, Bridges and Srinivasan (2015) found that individuals use SNS to make inquiries about their health concerns. Similarly, a study carried out by Hamid et al. (2016) revealed that international students use SNS to search for information which enables them to adapt to new environments. Students also use SNS to search for information related to their academic studies (Manjunatha 2013). This was also supported by Subramani (2015), who found that students form groups on SNSs where they exchange academic information.
The need to share media
Social networking sites have revolutionised media sharing amongst Internet users from different backgrounds the world over (Chen & Kuo 2017). Artists, advertisers and individuals create videos, audios and pictures to express themselves or communicate with their contacts. Manasijevic et al. (2016), in a study to investigate the usage of Facebook for learning purposes, discovered that professors and students could share multimedia clips and graphical illustrations on SNSs as an alternative learning platform to the physical classroom. 
Rousseau et al (2017) noted that pictures are the most shared media on Facebook followed by videos. In addition, Ho and Li (2011) found that Chinese international students in America used Renren. a Chinese version of Facebook, to share pictures and videos with users from their home countries. Students use different SNSs to share media while abroad (Forbush & Foucault-Welles 2016).
The need to maintain relationships 
There is a growing body of research which empirically supports that SNSs has both negative and positive effects on associations (Lin & Ute 2015, Rousseau et al 2017; Schneider, Vorderer & Kr 2016). Research utilising the affordance approach has explained how the cost of SNSs facilitates maintenance of both online and offline relationships (Ellison & Vitak 2015). SNSs, unlike traditional means of communication, provide a cheaper and efficient communication alternative (Alussiri 2014). The affordance approach also outlines that continuations of relationships depend on what individuals do on SNSs. Chao and Keung (2017) discovered that some opinions on Facebook could destroy weak relationships amongst users and result in the offending party being blocked or unfriended. Regardless of the negative side of SNSs, there is overwhelming evidence to show that SNSs are a critical means to maintaining relationships (Lu et al. 2016), SNSs allow users to keep in touch with former classmates, communities and families when they are away from them (Ozad 2012). 
Also, it has been found that communication on SNSs facilitates maintenance of a bond that exists in real life. Results of a study conducted by Özad and Uygarer (2014) revealed that there is a statistically significant relationship between the need to maintain relationships and one's use of SNSs.
The need to connect
The advent of SNSs has enabled people to stay connected, regardless of distance, affordably. Although Baym. Zhang and Lin (2004) discovered that students prefer to communicate face-to-face, available literature indicates that SNSs have become an alternative in the absence of face-to-face interactions. Manasijevic et al. (2016) underscored the role played by SNSs in allowing users to maintain connections with former classmates, workmates, social contacts and families whom they will be living away from. Furthermore, Lai, She and Tao (2017) found that organisations with similar interests use the tag and share features to connect not only with other organisations but with their contacts as well. According to Schneider et al. (2016). 
SNS users use them to stay connected with close people who would not be physically present, mainly to ensure that they are not left behind and also because of the need to belong. In the same line, a recent study on a sample of 142 Chinese international students in Japan indicated that people use SNSs to stay connected as they benefit jom increased social networking and psychological well-being (Chang et al 2014) International students use SNSs to connect and stay connected with their families and former classmates from their countries of origin (Forbush & Foucault-Welles 2016).
The need to discuss
People use Facebook as an SNS to discuss different issues ranging from social. economic, religious and political matters (Leng & Goh 2011). Manasijevic et al. (2016) noted that Facebook does not only facilitate communication amongst students and teachers but can also be used for class discussions. Discussions are important in education because they enable knowledge sharing amongst participants (Chen & Kuo 2017). Ozad and Uygarer (2014) discovered that people use social networking sites to satisfy the need of discussing issues affecting them both positively and negatively. The need to discuss drives people, mainly youths, to join SNSs like Facebook and form groups where they interact and engage in discussions (Asterhan & Bouton 2017). However, the way in which these discussion groups are formed differs from one society to another (Binsahl et al. 2015).
For Academic Performance
Facebook is almost universally-used among higher education students. These students consider Facebook as their main social media choice and therefore spend a great part of their time in its use in their normal day (Ellefsen, L, 2015). In a study conducted in one of Malaysia's large public Universities, the researchers found that, among 105 students, only three students stated that they did not use Facebook (with only 2.8 percent) (Alhazmi, A. and Rahman, A, 2013). Moreover, in a study conducted in University Technology Malaysia (UTM), the findings of the study showed that 97.10% of students use Facebook compared to 28.50 %use blogs and only 14.50% use Twitter alongside their use of Facebook (Aldheleai, 2010).
Students, on the other hand, spend a considerable amount of time actively on Facebook. Wiley and Sisson (2006) in their study reported that 91% of college students use Facebook. Another study showed that college students use Facebook on an average of 10 to 30 minutes daily (Ellison, Steinfield, & Lampe, 2007). Similarly. results of a study by Pempek, Yermolayeva and Calvert (2009) showed that college students spend an average of 27.93 minutes per day during weekdays and an average of 28.44 minutes per day during weekends on Facebook. However. Alhazmi, and Rahman (2013) reported that 78.9% of students spend more than one (1) hour a day on Facebook. More interesting facts were found by Junco, (2012) when the findings went beyond other studies by revealing that students spend 100 minutes every day on Facebook. The findings showed that Facebook is the place where nowadays university students are linked with their virtual world.
The EDUCAUSE Center for Applied Research (ECAR) conducted a study that targeted 36,950 students from 126 US universities and one Canadian university Results found that 90% of those students are using social networking tools. The number of Facebook users from the percentage of social networking users totaled 97% and they reported daily activity on this site (Smith and Caruso, 2010). Students use Facebook for different purposes and this use can differ from one student to another. According to Wesseling (2012), there are four major activities practiced by Facebook users which include:
i. Information-sharing (receiving/providing information and generating ideas), 
ii. Sharing for educational purposes (for learning, problem-solving and sharing work),
iii. Social purposes (retrieving personal information about others or themselves, chatting, making appointments and generally keeping in touch)
iv. Leisure (gaming and relaxing).
In general, students have positive perceptions towards using social networking tools as a learning medium; and they went beyond that when they agreed with a suggestion to adopt social networking as an e-learning platform (Tasir. Al- Dheleai, Harun and Shukor. 2011). In particular, higher education students seem to have a positive attitude towards the use of Facebook for educational purposes. In a focus group study conducted by Ellefsen (2015) it was reported that all focus groups participants had positive feelings towards the potential use of Facebook within higher education. Wesseling (2012) revealed that students use social networking sites (e.g. Facebook) for a number of purposes and in different percentages, the percentage of students who use these sites for social purposes is 70.1% and to exchange information 70.2%. The study also showed that 49.7% of students use Facebook for educational purposes. The percentage of information exchanged by Facebook users reflects the current trend of the users to take the benefits of this tool. 
On the other side, student highly believe that Facebook can facilitate and enable the instructors to achieve their online roles of instructional design and organization, facilitating students' discourse and providing direct instructions (Al-Dheleai and Tasir, 2016). This finding is considered as encouraging for the idea of using Facebook for learning purposes. However, only 49.7 of students communicate with their lecturers for academic matters and this is quite similar with Wesseling's (2012) findings. Therefore, to encourage students' to interact more with the instructors, Al-Dheleai and Tasir (2015) recommeded the use of Facebook group as interaction medium as students and instructor can interact through Facebook group without being Facebook friends: this can reduce students concern about invading their privacy. From the findings of those studies, it is obvious that students are trying to gain benefits from Facebook for their learning activities.
2.2	THEORETICAL FRAMEWORK
Uses and Gratifications Theory 
This study was informed by the uses and gratifications theory (U & GT). This theory emerged in the 1940s as a basis for studying gratifications that attracted media users (Katz, Haas & Gurevitch 1973). In light of this theory, it is assumed that media users consider the benefits of interaction with media in solving their problems and meeting their needs (Rousseau, Eggermont & Frison 2017). The theory also accepts that individuals from diverse backgrounds have different choices of media and that people differ in their reasons and motivations for SNS usage (Heerden & Jordaan 2017). In line with the same view, the U & GT therefore qualifies to be used as a theory to investigate SNSs usage amongst students of an international background. Many researchers (e.g. Chuang 2015; Froget, Baghestan & This study was informed by the uses and gratifications theory (U & GT). This theory emerged in the 1940s as a basis for studying gratifications that attracted media users (Katz, Haas & Gurevitch 1973). In light of this theory, it is assumed that media users consider the benefits of interaction with media in solving their problems and meeting their needs (Rousseau. Eggermont & Frison 2017). 
The theory also accepts that individuals from diverse backgrounds have different choices of media and that people differ in their reasons and motivations for SNS usage (Heerden & Jordaan 2017). In line with the same view, the U & GT therefore qualifies to be used as a theory to investigate SNSs usage amongst students of an international background. Many researchers (e.g. Chuang 2015: Froget. Baghestan & Asfaranjan 2013: Heerden & Jordaan 2017; Karimi, Khodabandelou & Ahmad 2014) agree that the main motivations behind SNS use include meeting needs for the following gratifications information search, need for entertainment, relationships, need to meet new people, need to discuss, need to share maataming media and the need to connect.
Similarly, the Uses and Gratification theory finds relevance to this paper in that, women who have adopted social media may have varying needs. These needs, the researcher believes motivates them to social media rather than the traditional mainstream media for solution.
Social Presence Theory
The social presence theory measures communication media based on the level of awareness of the other person in a communication encounter. It was developed by John Short, Ederyn Williams, and Bruce Christie in 1976. They proposed that social presence in communication media varies, and that this variation has a significant impact on how people interact. They basically conceived of social presence as a communication medium quality that could influence how people interacted and communicated.
According to Walther (1992, as referenced in Asemah, Nwammuo, & Nkwam- Uwaoma  (2022),  social  presence  is  the  degree  of  awareness  of  another  person  in  a conversation and the ensuing appreciation of an interpersonal relationship.  They continued by  saying  that  social  presence  has  come  to  be  understood  as  the  way  people  display themselves in an online setting. It is a mark on a person's profile that shows they are open to interacting and connecting with others in their online community. The manner in which communications are posted and how those messages are interpreted by other people serve as indicators of social presence.
Asemah,  Nwammuo,  and  Nkwam-Uwaoma  (2022)  state  that  "the  manner communications are sent and how those messages are understood by others demonstrate social presence. Participants' interpersonal relationships, which have an impact on their capacity for successful communication, are defined by their social presence.
2.3. 	EMPIRICAL REVIEW
Grace and Peter (2021) evaluated the "adoption, motivation and patterns of social media use among women in Nigeria" set out to assess the level at which women in Nigeria are digital compliant particularly in the use of social media, what motivates their presence in social media and the patterns of social media usage among them. Anchored on the Uses and Gratification as well as the Diffusion of Innovation Theories, the paper surveyed 384 females drawn from the six geo political zones of Nigeria including the Federal Capital Territory Abuja. Data collected and analysed through descriptive and inferential statistics revealed an adoption and use of social media by females of all categories but especially the younger females. The study also showed that, in terms of motivation and patterns of use, younger females' preference for social media lies in their need for popularity and self-identity, while the older females basically use social media for business and self-improvement. The paper in general concludes that. Nigerian women use of social media is not beneficial în terms of self and economic development.
Said, Chaker, Barween, and Khaled (2018) explored the educational outcomes und assessing a research model of antecedents and the cost of social media use. It also determined the factors of implementing social networking media for e-learning in the United Arab Emirates higher education institutions utilizing the Technology Acceptance Model (TAM) which stresses the Perceived Ease of Use and Perceived Usefulness along with the Behavior Intention to use social networking media. The quantitative response of 408 university students embedding social media in their teaching methods was analyzed. To predict an Emirati student's behavioral intention to use social networking media for e-learning, a partial least squares (PLS) analysis points out that Perceived Ease of Use and Perceived Usefulness are important factors. Accordingly, the proposed model in this study illustrates the ways social media educational use positively influences efficient performances in the classroom.
Also, Yahya and Zaidatun (2017) investigated students' perception towards the use of Facebook for course-related online interaction and its effect on academic performance. The data were collected using a survey method of data collection. A quantitative data analysis process was employed using SPSS statistics software. The findings of the study revealed that students had positive views towards the use of facebook for online interaction with peers. Additionally, the findings reveal that there is a relationship between students' perceived online interaction via Facebook and academic performance.
Saleem and Mengyan (2017) evaluated differences between Facebook, Twitter. Instagram, and Snapchat in terms of intensity of use, time spent daily on the platform. and use motivations. The study applied the uses and gratifications (U&G) approach to contrast the four platforms. A cross-sectional, survey of college students (N=396) asked participants to indicate the intensity of using Facebook, Twitter, Instagram, and Snapchat as well as nine different use motivations. Findings show that participants spent the most time daily on Instagram, followed by Snapchat, Facebook, and Twitter respectively. They also indicated the highest use intensity for Snapchat and Instagram (nearly equally), followed by Facebook and Twitter, respectively. With regard to use motivations, Snapchat takes the lead in five of the nine motivations. Findings are discussed in relation to the U&G approach and uniqueness of different social media and social networking sites (SNSs).





CHAPTER THREE
RESEARCH METHODOLOGY
3.1 	INTRODUCTION 
This chapter described the method of research design, population of the study, sampling technique/sample, instrumentation as well as the validity and reliability of the instruments used. It also stated the method of data collection and method of analyzing the data collected. 
3.2 	RESEARCH DESIGN 
Research design is the plan or blue print which specifies how data relating to a given problem should be collected and analyzed or the procedural outline for the conduct of any given investigation. (Nworgu, 1991). It is also the researcher’s plan of action concerning the study, compressed into few paragraphs (Acholonu, 2012). Nichmas and Nichmas (1991) in their work on research methods in the social sciences defined research design as: 
The program that guides the investigation in the process of collecting, analyzing, and interpreting observation. It is a logical model of proof that allows the researcher to draw inferences concerning causal relations among the variables under investigation. It defines the domain of generalization to a large population or to different locations. 
Simply put, the research design is the hub on which a research is hinged upon. It is the general arrangement or the plan of the research intention (Madueme, 2010). 
This research therefore, employed the use of survey in the collection of data. This is because the students’ opinions were sought through questionnaire. 
3.3	POPULATION 
	AbdulWahab, (2012) describes population as a technical term used in research to describe that group, which may be of people, animals, or things, from which the research intends to draw his study’s sample. Nwosu (2006) defined population of the study as “the total number of elements with a given environment which a research is set to study. 
	The study population for this work is students of Kwara State Polytechnic, Ilorin with population of 15000. 
3.4	 SAMPLE SIZE 
	Sampling means taking of portion of a population as representative of that population. Sample refers to a group of people that are selected for research purposes from which information is obtained says Adeagbo (2009). Sample size of (100) one hundred drawn from the population. 
3.5 	SAMPLING TECHNIQUE AND PROCEDURE 
	Adesanya, O. A. (2009) defines stratified sampling procedure in which population is just group into some definite characteristics. These groups are called strata. From these strata applying random selection technique on each stratum chooses the sample. 
	Meanwhile, stratified sampling method was used to select the sample size from the users of facebook within Kwara State polytechnic Ilorin, will be divided into five departments. 
Mass communication, Computer science, Science Laboratory Technology, Public Administration, Office Technology and Management.  
One hundred (100) respondents were selected from the population using simple random sampling technique after divided the institution into five major department However, 20 students were selected in each department Making 100 respondents selected in all. 
3.6 	DATA COLLECTION INSTRUMENT 
The data collection instrument used in collecting data is questionnaire. Questionnaire is a set of printed questions, usually with a choice of answers, devised for a survey or statistical study. The questionnaire has two parts, the first part deals with demographic variables while the second part covers the main research questions. 
3.7	VALIDITY AND RELIABILITY OF DATA GATHERING INSTRUMENT 
The questionnaire used for this study was thoroughly scrutinized by the supervisor to ensure its clarity, relevance, un-ambiguity, and comprehension. 
3.8 	METHOD OF DATA COLLECTION 
The method of data collection for this study was one on one or interpersonal administration of the questionnaire by the researcher to the respondents. 
3.9 	METHOD OF DATA ANALYSIS 
After the collection of questionnaire, the popular method of frequency and percentages was used to analyze the data to present it in an accurate and clear manner. 




CHAPTER FOUR
4.1	DATA PRESENTATION AND ANALYSIS
INTRODUCTION 
	This chapter presents the results and discussions from this study in three section under the following subheadings.
1. Presentation of Demographic Data
1. Analysis of Data 
1. Discussion of findings
[bookmark: _GoBack]SECTION A:
Presentation of Demographic Data
Table 1: Distribution of the Respondents by Gender
	Options
	Respondents
	Percentages (%)

	Male
	48
	48%

	Female
	52
	52%

	Total 
	100
	100%


Sources: Research’s field Survey, 2025
From the data obtained in table 1 and figure 1 above there is equal representation of respondents. The male making up almost 48% (48) of the total sample size. The female made up about 52% (52) of the total respondents.



Table 2: Distribution of the respondent by Age
	Options
	Respondents
	Percentages (%)

	below18
	42
	42%

	18-21
	48
	48%

	22 – 25
	10
	10%

	Total 
	100
	100%


Sources: Research’s field Survey, 2025
	From the table above, the analysis shows that 42 of the respondents representing (42%)  are within the age of below 18, 48 of respondents representing (48%) are within the age of 18-21 while 10 respondents representing 10% are within the age of 22-25. This shows that majority of the respondents are within the age of 18-21 years of age.
Table 3: Distribution of the respondent by Marital Status
	Options
	Respondents
	Percentages (%)

	Single 
	58
	58%

	Married 
	42
	42%

	Total 
	100
	100%


Sources: Research’s field Survey, 2025
	From the table above, the analysis shows that 58 of the respondents representing (58%) are Single, 42 of respondents representing (42%) are married.




Table 4: Distribution of the respondent by Department
	Options
	Respondents
	Percentages (%)

	Business Administration
	25
	25%

	Public Administration
	20
	20%

	Mass Communication
	40
	40%

	Computer Science
	5
	5%

	Others
	10
	10%

	Total
	100
	100%


Sources: Research’s field Survey, 2025
	From the table above, the analysis shows that 25 of the respondents representing (25%) are Business Administration, 20 of respondents representing (20%) are Public Administration, 40 of the respondents representing 40% are Mass Communication, 5 of respondents representing 5% are Computer Science, while 10 respondents representing 10% are others. This shows that majority of the respondents are in Mass Communication.
Table 5: Distribution of the respondent by Level of study
	Options
	Respondents
	Percentages (%)

	ND I
	10
	10%

	ND II
	20
	20%

	HND I
	25
	25%

	HND II
	45
	45%

	Total
	100
	100%


Sources: Research’s field Survey, 2025
	From the table above, the analysis shows that 10 of the respondents representing (10%)  are in ND I, 20 of respondents representing (20%) are in ND II, while 20 respondents representing 20% are in HND I, and 45 of the respondents representing (45%) are in HN II. This shows that majority of the respondents are in HND II.
4.2	ANALYSIS OF RESEARCH ITEMS
Table 6: Are you aware that Facebook offers tools for monetizing content and generating income?  
	Options
	Respondents
	Percentages (%)

	Yes
	60
	60%

	No
	40
	40%

	Total 
	100
	100%


Sources: Research’s field Survey, 2025
	The table above shows that 60 (60%) of the respondent says Yes to the above statement, 40 (40%) of the respondents says No to above statement. 
Table 7: Which of the following Facebook monetization tools are you familiar with?
	Options
	Respondents
	Percentages (%)

	Facebook ads
	30
	30%

	Facebook Marketplace
	20
	20%

	Facebook Creator Studio
	15
	15%

	Affiliate Marketing
	5
	5%

	Paid Subscription/ Patron-like content
	5
	5%

	All of the above
	10
	10

	None of the above
	5
	5

	Total
	100
	100%


Sources: Research’s field Survey, 2025
	From the table above, the analysis shows that 30 (30%) of the respondents are for Facebook ads, 20 (20%) of the respondents are for Facebook Marketplace, 15 (15%) of the respondents are for Facebook Creator Studio, 5 (5%) of the respondents are for Affiliate Marketing, 5 (5%) of the respondents are for Paid Subscription/Patron-like content, 10 (10%) of the respondents are for All of the above, while  5 (5%) of the respondents are None of the Above. 
Table 8: How did you first learn about Facebook monetization tools?
	Options
	Respondents
	Percentages (%)

	From facebook’s official help resources
	30
	30%

	From friends or family
	30
	30%

	From social media influencers/content creators
	20
	20%

	From online articles or blogs
	10
	10%

	Others
	10
	10%

	Total
	100
	100%


Sources: Research’s field Survey, 2025
	From the table above, the analysis shows that 30 (30%) of the respondents says From facebook’s official help resources, 20 (20%) says From friends or family, 20 (20%) says From social media influencers/content creators, 10 (10%) of the respondents says From online articles or blogs, while 10 (10%) says others. 
Table 9: Have you ever used Facebook to monetize your content or products?
	Options
	Respondents
	Percentages (%)

	Yes
	70
	70%

	No
	30
	30%

	Total
	100
	100%


Sources: Research’s field Survey, 2025
	From the table above, the analysis shows that 70 (40%) of the respondents says Yes with the above statement, 30 (30%) of the respondents says No.
Table 10:If yes, which of the following methods did you use to monetize Facebook?
	Options
	Respondents
	Percentages (%)

	Running facebook ads
	20
	20%

	Selling products on facebook marketplace
	30
	30%

	Affiliate marketing (Sharing products and earning commissions)
	20
	20%

	Creating paid content or subscriptions
	10
	10%

	Others
	20
	20%

	Total
	100
	100%


Sources: Research’s field Survey, 2025
	From the table above, the analysis shows that 20 (20%) of the respondents are Running facebook ads, 30 (30%) are selling products on facebook marketplace, 20 (20%) are Affiliate marketing (Sharing products and earning commissions), 10 (10%) are Creating paid content or subscriptions, while 20 (20%) are others.
Table 11: How often do you engage in Facebook monetization activities?
	Options
	Respondents
	Percentages (%)

	Daily
	25
	25%

	Weekly
	35
	35%

	Month 
	20
	20%

	Occasionally 
	15
	15%

	Never
	5
	5%

	Total
	100
	100%


Sources: Research’s field Survey, 2025
	From the table above, the analysis shows that 25 (25%) of the respondents says Daily with the above statement, 35 (35%) says Weekly, 20 (20%) says Monthly, 15 (15%) says Occasionally, while 5 (5%) says Never to the statement. 
Table 12: Did you promote products or services through Facebook?
	Options
	Respondents
	Percentages (%)

	Yes
	60
	60%

	No
	40
	40%

	Total
	100
	100%


Sources: Research’s field Survey, 2025
	From the table above, the analysis shows that 60 (60%) of the respondents says Yes with the above statement, 40 (40%) says No to the statement. 
Table 13: How effective do you think Facebook monetization is in helping students generate income? 
	Options
	Respondents
	Percentages (%)

	Very effective  
	40
	40%

	Somewhat effective  
	30
	30%

	Neutral
	20
	10%

	Not very effective
	5
	10%

	Not effective at all
	5
	5%

	Total
	100
	100%


Sources: Research’s field Survey, 2025
	From the table above, the analysis shows that 40 (40%) of the respondents says Very effective with the above statement, 30 (30%) says Somewhat effective, 20 (20%) are Neutral, while 5 (5%) are Not very effective and 5 (5%) are Not effective at all to the statement. 
Table 14: Do you think Facebook monetization is a good way for students to supplement their income?
	Options
	Respondents
	Percentages (%)

	Yes
	35
	35%

	No
	40
	40%

	I’m not sure
	25
	25

	Total
	100
	100%


Sources: Research’s field Survey, 2025
	From the table above, the analysis shows that 35 (35%) of the respondents says Yes with the above statement, 40 (40%) says No, 25 (25%) says I’m not sure to the statement.
Table 15: Did you see any benefits associate with Facebook monetization?
	Options
	Respondents
	Percentages (%)

	Yes
	35
	35%

	No
	40
	40%

	I’m not sure
	25
	25

	Total
	100
	100%


Sources: Research’s field Survey, 2025
	From the table above, the analysis shows that 35 (35%) of the respondents says Yes with the above statement, 40 (40%) says No, 25 (25%) says I’m not sure to the statement.






Table 16: Did you see any challenges or concerns associate with Facebook monetization?
	Options
	Respondents
	Percentages (%)

	Yes
	55
	55%

	No
	35
	35%

	I’m not sure
	15
	15%

	Total 
	100
	100%


Sources: Research’s Field Survey, 2025
	The analysis above shows that 55 of the respondents representing 55% says Yes, 35 of the respondents representing 35% Says No, 15 (15%) of the respondents says I’m not sure.
Table 17: Do you feel that Facebook monetization has the potential to interfere with your academic performance?
	Options
	Respondents
	Percentages (%)

	Yes
	30
	30%

	No
	60
	60%

	Sometimes
	5
	5%

	I don’t think it affects my studies
	5
	5%

	Total 
	100
	100%


Sources: Research’s Field Survey, 2025
	From the above table, the analysis shows that 30 (30%) of the respondents says Yes to the above statement, 60 (60%) of the respondents says No, 5 respondents representing 5% also sometimes and I don’t think it affects my studies with the statement. 


Table 18: In your opinion, is it worth pursuing Facebook monetization as a long-term venture for students?
	Options
	Respondents
	Percentages (%)

	Yes
	35
	35%

	No
	40
	40%

	I’m not sure
	25
	25

	Total
	100
	100%


Sources: Research’s field Survey, 2025
	From the table above, the analysis shows that 35 (35%) of the respondents says Yes with the above statement, 40 (40%) says No, 25 (25%) says I’m not sure to the statement.
Table 19: Is there any improvements or changes you would suggest for Facebook’s monetization tools to be more student-friendly?
	Options
	Respondents
	Percentages (%)

	Yes
	35
	35%

	No
	35
	35%

	I’m not sure
	30
	30

	Total
	100
	100%


Sources: Research’s field Survey, 2025
	From the table above, the analysis shows that 35 (35%) of the respondents says Yes with the above statement, 35 (35%) says No, 30 (30%) says I’m not sure to the statement.

Table 20: Would you be interested in learning more about Facebook monetization through workshops or seminars?
	Options
	Respondents
	Percentages (%)

	Yes
	45
	45%

	No
	25
	25%

	Maybe 
	30
	30

	Total
	100
	100%


Sources: Research’s field Survey, 2025
	From the table above, the analysis shows that 45 (45%) of the respondents says Yes with the above statement, 25 (25%) says No, 30 (30%) says I’m not sure to the statement.
4.4	DISCUSSION OF FINDINGS 
	Base on the finding so far, the analysis shows that students addict to Facebook monetization on their academic performance.  It also shows that most of the students believe that reducing Facebook usage would have a positive impact on their academic performance. 
	Students’ addiction to Facebook has significant influence on their Academic performance in the polytechnic, the female students are most addicted to the Facebook app than the male students’ and it has a significant influence in their academic performance. The findings from the analysis are discussed in line with the objectives of the study stated in the beginning part of the Works Cited.
The correlation analysis took care of the objectives of the study which include objective 1, 2, and 3. Data collected through questionnaires were presented and analyzed in tables using frequencies and percentages. 
The analysis one shows that Facebook has a significant  relationship  with academic performance of mass communication students in Kwara state polytechnic. This finding is supported by the study of Amin, Facebook and Meer (2022). The analysis two shows that there is no significant relationship between Facebook and mass communication students passing their exams in Kwara state polytechnic. 
	








CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 	SUMMARY
This study examined the uses and perception of Facebook monetization among students of Kwara State Polytechnic. The increasing digital engagement of youths and the growth of social media as an income-generating platform necessitated this research. The study explored the level of awareness, participation, perceived benefits, and challenges associated with Facebook monetization from the perspective of polytechnic students.
A descriptive survey design was employed, and data were collected through questionnaires administered to a sample of students across various departments. Key findings from the study revealed that:
· A significant number of students are aware of Facebook monetization but only a smaller percentage are actively involved in it.
· Students who participate in monetization use Facebook for activities like content creation (videos, reels, live streams), affiliate marketing, and influencer marketing.
· The perception of Facebook monetization is largely positive, with students acknowledging its potential for generating income, developing digital skills, and improving online visibility.
· However, barriers such as lack of technical knowledge, low internet connectivity, limited access to eligible tools/features, and lack of mentorship hinder broader participation.
· Students expressed interest in learning more about monetization opportunities and suggested that formal training or workshops would be helpful.
5.2 	CONCLUSION
The findings of this research confirm that Facebook monetization is increasingly recognized among students of Kwara State Polytechnic as a viable source of income and self-expression. While awareness is relatively high, active participation remains low due to infrastructural, technical, and informational barriers.
`	Overall, the perception is positive, with most students viewing Facebook not just as a social networking platform but also as a potential business and branding tool. This underlines the importance of digital literacy and entrepreneurial training in tertiary institutions to harness the full potential of social media platforms like Facebook. 
The research demonstrates that Facebook monetization is increasingly seen by Kwara State Polytechnic students as a potential tool for financial independence. While only a minority have fully explored the monetization features such as in-stream ads, fan subscriptions, and brand collaborations, the majority are eager to learn more and participate. This reflects a shift in how students view social media—not just as a social tool, but as a business opportunity. However, access to correct information, mentorship, and digital infrastructure remains a key factor in whether students can fully benefit from these opportunities.
From the findings, it is evident that Facebook monetization has opened up new possibilities for students, especially in the context of Nigeria's challenging economic climate. Students who are already engaged in content creation or digital marketing are more aware of the monetization tools available, while others express a desire to get involved but lack the technical know-how. There is a clear need for awareness campaigns, workshops, and digital skills development programs that specifically target students and teach them how to ethically and effectively earn from social platforms like Facebook.
The study confirms that while Kwara State Polytechnic students are active Facebook users, there is a gap between usage and monetization. Most students are yet to convert their engagement into income due to limited exposure to Facebook’s monetization criteria and tools. However, their perception remains largely positive, with many recognizing its potential to support student entrepreneurs, creatives, and influencers. Addressing barriers such as low awareness, digital literacy, and access to content creation tools could significantly improve the level of participation and success in Facebook monetization among students.
The findings suggest that with proper training, increased digital literacy, and institutional support, students could harness Facebook monetization more effectively. Therefore, there is a strong case for integrating digital entrepreneurship and social media monetization awareness into academic and extracurricular programs. Doing so will better equip students to thrive in the evolving digital economy.
5.3 	RECOMMENDATIONS
Based on the findings and conclusions drawn, the following recommendations are made:
1. Digital Literacy Workshops: The school management should collaborate with digital marketing experts or tech organizations to organize workshops and seminars focused on social media monetization, content creation, and platform-specific policies.
2. Inclusion in Curriculum: Elements of digital entrepreneurship, including social media monetization, should be integrated into relevant courses in the institution to prepare students for online economic opportunities.
3. Improved Internet Access: The institution and relevant stakeholders should work towards improving access to reliable internet services within the campus to facilitate online activities such as content uploads and live streaming.
4. Mentorship Programs: Students already successful in Facebook monetization should be encouraged to mentor others. Peer-to-peer training can increase engagement and reduce the knowledge gap.
5. Partnership with Social Media Platforms: The school can seek partnerships with Facebook (Meta) or local digital firms for special training programs, certification, or pilot projects involving student influencers and content creators.
6. Encouraging Responsible Use: While promoting monetization, students should be educated on ethical guidelines, content standards, and the importance of avoiding misinformation, copyright violations, and other negative online behaviors.



REFERENCES
Asemah, E. S., Okpanachi, R. A., &Edegoh, L. O. N. (2013).Social Media and Nigerian Youths: Benefits and Challenges. International Journal of Arts and Humanities, 2(3), 141–155.
Boyd, D. M., & Ellison, N. B. (2007). Social Network Sites: Definition, History, and Scholarship. Journal of Computer-Mediated Communication, 13(1), 210–230. https://doi.org/10.1111/j.1083-6101.2007.00393.
Chukwu, B. I., &Madichie, N. O. (2021). Exploring Social Media Monetization Among Nigerian Youths. Nigerian Journal of Communication, 18(2), 45–58.
Facebook for Creators.(2023). Monetization Tools and Eligibility.Meta for Creators. Retrieved from https://www.facebook.com/creators/tools
Kaplan, A. M., &Haenlein, M. (2010). Users of the World, Unite! The Challenges and Opportunities of Social Media.Business Horizons, 53(1), 59–68.
Nwachukwu, C., &Ogwo, C. (2020). Digital Entrepreneurship and the Nigerian Youth: A Study of Social Media Influence. Journal of New Media and Mass Communication, 12(3), 75–86.
Olatunji, R. W., &Abubakar, M. (2022). The Use of Social Media for Income Generation Among Tertiary Students in Nigeria. African Journal of Communication, 10(1), 23–38.
Statista.(2024). Facebook Users in Nigeria – Statistics & Facts. Retrieved from https://www.statista.com/statistics/1176111/facebook-users-nigeria/
Yusuf, A. M., &Aliu, O. A. (2021). Social Media as a Tool for Entrepreneurship Among Nigerian Undergraduates. Kwara Journal of Social Sciences, 8(2), 88–101.







QUESTIONNAIRE
Department of Mass Communication 
Institute of Information and Communication Technology  
Kwara State Polytechnic, 
Ilorin.

Dear Respondent, 
I am a final year student of the above named Institution carrying out a research on “USES AND PERCEPTION OF FACEBOOK MONETIZATION BY STUDENTS OF KWARA STATE POLYTECHNIC. 
I am very happy to inform you that you are one of the respondents selected for the study. Kindly fill the attached questionnaire accurately and being rest assured that information supplied will be treated confidentially. 
Yours faithfully, 
HND 2 Mass Communication Student

SECTION A
PERSONAL DATA
Please tick (√) where appropriate 
1. Gender:  (a) Male (  )  (b) Female (  )
2. Age: (a) Below 18  (  )  (b) 18-21  (   )  (c) 22-25 (  )
3. Marital Status (a) Single (  )  (b) Married (  )
4. Department: (a) Department of Business Administration (  ) (b) Department of Public Administration (  ) (c) Department of Mass Communication (  ) (d) Department of Computer Science (  ) (e) Others (  )
5. Level of Study: (a) ND I (  ) (b) ND II (  ) (c) HND I (  ) (d) HND II (  )
SECTION B
6. Are you aware that Facebook offers tools for monetizing content and generating income?  (a) Yes (  )  (b) No  (  )
7. Which of the following Facebook monetization tools are you familiar with?
           (a) Face book Ads (  )  (b) Facebook Marketplace (  ) (c) Facebook Creator Studio (  )  
(d) Affiliate Marketing (  )  (e) Paid Subscriptions/Patreon-like content (  ) 
          (f) All of the Above (  ) (g) None of the above (  )
8. How did you first learn about Facebook monetization tools?
(a) (a) From facebook’s official help resources (  ) 	(b) From friends or family (  ) 
(b) From social media influencers/content creators ( ) (d) From online articles or blogs (  )  (e) Others (  )
9. Have you ever used Facebook to monetize your content or products?
(a) Yes (  )  (b) No  (  )
10. If yes, which of the following methods did you use to monetize Facebook?
(a) Running facebook ads (  )  (b) Selling products on facebook marketplace (  ) 
(b) Affiliate marketing (Sharing products and earning commissions) (  ) 
(c) Creating paid content or subscriptions (  ) (e) Others 
11. How often do you engage in Facebook monetization activities?
(a) Daily (  )  (b) Weekly  (  ) (c) Monthly (  ) (d) Occasionally (  ) (e) Never (  )
12. Did you promote products or services through Facebook?
(a) Yes (  )  (b) No  (  )
13. How effective do you think Facebook monetization is in helping students generate income? 
(a) Very effective  (  )  (b) Somewhat effective  (  )  (c) Neutral  (   )  
(d) Not very effective (   )  (e) Not effective at all (   )

14. Do you think Facebook monetization is a good way for students to supplement their income?
(a) Yes (  )  (b) No  (  ) (c) I’m not sure (  )
15. Did you see any benefits associate with Facebook monetization?
(a) Yes (  )  (b) No  (  ) (c) I’m not sure (  )
16. Did you see any challenges or concerns associate with Facebook monetization?
(a) Yes (  )  (b) No  (  ) (c) I’m not sure (  )
17. Do you feel that Facebook monetization has the potential to interfere with your academic performance?
(a) Yes (  )  (b) No  (  ) (c) Sometimes (  )  (d) I don’t think it affects my studies (  )
18. In your opinion, is it worth pursuing Facebook monetization as a long-term venture for students? (a) Yes (  )  (b) No  (  ) (c) I’m not sure  ( )
19. Is there any improvements or changes you would suggest for Facebook’s monetization tools to be more student-friendly? (a) Yes (  )  (b) No  (  ) (c) I’m not sure 
20. Would you be interested in learning more about Facebook monetization through workshops or seminars? (a) Yes (  )  (b) No  (  ) (c) Maybe (  )
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