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ABSTRACT
Studies in Nigeria have not fully shown the effect of using celebrities and how celebrities can effectively change the attitude of the consumers towards a brand. Based on this notion, the study examined audience perception of celebrity endorsement on single parenthood. Product advertising and its influence on brand loyalty. Through a mixed method design, the study used questionnaire and structured interview. The respondents perceived the use of celebrities’ endorsement adverts necessary because these celebrities are persuasive, entertaining and experienced. This further enhances awareness and sales for the product. Celebrities have a good interpersonal relation with customers as they prefer celebrity endorsed products adverts to non-celebrity endorsed products' adverts which influence their purchase. Like Globacom celebrities are liked and perceived as highly credible; hence celebrities that match products brand image should be endorsed to promote the brand in order to influence consumers purchase and loyalty to the products.
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CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND OF THE STUDY 
In recent years celebrity endorsement has become a veritable tool by marketers to promote a brand, product/ services or a program. Businesses have realized that using celebrities to promote offerings influence’s the purchase behavior of the market. This is premised on the belief that people will love what the celebrities love (Kotler& Armstrong, 2013). Specifically, the service industry makes use of celebrity endorsement primarily due to the intangible nature of the product sold and here emphasis is on the telecommunication’s industry in Nigeria. The international telecommunication technologies, estimated that 51.2 percent of the global population. Or 3.9 billion people were using internet as at the end of 2018 (International Telecommunication Union, 2018) Statista (2016) expected that by the end of 2019, the global revenue made from telecom services could almost reach 1-2 trillion Euros.
News about celebrities can diffuse with striking speed and thoroughness. For example, three weeks after Angelina Jolie published on op-ed in the New York Times about her decision to get a preventive double mastectomy, a nationally representative survey found that 74% of us adults new about Jolie’s decision (Borzekowski et at 2014) one can speculate that celebrity baby news with its potential to be accompany by appealing photos, could diffuse at least as thoroughly. Young adults may be particularly attuned to celebrities one study found that 75% reported.
“Strong attachment” to multiple celebrities (Boon and comore 2001) scholars of popular culture note a recent dramatic vise in media coverage of celebrities fertility “Almost every issue of every entertainment magazine features either celebrity want to - be moms, pregnant stars, single parents, or mothers worth their babies” (Podunieks 2012 : 88) Crammer refers to This as a “cultural obsession with a pregnancy “n (2016 : 1). 
Due to the grown of social media today, celebrity fertility.”1 endorsement has strong influences on people’s perceptions of a brand (Burke, 2017). Many celebrities use social media and digital communication through endorsing brands. With the social media available now, people can use twitter which is known as X, Facebook, Instagram, or Snapchat to quickly connect with their Favorite. Celebrities and celebrities are able to connect without their fans, which was impossible to do in the past. This two-way conversation has changed Many people’s lifestyle.
Checking social media with those celebrities has become a daily activity for many people. The rapid grown of visual micro- blogging platforms such as instagram, has created new opportunities for brands to communicate with consumers (Burk, 2017). The daily lives of east people today are inseparable from the internet and social media. Social media is one of the results of technological developments that have a great contribution on communication and socialization. Everyone has a social media account, even more than social media account, alien allows one to communicate, interact and establish relationship with other people around the world, this new technology has been widely accessed and has become a daily necessity, becoming a lifestyle, even increasing one’s standard of living. The development of gadgets and smartphones allows everyone to access information and interact whenever and wherever. Research conducted by we social, a British media company that works with institute, shows that the average of Indonesia people takes 3 hours 23 minutes a day to access social media. Indonesians’ total population is around 265. 4 million, and 130 million are active on social media.
The most downloaded applications are WhatsApps. Facebook, Instagram and twitter and (X) Facebook became the most visited social media with an average online duration of 12 minutes 27 seconds per visitor. The average age of Facebook user is 24-48 years old, 44% of them are women, every Technologies development produces two different sides, social media is a very effective medium of communication and interaction to achieve communication goals. On the other hand, we cannot avoid the negatives effects. Communication using internet media has an impact.
The development of information and communication technology have a positive impact on build and maintain relationship with other people throughout the world. It can be use to share information anytime and anywhere, communication without borders, fill the leisure time, or online learning. While the negative impacts are reducing face to face interactions, reducing physical activity so that it as a negative impact on health, costs both to buy gadgets and internet packages. Eliminate some jobs because of being replace by technology, and also loss of privacy especially on the use of social media. The presence of social media is also suspected to be one of the factors supporting the increase of single parenthood in Nigeria ladies in Ilorin east (Ilorin Kwara state). Although it is not the main factors. In several studies, it was found that infidelity both in one real life and in social media can occur when a person faces problems in the household.
The topic divorce no longer seemed to hold the same tabloid weight as it once had, news media began to glamorize celebrity breakups to a point that it became another form of entertainment that no longer Sadden or shocked, but instead amused the public.
The medias new positive personification of divorce through television shows movies, and celebrity news, seemed to have transcended into classrooms.
1 witnessed carious students talking about their own parent’s divorce quite openly and casually. These discussions were even apparent in assignments and oral presentations. Although the same negative 
Emotions were associated with single parenthood, the readiness to talk about it had clearly changed. It seemed to me that as society became more open about the topic, so did my students and my now ex - husband. The increase incidents of divorce have marginalized its social impacts on society, through the changing perception of divorces. Children of divorced families, and a stigmatize societal climate, the acceptance of divorce has been more legitimized since the 1970, (Gottan  & Notarius 2002). Divorced is one of the most prevalent topics of divorce (Gorler, 1998). This life altering event causes turmoil and stiff for some people, while giving others a fresh new start, with such Polan effects, divorce has become a powerful topic within various pop cultural platforms in turn, the media has now taken on the role of perception shape on this topic. Mass media has undergone various dramatic changes within the past 50 years, one possible entity of this change is that the media contribution to the nation of a mass society 
The effectiveness of social media celebrities’ endorsement as well as measurement as always been a subject of debate (what then is the most effective channel in every society, can celebrities as part of the overall that influence youth to divorce on their marriage.
It raises the question of source of credibility and attractiveness of celebrity endorser such that the celebrity scale assumes that credibility and effectiveness of celebrity endorse is associated with given characteristics dimension. These dimensions are attractiveness, trustworthiness, expertise, respect and how social celebrities can impero on marriage among single parenthood ladies in past -central 
1.2 STATEMENT OF THE PROBLEM 
The evolution of social network sites (315) and their widespread usages have provided communication and psychology researchers with an avenue to investigate, more than ever, computer mediated communication.
As a result, scholars have compiled a body of research that has systematically investigated the dynamic, complex interactions between sies use, heart, and romantic relationship outcomes en feat, scaevola neume found that fast back induced jealousy partner sealine, posting ambiguous importation, composite internet use, and outline portrayal of intimate relationships nerine could be amazing to venatic relationships (Ceatsan 2014). Social media have become a encasing alt today, Welth Cots or car bout trend cannot be done without. With Facebook having the greatest minter of veers love 900 million) alongside (2014) one third or females age 18-34 check Facebook when they first wake up even before going to the bathroom. In the US alone, Facebook has been linked to 66 percent of divorces and the 81 percent of the nation’s top divorce lawyers claiming clients have cited using social networks as demand evidence against their spouses in the past five years (Abramovic, 2003)
Another study released July 2014, analyzed the relationship between social media platforms, marriage satisfaction, single parenthood and divorce found that twelve is a link between Facebook and increasing single parenthood rate (Sulder, 2014). The above facts and figures and telling the world that social media have effect on marital instability and destroy family. The facts also showed that, Facebook is the busiest social network sites.
It is not surprising that Nigerian people subscribe and log on to the Facebook more than they do to the other social network sites. With the current wave of the social media subscription, the paper therefore seeks to draw attention of the people, especially young people who have been reported to be more tech savvy (very proficient) in using ict in general, and social media in particular (Bashir, 2013) to rake cautions. 
Use of such sites for education, entertainment, awareness creation positive relationship and spread message of peace and unity across the youth non judicious utilization of time. Utaymin (2011) also warn the youth of social media is to be regarded as something beneficial is to society. It must be used wisely and in productive manner not on flirty and obscenity.

1.3 RESEARCH OBJECTIVES
i. To examine the audience perception of influence of celebrity endorsement of single    parenthood in Nigeria ladies.
ii. To know whether celebrities effectively change the perception of ladies in east- central towards single parenthood 
iii. To examine influence of celebrities on social media users in decision making towards single parenthood 
iv. To know the impact of celebrity endorsement of single parenthood on social media among ladies in east central.
1.4 RESEARCH QUESTIONS 
i. What are the impacts of celebrity endorsement on single parenthood on social media among ladies in east central?
ii. Do celebrities inference social media users decision in moving towards single parenthood?
iii. Do celebrities ways of life effectively change the perception of ladies in Nigeria towards single parenthood?
1.5 SIGNIFICANCE OF THE STUDY 
This research will set to examine the accessing audience perception of influence of celebrity endorsement of single parenthood on Nigeria ladies in Ilorin East. Through this investigation, therefore both print and broadcast media will understand accessing audience perception of single parenthood on Nigeria ladies in Ilorin East. These results of this research on single parenthood put render professionals’ courage of society vacated single parenthood among ladies in Ilorin East.
The paper suggests that, people should be wary of how they utilize the social media platform, and they interact within social media platform, and they post or share, now human inventions is not entire positive, society should therefore check the possible damages it can cause to our outline morality. Society can achieve this by orienting young people and adults alike on proper social media usage 
Therefore, the study will strive to unbundle the theory for the scholars and researchers in various field of learning particular those embarking on similar studies in future.
1.6 SCOPE OF THE STUDY 
The scope of the study is to find out “Appraising Audience perception of influence of celebrity endorsement of single parenthood on Nigerian ladies in Ilorin East, Questionnaire will be used for instrument for the collection of data, which will be distributed to various community within Ilorin east who will answer some question retaining to the topic and administration of the response will be done. The research work will be carried out from November to April 2025.
1.7 DEFINITION OF KEY TERMS 
i. Social media: these are websites and application that enable users to create and share content inform of meme 
ii. Celebrity; A celebrity is someone who is famous, especially in areas entertainment such as felons, music, writing or sports.
iii. Perception: perception is the organization, identification and interpretation of sensory information in order to represent and understand the presented information 
Endorsement is a form of advertising that uses famous personalities or celebrities who command a high degree of regulation and trust. Influence is the capacity to have an effect on the character development or behavior of someone or something, or the effect itself.
Single: the term single is often used to refer to someone who is not involved in either any type of sexual relationship, romantic relationship, including long term dating, engagement, marriage, or Sompons Calio Single by choice
iv. Parenthood: is the term of the state of being a parent and the responsibilities involved.



















CHAPTER TWO
LITERATURE REVIEW
2.1.1 CONTENT OF CELEBRITY ENDORSEMENT 
The marketers usually use individual who achieved some form of celebrity status to serve as spokesperson for their companies. Most of the celebrities that are hired by a company to pitch their products or services are popular people. Movie star, entertainers, athlete or pop stars, although occasionally a politician or some other well-known public figure may be used (Blech& belch 2001) Furthermore, when a company decides upon using an endorsement strategy as their marketing communication tool.
The main focus lies in exposing their brand (Kotler, Armstrongs, sounders & Wong ) in a concept on endorsement a new sort or product is given a new brand name , they also get a provided with the name of means on approval or support that can be seen as a guarantee of recommendation for consumers. According to (Riezebos, 2003) it is only advisable to use endorsers for brands, if there is a high level of brand added value.
This means that the name of the endorser should be clearly visible next to the name of the branded article.
Companies have jointly been using their brands and themselves through the use of celebrity endorser in hope that celebrities may boot effectiveness of their marketing attempts in the long term (Belch & Belch 2001).
Basically, a company is trying to spread various type of information to their target audience. To be able to develop an effective an effective advertising and promotional campaign. A company has strict their endorsers appropriate to different channels and media (Tiu & Shimp 1998) such as source, message and receiver to send to their audience. Moreover, the source which is intended to send this message in an endorsement strategy, is in this case, the celebrity Furthermore, the receiver in the communication process is the consumer (Belch and Belch 2001). The authors have chosen to present each phase of this thesis separately, the reason for doing this is to bring the radio on understanding of the concept of endorsement a co- branding is a strategy in which two brands appear on a single product.
Keep & Natarayann (2012) explain in the Merkage, the perceived value about it, therefore generating huge pool of potential customers. This way you can maintain that marketing to be converted into sales and revenue returns.
Jesical Alba, who has been hard at work promoting as the founder of her new venture, the houses co is doing that, the honest co sells environmentally friendly and non-toxic baby products, skin care and house hold detergents, she has since managed to gather a $27 million dollars investment from general catalyst, big out speed venture partners, and institutional ventures partner (Perez, 2012). This is no easy feat, no doubt she is helped by the fact that the honest co has a Steady following from her fans which gives her an advantage. Her continuous publicity work has launched her products to chain detailer, such as target.
Another type of collaboration with a celebrity would be cobranding, it is a strategy in which two brands appear in a single product. Keal and Natayann (2012) explain that this would increase the perceived value of the primary brand when u bring in a second brand 
The celebrity is providing star power to the provider brand. Some company and successful brands still go on to a co-branding with a celebrity, the brand would be able to extend their reach far beyond their own consumers but also to the group of consumers that are fans of the celebrity (Mc Carth). One of the most successful and iconic co-branding was the one, where Nike teamed up with basketball superstar “Micheal Jordan” to release his line of Air Jordan’s in 1984 and 20 years after that, Nike released a commemorative pair of shoes called powder Blue, which had phenomenal success and gained a $35 million sales on it first day (Badenhausen, 2014). Another worthy collaboration was when Bud light hired Justin timber lake as creative director to release their new beer, Bud light platinum. It had an extensive promotion period where it coincided with the release of his new single Justin Timberlake also appear in a 30 seconds commercial featuring the beer.
Celebrities has opinion leader; celebrities make great opinion leader. As they have huge following and great influence over their fans. In today’s culture celebrity has taken on a whole new different meaning. They are not only people that you admire but can be people you want to evaluate.
This is especially prevalent among the young, where they can now follow their favorite celebrities on social media such as twitter, Facebook and Instagram (Poo and Chia, 2009) social media has not only been a platform used celebrities to update their fans on their late activities but has outlet where they can share their opinion and voices to the mass media.
Their influence is unwavering as celebrity tweet from twitter can even be headline on the pages of magazines and news outlets. For companies aiming to promote their brand or product to a Generation Y and X consumers, twitters might be answer, in a study (Ad Age 2011) found out that a total of 84 percent of twitter users are in 18-49 age bracket, value television, advertisements where people are awake, they are directly being sold something.
Twitter spurs to be a grey area. (Brand republic, 2014) reported that 54 percent of twitter users have not noticed an instance. When celebrities have made a product or service endorsement and 25percent actually welcomed it.
CELEBRITIES GENERATES MORE INTEREST & POSITIVE PRESS 
What happens when you have great product but no press? Or you are a new startup company hoping to make new waves? Ropinbin a celebrity just might be the solution to all these problems? Getting a celebrity involved in public relations and advertising will definitely draw attention from reporters and other media outlet you would not have been able to reach without celebrity. Tighe (2013) writes that gives the opportunity for the company to create a background story involving the celebrity to hold press conferences, interviews and photos of them taking as normal and inevitable.
Second order effects are the relationship of heavy viewing with opinion molded through specific broadcast messages e.g being anti Muslim due to the continuous association of terrorist with the religion (Hawkins & Pingree 1982: Gerbner, et at ……1986)
The shaping of divorce attitudes can be more appreciable to second level effects. Significant exposure to single parenthood centered dramatization and celebrity news can partially yield an artificial perception of single parenthood.
The social media can also play a role in communicating the idea that single parenthood is no longer a stigmatize issue understanding that high social media user can form a media shaped view point is key in analyzing the overall effects within this study. 
2.1.4 TYPES OF CELEBRITY ENDORSEMENT 
Endorsement in legal matters, of an instrument refers to the action of signing or placing an equivalent stamp on its back, there by transferring the ownership legally to another individual.
There are seven (7) types of endorsements. They are facultative, plural, condition, restrictive, black or general, special or full and blank or general. The term has different meanings, for example, it can also mean a public declaration of support for something or someone. If an instrument is payable to two individuals both must sign it. Endorsement meaning refers to placing a signature or an equivalent stamp on any negotiable instrument to authorize its transfer to another party 

BLANK/GENERAL 
In this case, the endorser, places only their signature on the negotiable instrument and does not write the name of a party that will receive the payment 
FULL/SPECIAL 
The acts are special or full when an endorser or transfer or signs the instrument and writes the payees name too. As a result, the latter becomes entitled to sue for the amount payable on the instrument 
RESTRICTIVE 
This limits the principal features of an instrument and restrict its further negotiable. Endorser have the right to prohibit the subsequent transfer of an instrument. It prevents the risk of the drawer losing their money owning to fraud of forgery 
CONDITIONAL 
In this case, the endorser places their signature under such writing, which makes their liability due, there in depending upon the occurrence of a particular event 
FACULTATIVE 
Here, the endorser gives up some right to which they have entitlement. For instance, endorsee is responsible for giving notice of dishonor to the endorser, In case they fail to provide this notice, the latter will be free from their liability.
PARTIAL 
This arrangement allows the transfer of only a portion of the current payable on an instrument to be endorsed.


SANS RECOURSE 
This type of endorsement relieves the endorser from all the liability against subsequent holders of the negotiable instrument.
2.1.5 USES OF CELEBRITY ENDORSEMENT
The potential of celebrity endorsement as a marketing tool. In today’s competitive market, companies and brands strive to distinguish themselves from the vast and gain coverage. Celebrity endorsement has been the popular choice for them to connect with potential customers and create awareness for in market. Here, it is discussed how and why celebrities influence and power is used to reach their targeted customers.
CELEBRITIES AS OPINION LEADERS WITH SOCIAL MEDIA 
When we go out to make purchase, our decision on which items to buy are usually influenced opinions leaders. Opinion leaders are defined as a group of people where customers look to get a stamp of approval before making a purchase (boundless) opinion leaders are usually people your neighborhood repairman, pharmacist or hairstylist.
They would possess more knowledge about a product or service than the average consumer. They play an important role as they can change or shape how consumers view a product.
2.1.6. ROLE OF CELEBRITY ENDORSEMENT IN SOCIETY 
An endorsement is a statement on social media that expresses support or approval of a particular product or service. Endorsement are usually done by celebrities or social media influencers with a large following, it can be done through posts, videos, shorts on YouTube, stories on Instagram etc 
Endorsement benefits brands as they make it easy for them to reach their target audience through a Popular source or personality whom the audience trust and admires. Ultimately, it builds credibility for the business. This social media practice benefits the endorser as well, as the celebrity or influencer typically receives compensation or other perks and incentives for their support.
CREDIBILITY 
Credibility refers to the extent to which the source is recognized as possessive significant knowledge or experience to offer an unbiased judgement (carrol,2008) if information canes from a credible source, consumers, attitudes, values, opinions and behavior can be influenced threat “internalization” (Ohanian, 1991, Danesvary & sheer, 2000) internalization happens when consumers allows a source to influence accepts the influencers of the source not only because it offers a solution to a problem but also because of the source’s own credibility. Therefore, the endorsement of a product by a credible source may affects acceptance of the message and the degree of persuasion. In addition, endorsement by credible source is effective when used on consumers who initial has negative perception towards the product (Danesvary & sheer, 2000) the credible source can neutralize these perception resulting in greater message acceptance ( Boyne, whitehead & Been ). Generally, two important of sub- attributes underlined the concepts of endorser credibility, trustworthiness and expertise (Imecraken, 1989, Liu et Al, 2007, Chen and Huddleston, 2009) in fact, according to Toncer et Al (2007) trustworthiness.
TRUSTWORTHINESS 
Trustworthiness is the first dimension of endorser credibility (Mc Cranken 1989) and the terms in the years model (Shrimp, 2003) Endogan (1999) declined trustworthiness as a consumer perception of the honesty, integrity, and believability of an endorser.
Further shrimp (2003 argues that a celebrity endorser is trusted by the target audience due to the life he or she lives professionally, as revealed to the general public through the mass media. As a ‘Mahoney & Meenaghan (1997) showed that source is a basic attribute underlying source credibility that fundamentally affects attitudinal change in consumers , without trustworthiness, the other attributes possessed by the endorsers are unlikely effective in changing consumers attitudes. 
This is consistent with Akin &Block (1983), who postulated that celebrities are perceived to be more trustworthy than non-celebrities, since consumer are more easily influenced by someone, they perceived to have higher standards, Priester and petty (2003) noted that if celebrity endorser is perceived to be highly trustworthy, a consumer Might not sanitize the advertising message as much as and may unthinkingly accept the conclusion as valid. Part of this effectiveness is also derived from explanation of the Elm.
ATTRACTIVENESS 
The second general attributes that contributes to endorser effectiveness (Mc Craken 1989, Shimp, 2003). When consumers find something in an endorser that they consider attractive, Pervassion occurs through identification. Identification occurs when “individuals conform to the attitude or behavior advocated by another person because these individuals derive satisfaction from them, they are like that person” (Fredman & Friedunan, 1979) identification is related to likeable and attractiveness and is arguably the process that best explain persuasion by a celebrity endorser. The TEARS model identifies three sub - components of the general concept of attractiveness is achieved via anyone of these attributes, and does not require that a celebrity encompasses all of these simultaneously advertising 
There are many studies that have been conducted on celebrity endorsement, but there is no study which has been done exclusively to understand the perception of consumers about celebrity advertising for retails brands. The present study, the survey method, using a structure questionnaire was employed on a same of 186 respondents. The findings of these study revealed that customers prefer female celebrities over male celebrities.
The preference for celebrities was more to sensory products than central products. Customers want celebrities to entertain them as well as give information pertaining to the products in the advertisements. The factors that customers perceived to be important in selecting the celebrities for retail brands were proficiency, reliability, pleasantness. Elegance, distinctiveness, approachability and non-controversy.
According to Jeremiah Olusegun in (2013) see the celebrity endorsement in product advertisements has required increasing importance in recent years within Nigeria telecommunications industry, where they are regarded as significant components of almost all advertisements, however their effectiveness has not been sufficiently measured from the consumers perceptive. This study empirically examines factor which are critical to celebrities’ effectiveness within the context of the Nigeria telecommunications industry.
A survey of 120 consumers was conducted and the results identified that perceived expertise and credibility were the two most important factors were trustworthiness and attractiveness. Based on these results, we conceived that celebrity’s image should be taking seriously when endorsing celebrity’s image should be taking seriously when endorsing celebrities in the product of advertisements. The study concluded with an agenda theory for future research.
According to (j. Parmar. P. Pate 2015). On the impact of celebrities and non-celebrities endorsement on single parenthood. The use of celebrity in advertising has become a trend for companies and one of the best ways to strengthen brand image and marketing of products and services. Today, every company is promoting its product by using celebrities to gain customers attention and thus increase the market share. Advertising ideas involve this approach and the choice of the picking right celebrity is made through these strategies motives.
The important point for all companies is whether celebrity endorsement is beneficial for organization in long- term or it is just to create administration or structured questionnaire drawn with the aid of convenience sampling techniques to three hundred and ninety- seven (397) students, which were arrived at, by the use number estimation formula as suggested by Yamane (1967)
2.2 THEORETICAL REVIEW 
The section introduces the theoretical reviews that guide the analysis of the research questions. The theory that best describes and explain the impact.
Appraising audience perception of influence of celebrity endorsements of single parenthood on Nigeria ladies. In Ilorin East LGA are:(Uetiva theory (CT)) and the effective limited theory(ELT),which are complimentary and compatible theories that expand how cultivation and individual differences theories. This section explains the campo puts, assumptions and propositions of these reviews and their relevance and applicability to the research context 
CULTIVATION THEORY 
The cultivation theory (AKA cultivation hypothesis, cultivation Analysis)was a theory composed originally by G. Gerbner and later explained by Gerbner &Gross (1976-living with television: the violence profile journal of communication,23,76).They begin research in the mid-1960s endeavoring to study media effects, specifically whether watching television influences the audience idea and perception of everyday life and if so ,how cultivation theory states that high frequency viewers of television are more susceptible to media message and the belief that they are real and valid. Heavy view are exposed to more violence and therefore are affected by the mean world syndrome, the belief that the world is a far worse and dangerous place than it actually is cultivation research is one that studies media effects (in my opinion one of the most controversial areas of media research). Cultivation theorists posit that television viewing can have long term effects that gradually affect the audience. Their primary focus falls on the effects of viewing in the attitudes of the viewers as opposed to created behavior. The theory suggests that television and media possess a small but significant influence on the attitudes and be lifts of society about society. Those whose absorb more media are those who are more influenced. Theorists of this Persuasion are best known for their study of television violence, In hotly debated, and beaten to death topic. However, these are usually studies that expand beyond the study of violence to lover gender, demographics cultural representations, and political attitudes among many others.
The death between those considered to the light viewers and happy viewers is called the cultivation differential. this describes the export to which an attitude on a particular topic is shaped by exposed to television on notable and often discussed price of the theory is known as the “Unpan and scary world syndrome”(or “Unpan world syndrome “)in a nutshell, unpany vaporing of television and the associated violence (think :10 Network, law and order ,cs1,Ncls,Bonps etc.) opads the viewer to believe that the world is a which more dangerous places than it actually is ,with a serial kiver, rapist or pedophile working around expiry corps.
THE LIMITED EFFECTS THEORY 
The limited effects theory was proposed by Australia-Amprian sociologist Paul coalfield. The theory states that even if there is an effect carpeted by the media on the thoughts and opinions of individuals. These effects is minimal at best or limited. Mc Quail while tracking the history of research in media effects has pointed out four distinct theory Pras. in the first era, which eroded around the 1930s, media respecters proposed on all sleeping all exponential media that directly influence people’s thought opinions and attitudes. Its power was final and immediately something best presented by the magic bullet theory/the impudence people model. The profile of an au rage media consumer was one of a disassociated member of society who was easily susceptible to an all powerful, omnipresent entity whose message /dictates were uniformly consumed by all.
During the 1950s and 1960s however multiple studies in career impthodoligies were unable to find proof to substantiate the notion that the media produced on over humming effect “on its consumers: researchers started working at altpruate impennate interpretation of media cause and effect.
The second era of theories directly challenged the all-powerful notion about the media and countered that the media could not be considered as a “paid piper” but rather as a relief order/endorsee of preexisting ideas, attitudes and opinions unlike what was the belief up to than the limited effects theory gave.
2.3 EMPERICAL REVIEW 
Audience perception of celebrity Endorsement 
According to Johnson (1984) the realm of the celebrity’s impact is confined to bestow a distinctive identity and provide an effective audio visual to single parenthood. The celebrity does not have the power to improve or debilitate the efficiency and features of the single parenthood. He insisted that the health of a single parent can definitely be improved to some extent by celebrity endorsement. But one has to remember that endorsement by a celebrity is a means to an end and not an end in itself. An appropriately used celebrity according to him can prove to be a massively powerful tool that magnifies the effects of a campaign. But the Aura of cautiousness should always be there. He emphasized that celebrities alone do not guarantee success, they know the nausea of single parents.
Another empirical review is by Pedhiwal (2011) on the impact of celebrity endorsements on the influence perception on single parenthood on Nigeria ladies. According to him. The use of celebrity endorsement has become a winning formula for single parents, Pedhiwal conducted an investigation in the city of Akola with a sample size of 50 and a hypothesis: celebrity is an effective method of bullying “the result indicated that 80% of respondents agreed that celebrity endorsement is an effective tool for persuasion, while 20% disagreed. From the above result. It can be assumed that celebrity endorsements is an effective persuasion tool for single parents protection, in his conclusion, he insists that successful celebrity brand partnership have resulted in significant gain association in terms of influencing single parenthood on Nigeria ladies, right fit of the celebrity and credible sources in their choice for endorsers.
CELEBRITY RELATIONSHIP AND IMPACT 
Batra and Homer (2004) further state in their study that single parents’ beliefs have a significant impact on audience perception. They used two personalities as supporters of the study to test their impact on image research (interesting and Sophisticated). According to them, although it is easier to choose a celebrity, but tougher to establish strong relationship between the single parents and the endorser, Sujan, Bettman, and Sujan (1986)
Used this theory to show that prior of influencing the perception of celebrity endorsement on single parenthood. 
A study by Rose and Gilbert (2003) which intended to measure personality and found out four dimensions out of the five by Alaker (1997) to be included in their study, Diamantopoulos et Al (2005), used Aaker’s (1997) Bp And concluded that the framework does not generalize to individual. Another important area where researchers have delved is that of measuring the influence perception on single parents.


PREFERENCE OF CELEBRITY ENDORSEMENT 
According to Sujan (1985), when a person encounters a stimulus, single parent plan tries to integrate the stimulus with categories of information (single parenthood attributes) stored in memory. In smith (2004) single parents use this plan to judge if the image beliefs transferred from an event in a sponsorship matches the perception and their expectation by endorsers. Also (Goodstein, 1993) supported the celebrity endorser can influence single parenthood, attitude and behavioral intentions towards single parents. It also showed that the more fit between between single parents and events, the more likely image transfer will be increased. Interesting is to find out what the influence perception preferences is, unfortunately not many studies have been conducted on single parents issues in sponsorships or on the impact preference in sponsorships, however, based on the above we can assume that preference will be influence by the interaction of image transfer in a congruent context. Researcher have used various theories in course of studies such as associative networks theory (Mistra and Bettys 1990). Elaboration likelihood model ( kirmani and shiv, 1998) AB’s theory of correspondent inferences (Cronley et Al . 1999: Silvera Avd Nutsad 2004)
The match- up studies also have their share of contradictory findings. A content analysis of advertisements published in sports illustrated, featuring athlete endorsers by jones and Schumann (2000) had findings which go against the match- up hypothesis. Some of the major findings by jones and Schumann (2000) were female oriented were being endorsed by male athletes, single parents unrelated to the sport of a particular celebrity athlete were endorsed by the 12 athlete and a significant proportion of the ads did not have a message which reinforced the connection between the endorser and because of lack of explanatory peer of the source model.

CHAPTER THREE
RESEARCH METHODOLOGY
Research methodology can be defined as road map that entails the process a study will take it explain in clear terms procedures through which a research data will be gathered, processed and analyzed. According to John.W Creswell defines research methodology as the over tall strategy or plan for conducting research it encompasses the method procedures and techniques used to collect and analyzed data in other to answer research questions or text hypothesis. Creswell emphasizes the important of selecting the most appropriate research design and methods based on the research problem and the research question being asked.
There are many different types of research methodologies but some of most common ones are quantitative, qualitative and mixed methods. This chapter covers the methodology adopted in gathering of relevant information needed for actualization of the objectives of the study. the chapter is therefore discussed under the heading of research designs, area of the study population of the study sampling size and techniques, instrument for data collection, validation of the instrument method of data collection and analysis 
3:1 RESEARCH DESIGN 
The design of the study is descriptive survey design this study are mainly concerned with describing event as they are without any manipulation being observe ( Ali, 2020) descriptive survey design is used for studies which aim at collecting data and describing in a systematic manner, the characteristics feature of facts about a given population (Nworgu, 2022).
For the study, a mixed method research design was employed which combines both qualitative and quantitative data method.
A mixed method design was deemed appropriate for studying the audience perception for influence of celebrity endorsements on single parenthood Ilorin East L.G.A. As it allows for comprehensive and holistic understanding of the phenomenon for multiple perceptive and source of evidence, A mixed method design also anabies the research to address the research questions at different levels of analysis, such as individual group and community. 
 The quantitative data was obtained from a survey of single parenthood ladies in Ilorin east LGA, which aimed to measure their exposure and engagement with single parenthood ladies.
3.2 POPULATION OF THE STUDY 
The population of the study according to Ogile (2019,p,53)involves a group of people or aggregate items, things, the researcher is interested in getting information from the study.
The population influence of celebrity endorsements of single parenthood on Ilorin ladies: it is believe that some population of the research is living in Ilorin east Kwara state, which is consist of LGA on Kwara state. Nigeria. 
Ilorin east. LGA has a population of about 204,310, people according to the (2006) census. The local government covers on area of 486km (2) and comprises 12 wards and 37 communities.
3.3 SAMPLE SIZE 
Sample size are collection of individuals, subject, elements and so forth that a researcher intends to use for the study. Therefore, the portion of a population selected for a study is known as sample size 
3.4 SAMPLING TECHNIQUES 
James and Henry (2014) define sampling technique as the process of selecting representatives’ elements from of the sample of a given population.
Sampling techniques is a scientific process of selecting representative as a study population, in this research, no sampling is being used.

3.5 RESEARCH INSTRUMENT 
Yates et Al (2008) sees the instrument of data collection as the tools, gadgets used by a researcher to gathering of data which could be primary or secondary `for the purpose of this study, the researcher used questionnaire in order to collect data. 
Questionnaire is mostly used in conducting in this study was questionnaire on the influence of audience perception of celebrity and endorsement on single parenthood on Nigeria ladies.
The questionnaire was made if two sections: A and B. Section A sought demographic information such as school, age, sex status while sections b was designed to obtain celebrity response to the effects of appraising the audience perception influence of celebrity endorsement on single parenthood on Nigeria Ladies.
3.6 VALIDITY AND RELIABILITY OF THE INSTRUMENT 
Historically, validity has been defined as the degree to which a test or a measuring instrument actually measures what it supposed to measure or how a test or a meaning instead fulfill it function (Anastasia Urbina, 1997)
Validity is a way of mechanism of determining certain instruments variables of data can measure what they are designed to measure by a research whole reliability on the other hand, is concerned with the consistency of an instrument (questionnaire) use is a valid because it is the most appropriate instrument for data collection.
3.7 METHOD OF ADMINISTRATION OF INSTRUMENT 
The instrument used in this study is questionnaire and it will be distributed through personal visit and consultation. The questionnaire has permission of the local government chairman and the resident of Ilorin local government.
The questionnaire contained question which helps the researcher to get the right option or view of the view of the subject or respondents.
3.8 METHOD OF DATA ANALYSIS 
To make the analysis of the data collection samples. Frequency count was used statistical computation was done manually.
Furthermore, table as part, of the descriptive statistic techniques was used mostly to the best of the research questions and each respondent were scored according to the basis or frequent distributed. 
In this study the research uses attest which is statistical hypothesis text used in the analysis of contingency table. In simple terms this test is primarily used to examined whether two categorical variables are independent influencing the test statistics.













CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0	INTRODUCTION
		Data analysis is the most crucial part of process used in research for reducing data to story and interpreting it to drive insight. In this chapter data are recognized into tables so that statically and logically conclusion can be gotten frills the collated data merit will be discussed in this research work, the sample percentage, tabular presentation in presenting the primary data generated from the field during this would enable easy, convenience, clarity comprehension. The research presents all the questionnaire items that would provide answers to the researcher identified problem and all the presentations and analysis should be in conformity with questionnaire item and response.
4.1	DATA PRESENTATION
Data presentation is defined as the process of using various formats to usually represent the relationship between two or more data sets to total can informed decision can be made based on them. It also refers to the organization and presentation of data into table, graph and chart.
However, the organization and presentation of data shall be according to questionnaire items and response in the (20) twenty questionnaire develop from the two framed research question, the researcher aimed at using them to provide an answer to his topic.
SECTION A: ANALYSIS OF BIO-DATA RESPONDENTS.
TABLE 1: AGE OF RESPONDENTS.
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	18-25
	69
	69%

	26-35
	25
	25%

	36-45
	6
	6%

	46-Above
	0
	0%

	TOTAL
	100
	100%


 Source: research survey, 2025
From table 1 above, it shows the total population of respondents of 100, Above 69 (69%) respondents are between 18-25 years of age, 25(25%) respondents are 26-35 years of age, 6(6%) of respondents are 36-45 years of age, 0(0%) of respondent are 46-above.
TABLE 2: SEX OF RESPONDENT
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	MALE
	42
	42%

	FEMALE
	58
	58%

	TOTAL
	100
	100%


Source: research survey, 2025
Table above show that the total population of respondents of 100, 42(42%) are male respondent and 58(58%) of the respondents are female.
TABLE 3: RELIGION OF RESPONDENTS
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	CHRISTIANITY
	35
	35%

	MUSLIM
	57
	57%

	OTHERS
	8
	8%

	TOTAL
	100
	100%


Source: research survey, 2025
From table 3 above, that 35(35%) of respondents are Christian and 57(57%) of respondents are Muslim and 8(8%) of respondents are others
TABLE 4: MARITAL STATUS
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	SINGLE
	70
	70%

	MARRIED
	30
	30%

	DIVORCE
	0%
	0%

	TOTAL
	100
	100%


Source: research survey, 2025
Table 4 above show that 70(70%) of the respondents are single and 30(30%) are married and 0(0%) of the respondents are divorce.
TABLE 5: OCCUPATION OF RESPONDENTS
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	STUDENT
	74
	74%

	CIVIL SERVANT
	19
	19%

	TRADER
	5
	5%

	OTHERS
	2
	2%

	TOTAL
	100
	100%


Source: research survey, 2025
Table 5 above shows that 74(74%) of the respondent are students while 19(19%) of the respondent are civil servants, 5(5%) of the respondents are trader and 2(2%) are others.


SECTION B: QUESTION TO RESPONDENTS
TABLE 6: CELEBRITY BEHAVIOR ON SINGLE PARENTHOOD HAS IMPACT ON NIGERIA LADIES
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	STRONGLY AGREE
	57
	57%

	AGREE
	30
	30%

	NEUTRAL
	11
	11%

	DISAGREE
	1
	1%

	STRONGLY DISAGREE
	1
	1%

	TOTAL
	100
	100%


Source: research survey, 2025
Table 6 above shows that 57(57%) of the respondents strongly agree that celebrity behavior on single parenthood has impact on Nigeria ladies, 30(30%) of the respondent agree, 11(11%) of the respondents are neutral while 1(1%) of the respondents disagree and 1(1%) of the respondents strongly disagree with the statistic.
TABLE 7: CELEBRITY ON SOCIAL MEDIA CONTRIBUTED TO THE INSTABILITY OF MARRIAGE AMONG SINGLE PARENTHOOD.
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	STRONGLY AGREE
	35
	35%

	AGREE
	40
	40%

	NEUTRAL
	8
	8%

	DISAGREE
	14
	14%

	STRONGLY DISAGREE
	3
	3%

	TOTAL
	100
	100%


Source: research survey, 2025
Table 7 above shows that 35(35%) of the respondents strongly agree that celebrity in social media contributed to the instability of marriage among single parenthood. 40(40%) of the respondents agree while 8(8%) of the respondents are neutral, 14(14%) of the respondents disagree and 3(3%) of the respondents strongly disagree.
TABLE 8: SOCIAL MEDIA CELEBRITY INFLUENCE WOMAN IN SOCIAL VALUE AND CULTURE.
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	STRONGLY AGREE
	43.6
	43.6%

	AGREE
	27.7
	27.7%

	NEUTRAL
	19.8
	19.8%

	DISAGREE
	8.9
	8.9%

	STRONGLY DISAGREE
	0
	0%

	TOTAL
	100
	100%


Source: research survey, 2025
Table 8 above shows that 43.6(43.6%) of the respondents strongly agree social media celebrity influence woman in social value and culture, 27.7(27.7%) of the respondent agree while 19.8(19.8%) are neutral. 8.9(8.9%) of the respondents disagree and 0(0%) of the respondent strongly disagree.
TABLE 9: SOCIAL MEDIA CELEBRITY INFLUENCE WOMAN ON NIGERIA LADIES DRESSING.
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	STRONGLY AGREE
	37
	37%

	AGREE
	37
	37%

	NEUTRAL
	12
	12%

	DISAGREE
	14
	14%

	STRONGLY DISAGREE
	0
	0%

	TOTAL
	100
	100%


Source: research survey, 2025
Table 9 shows that 37(37%) of the respondents strongly agree that social media celebrity influence woman on Nigeria dressing, 37(37%) of the respondents agree while 12(12%) of the respondents are neutral, 14(14%) of the respondent disagree with the statement while 0(0%) of respondents strongly disagree.
TABLE 10: SOCIAL MEDIA CELEBRITY HAVE PLAYED VITAL ROLES IN CREATING AWARENESS ABOUT MARRIAGE AFFAIR.
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	STRONGLY AGREE
	35
	35%

	AGREE
	30
	30%

	NEUTRAL
	15
	15%

	DISAGREE
	9
	9%

	STRONGLY DISAGREE
	11
	11%

	TOTAL
	100
	100%


Source: research survey. 2025
Table 10 above shows that 35(35%) of the respondents strongly agree that social media celebrity have played vital roles in creating awareness about marriage affairs. 30(30%) of the respondent agree, 15(15%) of the respondents are neutral while 9(9%) of the respondents disagree and 11(11%) of the respondent strongly disagree with the statement.


TABLE 11: CELEBRITY PARTOOK IN CREATING AWARENESS OF MARRIAGE AFFAIR AGAINST DIVORCE.
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	STRONGLY AGREE
	48
	48%

	AGREE
	26
	26%

	NEUTRAL
	11
	11%

	DISAGREE
	11
	11%

	STRONGLY DISAGREE
	4
	4%

	TOTAL
	100
	100%


Source: research survey, 2025
Table 11 above shows that 48(48%) of the respondents strongly agree that celebrity partook in creating awareness of marriage affairs against divorce, 26(26%) of the respondent agree, 11(11%) of the respondents are neutral while 11(11%) of the respondent disagree and 4(4%) of the respondents strongly disagree.
TABLE 12: SOCIAL MEDIA HAVE BEEN USEFUL FOR CAMPAIGN AGAINST SINGLE PARENTHOOD.
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	STRONGLY AGREE
	38
	38%

	AGREE
	27
	27%

	NEUTRAL
	20
	20%

	DISAGREE
	8
	8%

	STRONGLY DISAGREE
	7
	7%

	TOTAL
	100
	100%


Source: research survey, 2025
Table 12 shows that 38(38%) of the respondents strongly agree that social media have been useful for campaign against single parenthood, 27(27%) of the respondent agree while 20(20%) of the respondent are neutral, 8(8%) of the respondents disagree and 7(7%) of the respondents strongly disagree with the statement.
TABLE 13: CELEBRITY ON SOCIAL MEDIA EDUCATE WOMAN ON SINGLE AFFAIR
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	STRONGLY AGREE
	36
	36%

	AGREE
	28
	28%

	NEUTRAL
	15
	15%

	DISAGREE
	11
	11%

	STRONGLY DISAGREE
	10
	10%

	TOTAL
	100
	100%


Source: research survey, 2025
Table 13 shows that 36(36%) of the respondents strongly agree that celebrity on social media educate woman as single affair, 28(28%) of the respondents agree, 15(15%) of the respondent disagree, 10(10%) of the respondents disagree with the statement,
TABLE 14: CELEBRITY ON SOCIAL MEDIA EDUCATE AND SENSITIZE WOMEN IN MARRIAGE AFFAIR 
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	STRONGLY AGREE
	47
	47%

	AGREE
	27
	27%

	NEUTRAL
	14
	14%

	DISAGREE
	10
	10%

	STRONGLY DISAGREE
	2
	2%

	TOTAL
	100
	100%


Source: research survey, 2025
Table 14 above shows that 47(47%) of the respondents strongly agree that celebrity on social media educate and sensitize women in marriage affair, 27(27%) of the respondents agree, 14(14%) of the respondents are neutral while 10(10%) of the respondents disagree, 2(2%) of the respondents strongly disagree with the statement.

TABLE 15: SOCIAL MEDIA CELEBRITY HAVE PLAY VITAL ROLES IN CREATING AWARENESS ABOUT MARRIAGE AFFAIR.
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	STRONGLY AGREE
	38
	38%

	AGREE
	25
	25%

	NEUTRAL
	14
	14%

	DISAGREE
	15
	15%

	STRONGLY DISAGREE
	8
	8%

	TOTAL
	100
	100%


Source: research survey, 2025
Table 15 above shows that 38(38%) of the respondents strongly agree that social media celebrity have played vital roles in creating awareness about marriage affair, 25(25%) of the respondents agree while 14(14%) of the respondents are neutral, 15(15%) of the respondents disagree and 8(8%) of the respondents strongly disagree with the statement.
TABLE 16: WOMEN IN NIGERIA CHOOSES SOCIAL MEDIA CELEBRITY AS ROLE MODEL AND PERCEIVED THEIR WAYS OF LIFE AS BEST OPTION.
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	STRONGLY AGREE
	46.5
	46.5%

	AGREE
	25.7
	25.7%

	NEUTRAL
	14.9
	14.9%

	DISAGREE
	7.9
	7.9%

	STRONGLY DISAGREE
	5
	5%

	TOTAL
	100
	100%


Source: research survey, 2025
Table 16 above shows that 46.5(46.5%) of the respondents strongly agree that women in Nigeria chooses social media celebrity as role model and perceived their ways of life as best option, 25.7(25.7%) agree, 14.9(14.9%) are neutral while  7.9(7.9%) disagree and 5(5%) of the respondent strongly disagree with the statement.
TABLE 17: CELEBRITIES INFLUENCE SOCIAL MEDIA USERS DECISION MAKING TOWARDS SINGLE PARENTHOOD.
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	STRONGLY AGREE
	36
	36%

	AGREE
	27
	27%

	NEUTRAL
	18
	18%

	DISAGREE
	14
	14%

	STRONGLY DISAGREE
	5
	5%

	TOTAL
	100
	100%


Source: research survey, 2025
Table 17 above shows that 36(36%) of the respondents strongly agree that celebrities inference social media users decision making towards single parenthood, 27(27%) of the respondents agree, 18(18%) of the respondents are neutral while 14(14%) of the respondents disagree and 5(5%) of the respondents strongly disagree with the statement.
TABLE 18: CELEBRITIES AFFECTIVELY CHANGE THE PERCEPTION OF LADIES IN EAST CENTRAL TOWARDS SINGLE PARENTHOOD.
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	STRONGLY AGREE
	47
	47%

	AGREE
	22
	22%

	NEUTRAL
	17
	17%

	DISAGREE
	9
	9%

	STRONGLY DISAGREE
	5
	5%

	TOTAL
	100
	100%


Source: research survey, 2025
Table 18 above shows that 47(47%) of the respondents strongly agree that celebrities affectively change the perception of ladies in east central towards single parenthood, 22(22%) of the respondents agree, 17(17%) of the respondents are neutral while 9(9%) of the respondents disagree and 5(5%) of the respondents strongly disagree with the statement.
TABLE 19: CELEBRITY ENDORSEMENT REDUCE STIGMA AROUND SINGLE PARENTHOOD AMONG LADIES.
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	STRONGLY AGREE
	51
	51%

	AGREE
	26
	26%

	NEUTRAL
	8
	8%

	DISAGREE
	11
	11%

	STRONGLY DISAGREE
	4
	4%

	TOTAL
	100
	100%


Source: research survey, 2025
Table 19 above shows that 51(51%) of the respondents strongly agree that celebrity endorsement reduce stigma around single parenthood among ladies, 26(26%) of the respondents agree, 8(8%) of the respondents are neutral while 11(11%) of the respondents disagree and 4(4%) of the respondents strongly disagree.
TABLE 20: CELEBRITY ENDORSEMENTS INCREASE AWARENESS AND PROMOTE POSITIVE ATTITUDES TOWARDS SINGLE PARENTHOOD AMONG NIGERIAN LADIES.
	RESPONSE
	NO. OF RESPONSE
	PERCENTAGE

	STRONGLY AGREE
	35
	35%

	AGREE
	26
	26%

	NEUTRAL
	10
	10%

	DISAGREE
	13
	13%

	STRONGLY DISAGREE
	16
	16%

	TOTAL
	100
	100%


Source: research survey, 2025
Table 20 above shows that 35(35%) of the respondents strongly agree that celebrity endorsements increase awareness and promote positive attitudes towards single parenthood among ladies in Nigeria, 26(26%) of the respondent agree while 10(10%) of the respondents are neutral, 13(13%) of the respondents disagree and 16(16%) of the respondents strongly disagree.
4.2	ANALYSIS OF RESEARCH QUESTION
	The result obtained from analyzed data of this study was presented in this chapter to answer research question raised in this study. Table and percentage was used while the data was run through administration of question.
	To answer the question posed in the study “APPRAISING THE AUDIENCE PERCEPTION OF CELEBRITY ENDORSEMENT ON SINGLE PARENTHOOD ON NIGERIA LADIES” would be analyzed. A hundred (100) copies of the questionnaire were administered to the respondent. All the copies of the question distributed were returned.
Research Question 1: What are the impacts of celebrity endorsement on single parenthood on social media among ladies in east central?
	The data on table 6 answered the question: the impact of celebrity endorsement on single parenthood on social media among ladies in east central.  This table shows that 57(57%) of the respondents strongly agreed, 30(30%) of the respondent agreed, 11(11%) of the respondent are neutral while 1(1%) of the respondents disagree and 1(1%) of the respondents strongly disagree. Highest number of respondents strongly agreed that celebrity behaivour on single parenthood has impact on Nigeria ladies.
Research Question 2: Does celebrities’ inference social media users decision in moving towards single parenthood?
The data on table 17 answered the question: does celebrities inference social media users decision in making towards single parenthood. This table shows that 47 (47%) of the respondents strongly agreed, 22 (22%) of the respondents agreed, 17 (17%) of the respondents are neutral while 9 (9%) of the respondents disagreed and 5 (5%) of the respondent strongly disagree with the statement, the findings shows that celebrities inference social media users decision in making towards single parenthood.
Research Question 3: Do celebrities effectively change the perception of ladies in east central towards single parenthood?
The date table 18 answered the question that celebrities effectively change the perception of ladies in east central towards single parenthood. This table shows that 49 (49%) of the respondents strongly agreed. 22 (22%) of the respondents agreed. 17 (17%) of the respondents are neutral. While 9 (9%) of the respondents disagree and 5 (5%) of the respondents strongly disagree with the statement.
4.3	Discussion of Findings
Researchers have aquatically prove that most films appeal to the a motion of its viewers and ultimately affected their world view. Because of the developing motions of adolescent, films can have a huge effect on their lives. In a study of retention rate of film details between different age groups Rosen, (2020).
Table 6 shows that the impact of celebrity endorsement of single parenthood on social media and its perception among women in cast central. In item 1, majority of the respondent with 160 (80%) agreed celebrity behaviours on marital affairs on social media has impact on the marriage affairs of women. In item 2, majority of the respondents shows that 35 (35%) of the respondents agreed that celebrities on marital affairs on social media contributes to the instability of marriage among women in east central. Also in item 3, it was reflected that most 35 (35%) strongly agree and 40 (40%) of the respondents consented that social media celebrities influence women on social values, cultural norms. In item 4, of the option 65 (65%) of the respondents indicated that social media celebrities influence women in east central on dressing habit. Lastly, in item 5, it shows that majority 74 (74%) of the respondents agreed that celebrities partook in creating awareness on single parenthood of ladies. The results of the analysis shows the impact of celebrity endorsement on single parenthood on Nigeria ladies among women in east central.
According to cultivationalist, the synthetic reality of social media celebrities influence heavy viewers attitude and behavior social media and society have a collaboration bond social media and society services as a “learning government” that mirrors and leads society (Gorbner, Gross, Morgan and Signorelli, 1986).
Also in table 7, item 3, it was reflected that most 85 (85%) of the respondents consented that women desirability is based on celebrity endorsement on social media. In item 4, it was shows that majority 200 (100%) of the respondents agreed that social media celebrities inference social media users decision in making towards single parenthood.
The purpose of this study is to examine the “perception influence of celebrity endorsement on single parenthood on Nigeria Ladies” the result obtained the statistical analysis in this study was used to provide an answer to this research study as data were presented into tables using simple percentage tabular presentation in the chapter four of this study to provide an answer to the question raised in this study. Define questions was asked in the questionnaire to generate answers to each of the question posed in this study. 100 questionnaires were administered to the respondent and all the copies of the questionnaire were returned.

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary
This chapter presents the summary of a study that investigated how celebrity endorsements on social media influence Nigerian ladies “perceptions of single parenthood and marriage, particularly in east central, Ilorin. The research used a mixed methods approach, combining both qualitative and quantitative data from participants of diverse demographics.
Key findings shows that social media celebrities significantly affect attitudes, behaviours and beliefs related to marriage and divorce. The study found that frequent media consumption, especially of celebrity content contributes to changing views on divorce, making it less stigmatized. Additionally, celebrities play a key role in shaping discussions around marriage and single parenthood, sometimes being seen as  influential weapons in campaigns on these issues.
Research has indicated that social media celebrities has the ability to shift and cultivate perception of various views (Morgan and Shanaban, 2010). The more one consumes television, the higher the change for observable effects, the first objective of this study was to determine if a correlation existed between social media’s glamorization of divorce through various – content programming and a less stigmatized perception of divorce.
The second and the third goals were to determine if celebrities affectively change the attitude/perception of women in east central Ilorin towards single parenthood (RE 2 and RE 3) in general and in accordance with cultivation research. The research suggested that social media celebrities endorsement, to some extent can effect divorce perception in this study. Over 200 undergraduates students responded to question about their perception of marriage and divorce and their television usage. Finding were consistent with the reasoning that repetition and consumption of television can lead to a shirt in ideologies (Shanuban, 1999).
5.2	Conclusion
This research examined “The accessing audience perception influence on celebrity endorsement of single parenthood on Nigerian ladies” the findings suggest that the way celebrities disclose marital issues on social media may influence audience perception, particularly in normalizing single parenthood and divorce.
The study which involved over 200 undergraduates students, showed that increased exposure to celebrity content and television programs could shift individuals moral perceptive. As media consumers, our volumes and decision are often influenced by what is commonly portrayed and accepted in the media. Therefore, it is unsurprising that frequent television viewership and following celebrities can realign an individual’s moral compass with the values projected in media narratives including those related to divorce and single parenthood.
The result indicate that the public disclosure of marital privacy by celebrities does not necessarily cause online infidelity, but may influence audience perception especially when such disclosures are not balanced with proper interpersonal communication. Moreover, while online infidelity is not directly caused b those disclosures, they may contributes to relationship breakdowns if not handles properly.
Participants in the study identified the most sensitive areas of marital privacy to include intimacy, sexual relationships, and conflict, sharing such private matters online, especially on platforms like facebook, was often perceived as taboo, unhelpful and potentially damaging.
In conclusion, while the influence of celebrity disclosures on social media is significant, it should be approached with caution, especially given the potential implications for how young women perceived relationships and single parenthood.
5.3	Recommendations
The following are hereby recommends;
1. Introduction of film production courses: institutions should introduce general course on film production to help students understand that many scenes and portrayals in films are fictional and often a reflection of the director’s or producer’s imagination, this will help reduce the tendency of viewers to accept media portrayals as reality.
1. Enforcement of press code in tertiary institutions: universities and other tertiary institution should take the enforcement of dress codes seriously. Students who violated dress code policies should be appropriately sanctioned to maintain discipline and uphold institutional values.
1. While selecting films to watch especially those produced in Hollywood, students should be discovering enough to choose one that teaches good morals, films that centre on the importance of one losing one’s virginity or robbing a bank is highly detrimental to the mores and general life style of students. Therefore, every students should avoid such films.
1. The religious authority should invite/provide guidance counselors to visit their schools periodically and address the students on marriage affairs.
1. Alternatively, is seminars/workshop could be organized for husband and wife periodically on ways to counsel and handle marital crisis. These cousnelors should be able to inspire both husband and wife to obtain from excessive viewing of social media celebrities.
1. Women should choose appropriate role models in society who were able to move to greatness.
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