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Abstract
This study investigates the perception of Kwara State Polytechnic students regarding Facebook as an effective platform for digital marketing. With the increasing reliance on social media for brand promotion and consumer engagement, this research aims to explore how students at Kwara State Polytechnic, Ilorin, perceive the role of Facebook in influencing their purchasing decisions, brand awareness, and interaction with businesses. Utilizing a descriptive survey design, data will be collected through structured questionnaires administered to a sample of students across various departments. The study examines factors such as content relevance, engagement strategies, and trust in advertisements on Facebook, assessing their impact on consumer behavior. Findings are expected to reveal the extent to which Facebook serves as a viable digital marketing tool among young, tech-savvy audiences and provide insights for businesses targeting this demographic. Recommendations will be offered to enhance the efficacy of Facebook marketing strategies within the Nigerian tertiary education context.
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CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
	The new innovation in media has introduced new dimensions to human communication. One of such dimensions is the introduction of the social media. Social media are media for social interaction. They are sites that are based on user participation that allow individuals or groups to generate content and engage in conversations and exchange of contents (Wikipedia). Facebook is one of the biggest social networking web sites in Nigeria. All over the world, the use of Facebook is not limited to socializing and chatting but now it plays a vital role for promoting business, brands and so on. It is one of the most effective ways to communicate with your friends and family from Nigeria to anywhere abroad. It is one of the most visited social sites these days with the highest number of followers, visitors and users. Today, Facebook has its own worth and importance in the business world. It is the best way to interact with millions of people at one place with little cost.
	There are many companies working as vendors for Facebook Advertising. Mostly telecommunication companies in Nigeria are working towards new marketing strategies and are in competition with other companies through their own Marketing and Advertising Departments. Many companies have made their entire departments according to their need to control the design and social media promotional activities. Social media is different from traditional media because it is created by the users of these web sites and the users have more control over the use of the materials in time and can create their own.
	Social media are also online media that promote participation, openness, conversation, community, connectedness, interactivity, collaboration and information sharing (Mayfield, 2008: 1; Shepherd, 2009:1; Rodman, 2010: 278 and Stagno, 2010: 1). Social media build on the ideological and technological foundations of Web 2.0, which allows for collaboration and the creation and exchange of user-generated content (Kaplan and Haenlein 2010a: 61). Arens, Weigold and Arens (2011: 552) remark that “these sites are called social, primarily, for their ability to connect like-individuals in a manner that have never been seen before”. Social media allow people to exchange personal comments, political views, business ideas and commercial messages using various online platforms such as blogs, microblogs and social networks. The increasing rate of growth of these social media has made it impossible for them to be ignored by individuals and business organizations (Omeruo 2010:12). Giving credence to the above, Osae-Brown & Emelike (2011:12) notes that social media are changing the way some business people communicate with their customers; the same way that consumers are using the social media to take charge of their shopping experience and connect with others. They explain that these social media have become an instantaneous marketing tool used by ambitious marketers to create awareness for their products and services and build strong online presence and community. 
	Dominick (2009:32) explains that advertisers particularly showcase their products/services on social networks and use networks such as blog ads to target specific blogs whose readers would be likely customers. Some advertisers also have links or hyperlinks below their adverts to connect their customers to their websites, social networking homepages or blogs. Social media are “undoubtedly shaping and redefining the nature of communication among people all over the world” (Nnanne 2011:5) especially, the way advertisers communicate, interact and engage with customers and the way customers also engage with business organizations/entrepreneurs they do business with . 
	The attraction to social media by business organizations/entrepreneurs is that barriers are broken as they can relate to customers on a one-on-one basis. Prior to now advertisers hardly hear what consumers are saying about their products unless they embark on research but “social media, blogs and micro blogs have made it possible for consumers to express their opinions and experiences about a pr oduct” (Arens, Weigold and Arens, 2011:552). These possibilities stem from social media highly interactive nature. Sometimes, friends would have to draw the attention of their friends to some services or products they have seen or used on social platforms. The degree of trust a person has for his friend might determine if he would trust an advertisement referred to him by his friend or not. Moriarty, Mitchell & Wells (2009:343) made this clearer when they said that “your relationships with friends will affect how you respond to adverts in social media”. The above assertion explains the genuine building of social authority which is a key component in successful social media advertising. Social authority implies that business organizations have to make people believe that they are credible, take good care of their reputation, and value their existing customers because these people are sources of information for their potential customers as they do not only use their products/services but interact with their friends about such products on social platforms. 
	There are five major forms of social media namely: Web logs, communities, forums, content aggregators and social networks, (Constantinides & Fountain 2008). Of these forms of social media, social networks are particularly important to this study. Social networks are applications that allow users to build personal profile, websites or web pages and connect to each other, for example, Facebook and Twitter. Facebook give business organizations the opportunity to meet their target markets as well as afford individuals the opportunity to connect to the organizations and brands they like and learn more about their products and services. In Facebook, an individual is expected to connect to a brand by “liking” them. While in Twitter an individual “follows” a company of choice to get tweets from them. Diamond (2008:165) explains that “individuals want to do business with people they like, so a company needs to be likeable” Facebook advertising platform is known as Facebook Ads. 	Tuten (2008:38) explains that Facebook has offered advertisers more strategic value with a mix of strategic vehicles, including targeted display ads and sponsored stories, known as Social Ads, branded profiles known as Facebook Pages, a developer incentive program to encourage content development called Facebook Developers, and News feed. He notes further that Facebook Social Ads are targeted at specific users based on member profiles and behavior in the network. For instance, Facebook Ads can be delivered to users whose friends have recently engaged with the brand’s Facebook profile or visited the brand’s website. Even the location of delivery for social ads can be targeted with ads appearing next to News feeds of friends (a Facebook feature that allows friends to update others on their recent activities). By delivering ad impressions that are related to news feeds, Facebook encourages discussion and word-of-mouth communication about a brand. However, Twitter advertising system is called Promoted Tweets. Promoted Tweets enable companies to speak to users that do not currently follow their account (Morrissey, 2011:3). Twitter allows an individual/company to share thoughts, information, links, ideas etc. with the Web at-large and to be able to communicate directly, privately or publicly, with other Twitter users (Thomases, 2010:4). “Twitter use is known as “microblogging”, a kind of hybrid between blogging and social networking, where users post tweets of 140 characters or less that responds to the site’s orienting question of what are you doing”?(Shepherd, 2009:150).
	Brands often use Twitter for news, promotions, business development and marketing. Companies/entrepreneurs can also monitor their brands reputation because most “tweeps” (twitter users) speak their minds about things they like or dislike about a product. This makes it possible for brands to monitor and measure what users are saying about them in real time (Thomases, 2010:19).
	However, it is just as important to understand the motivations behind why people use social media (Facebook and Twitter) as it is to understand how they serve as advertising vehicles. This is because while much is uncertain about social media, one thing is sure, they have been widely adopted by the masses. Therefore, this study assessed the use of social media as advertising vehicles with focus on Facebook.

1.2 	Statement of the Problem
	In recent years, more consumers have been using different types of social media to search for information that influences their purchasing decisions. They not only extend their social networks to people they have met in person to gather opinions about products and services but also become fans of business organizations on social media sites to communicate with marketers and other consumers (Razorfish, 2009:2). Since the introduction of Facebook, a growing number of commercial organizations are embracing them as part of their marketing strategy. They have seemingly discovered the potential of the social media in promoting customer relations and increasing product patronage. Being that social media are a new form of advertising platforms and are still evolving in Nigeria, it is unknown the percentage of users, entrepreneurs/business organizations in Ilorin that are aware of them and utilizing them to engage with their brands or customers as the case may be. It is not also known how entrepreneurs/businesses using them have fared in terms of improved patronage. With 4.3 million, Facebook users as at November 2011 in Nigeria (www.socialbakers.com/facebook statistics) and One million, six hundred and forty six thousand, two hundred and twelve (1,646, 212) tweets generated from Nigeria; the third tweeting nation in Africa (Augoye, 2012), the researcher was interested in finding out whether the residents of Port Harcourt, one of Nigerians most vibrant commercial cities, are participating in the growing phenomenon. Are they using Facebook? Do they patronize goods/services advertised on social media? Are business organizations/entrepreneurs utilizing the advantages of this “ready” and huge social market to relate with their customers on a more personal level? This study assessed the use of these new media as advertising vehicles with a focus on Facebook.
1.3  	Research Objectives 
i. To find out if students of Kwara State Polytechnic make use of facebook for digital marketing.
ii. To examine possible effects of facebook on the marketing activities of the students.
iii. To find out the relationship between traditional marketing tools and facebook.
1.4 	Research Questions
1. Do students of Kwara State Polytechnic make use of facebook for digital marketing?
2. What are the possible effects of facebook on the marketing activities of the students?
3. What are the relationship between traditional marketing tools and facebook?
1.5		Scope of the Study
	This study focuses on the audience perception of facebook as a platform for digital  marketing among Kwara State Polytechnic students. A certain number of students are into small scale business which definitely needs to be marketed. These will be analyzed and used to show the ways through which an students can use facebook as a digital technology marketing as a marketing tool in their enterprise. The reason for choosing digital marketing is that digital marketing is widely used by students of higher learning to shop rather than going to conventional market.
1.6 	Significance of Study
	This study is important because it revealed the success or failure of facebook in digital marketing and thus, will help both government and private business executives to decide if facebook advertising should be part of their advertising budget or not. 
	This study will enlighten intending advertisers on how to package their social media advertising campaign since it will reveal the extent of awareness of the use of facebook platform as a digital marketing tool. The factors that hamper effective application of facebook in advertising as this study will show will act as precautionary measures for intending users particularly advertisers. 
	This study will equally serve as a platform for further enquiries in related subject matters and as a resource material for researchers who intend to carry out studies in this and other related areas.
1.7 	Definition of Terms
· Facebook: A social media platform where users can connect with friends and family, share updates, and engage with content.
· Perceived Influence: The subjective understanding or belief held by individuals regarding the impact or effectiveness of Facebook in achieving certain goals, such as digital marketing.
· Digital Marketing: The practice of promoting products or services using digital channels, such as social media, websites, search engines, and email, to reach consumers.
· Platform: Refers to the digital environment or medium provided by Facebook for users to interact, share content, and engage with others.
· Engagement: The measure of interactions (likes, comments, shares) that content receives on Facebook, often indicating its reach and effectiveness.
· Algorithm: The set of rules or calculations used by Facebook to determine which content appears in users' news feeds based on factors like relevance, engagement, and relationship with the user.
· Targeting: The process of selecting specific demographics, interests, or behaviors to tailor digital marketing efforts and reach relevant audiences on Facebook.
· Ads Manager: Facebook's tool for creating, managing, and analyzing advertising campaigns on the platform, including targeting options and budget allocation.
· Reach: The total number of unique users who see a piece of content or an advertisement on Facebook, indicating its potential exposure.
· Conversion: The desired action taken by a user in response to a digital marketing campaign on Facebook, such as making a purchase, filling out a form, or signing up for a newsletter.
· Influencer Marketing: The practice of partnering with influential individuals on Facebook (or other platforms) to promote products or services to their followers, leveraging their credibility and reach.
· Analytics: The collection and analysis of data related to Facebook marketing campaigns, including metrics like engagement, reach, conversion rates, and demographics, to inform future strategies.




CHAPTER TWO
LITERATURE REVIEW
2.1	Conceptual Framework
2.1.1	Concept of Facebook
	Facebook, American online social network service that is part of the company Meta Platforms. Facebook was founded in 2004 by Mark Zuckerberg, Eduardo Saverin, Dustin Moskovitz, and Chris Hughes, all of whom were students at Harvard University. Facebook became the largest social network in the world, with nearly three billion users as of 2021, and about half that number were using Facebook every day. The company’s headquarters are in Menlo Park, California. Access to Facebook is free of charge, and the company earns most of its money from advertisements on the website. New users can create profiles, upload photos, join a preexisting group, and start new groups. The site has many components, including Timeline, a space on each user’s profile page where users can post their content and friends can post messages; Status, which enables users to alert friends to their current location or situation; and News Feed, which informs users of changes to their friends’ profiles and status. Users can chat with each other and send each other private messages. Users can signal their approval of content on Facebook with the Like button, a feature that also appears on many other websites. Other services that are part of Meta Platforms are Instagram, a photo- and video-sharing social network; Messenger, an instant-messaging application; and WhatsApp, a text-message and VoIP service.
	The company has a complicated early history. It began at Harvard University in 2003 as Facemash, an online service for students to judge the attractiveness of their fellow students. Because the primary developer, Zuckerberg, violated university policy in acquiring resources for the service, it was shut down after two days. Despite its mayflylike existence, 450 people (who voted 22,000 times) flocked to Facemash. That success prompted Zuckerberg to register the URL http://www.thefacebook.com in January 2004. He then created a new social network at that address with fellow students Saverin, Moskovitz, and Hughes. 
	The social network The Facebook.com launched in February 2004. Harvard students who signed up for the service could post photographs of themselves and personal information about their lives, such as their class schedules and clubs they belonged to. Its popularity increased, and soon students from other prestigious schools, such as Yale and Stanford universities, were allowed to join. By June 2004 more than 250,000 students from 34 schools had signed up, and that same year major corporations such as the credit card company MasterCard started paying for exposure on the site.
	In September 2004 The Facebook added the Wall to a member’s online profile. This widely used feature let a user’s friends post information on their Wall and became a key element in the social aspect of the network. By the end of 2004, The Facebook had reached one million active users. However, the company still trailed the then-leading online social network, Myspace, which boasted five million members. The year 2005 proved to be pivotal for the company. It became simply Facebook and introduced the idea of “tagging” people in photos that were posted to the site. With tags, people identified themselves and others in images that could be seen by other Facebook friends. Facebook allowed users to upload an unlimited number of photos. In 2005 high-school students and students at universities outside the United States were allowed to join the service. By year’s end it had six million monthly active users.
	In 2006 Facebook opened its membership beyond students to anyone over the age of 13. As Zuckerberg had predicted, advertisers were able to create new and effective customer relationships. In February 2012 Facebook filed to become a public company. Its initial public offering (IPO) in May raised $16 billion, giving it a market value of $102.4 billion. By contrast, the largest IPO of an Internet company to date was that of the search-engine company Google Inc., which had raised $1.9 billion when it went public in 2004. By the end of the first day of the stock’s trading, Zuckerberg’s holdings were estimated at more than $19 billion.

2.1.2 	Meaning of facebook
	It is define as an online social networking website where people can create profiles, share information such as photos and quotes about themselves.
	Facebook is also popular free social networking websites that enable user to share information and photo and keep in touch with family and friends
	Facebook was launched in 2004 and have over 800 millions active users in September 2011 of which 350 million user is estimated to have at least 130 friend and is connected to 80 community pages groups and event. There are more than to language available on the site. Its main use is to establish and maintain relationship in work related situations, in political affiliation or just among friends and families.
	Facebook has become the most powerful tool for marketing today. In April 2011, the company launched a new service for marketers and interested creative agencies which is a form of online platform (portal) that allows marketers and creative design agencies to build brand promotions on Facebook. Facebook is now a direct competitor of Google in online advertising and this new service has made it possible for companies such as financial times and ABV News to create dynamic commercial graphics or advertising.
	Facebook is defined as an online social networking websites where people can create profiles, share information such as photos and quotes about themselves, and respond or link to the information posted by others.

2.1.3 	Uses of Facebook
1. Collaboration; it is a knowledge platform that provides the people with an ability of update their views. It is basically on Facebook that is digital marketing among mass communication female student can be used and updated by anyone.
2. Facebook; exposes business to the broadest audience and offers the most comprehensive set of business tools.
3. Opinion & review; nowadays, Facebook provide reviews for every single thing that we see. It is almost similar to having a conversion with someone what do you think makes this possible? Well it is digital marketing of course. With the help of digital marketing (Facebook) anyone review anything these days.
i) Facebook can help build our online brand; your online presence is more important that ever as consumer interest in mobile and digital marketing shopping, continues to grow, and Facebook may be your opportunity to get in front of customers near and far.
4. Brand monitoring; now the tools for brand monitoring are not the ones that everyone knows about but they are very important for sure. All the consumer brands and the companies that deal with the digital marketing make use of brand monitoring tools in order to see what exactly being talked about their brands and business. This type of presence in the online world is all possible with the help when it comes to summarizing all the feedback and comments about any particular business
5. Entertainment; Well, the world of gaming was never really dependent on the digital Mart platforms but now they are games like Farmville and mafia wars are the primetime games that are played on the digital marketing sites. Also entertainment industry is all dependent on the digital marketing platforms but now they are many channels that promote live entertainment and it is all due to the use of Facebook these sites not only increase the interaction between the people but they also keep the people entertainment.
6. Increase productivity; While many argue that digital marketing network only distract employees the opposite may be true. When employees take breaks to do something that interest them, they tend to be happier and more productive. If employees enjoy a quick break to check the Facebook news and feel more connected to friends and family, they may be more relaxed and focused when they get back to work.
2.1.4 	Internet marketing
	Unit recently marketing was mainly an activity which was initiated by human in person or through other means like hoarding, open door advertisement, print media, electronic media e.t.c. but the trend has changed internet has become the center of a global economy due to advanced in information technology. By facilitating instantaneous, inexpensive contact among sellers, buyers, investors and advertisers anywhere on the world, the internet has transformed global activities, companies not only gave competition from the local companies bit also from international companies that come up with new product and new strategies which requires vigorous and immediate response. Computers, the internet and other related technologies have transformed every other aspect of marketing in terms of sales, research, advertising and many other emergence of the concept of globalization, development of computer based technologies and the internet on top of them cause for a new discipline of marketing science appeared and has been named internet marketing. Internet marketing can be defined in different ways depending where we are standing. for example web developers and technology integrators would define internet marketing as making websites that are robust and scales with traffic . To advertisers it is about internet advertising and the impact of internet advertising on web traffic and brand building and to custom relationship management interest groups it is about personalization. Marketer define interest marketing as the process of building and maintaining customer relationships through online activities to facilitate the exchange of ideas. Products and services that satisfy the goals of both buyers and sellers.
2.1.5 	Facebook and advertising
	Facebook is type of social media, where people with common interest shares their ideas and comment I'm a virtual environment (Weber, 2009). Facebook advertising enables customers to share their experience, ideas, interest and useful information about a brand. Facebook advertising is useful in the sense that it is interactively helpful in collecting Facebook and demographic information on targeted customers. In current business environment , Facebook advertising is an effective source to reach targeted customers (Sendberg, 2010) Facebook advertising is done to create likeness, attraction and influence buying behavior in positive way. Altitude-towards-the ads, is an interesting theory of advertising often used to understand the buying behavior. Effective advertisement influences the attitude towards brand and finally leads to purchase intention (Goldsmith & Lafferty, 2002) ideally , consumers buying behavior is the product purchase decision (Adelaar et Al., 2003) social media particularly Facebook has become a marketing channel to reach target market. According to a study "Expand your brand community online" social media has become a significant marketing channel to reach directly targeted customers and engages them with company brands ( Hanlon et Al., 2008) For example, Audi (German automobile company) and Dunkins Donuts (American consumers' product company) are using social media for direct interaction with customers. Audi has established corporate relations with their fans on Facebook (Wasserman, 2011) similarly, proper cloth, New York based company has created its page on Facebook to post news of their business and pictures of clothes. All it's Facebook fans receive their updates in seconds on their Facebook pages. These leading brands have collected consumers on a single platform. (i.e. Facebook) and keep them updated at lower cost. According to Lukka and James (2014) Facebook is an effective source to make market your products in a personal way. Facebook has enable marketers to customize their advertisements for a specific group of people. Marketers target these individuals on the basis of demographic information and mutual interest. Facebook has made it possible to reach their targeted people in cost effective and interesting way instead of traditional marketing channels. Facebook advertisers are using different techniques to effectively convey commercial messages to create purchase decision. Facebook offers better "smart advertising" option that has enabled advertising to customize all the facts in their ads for viewer corresponding. For example, Facebook and other online communities have enabled Hewlett Packard (HP) to reach customers and helped HP to generate a considerable profit (Mathieson' 2010) 

2.1.6 	Facebook as a digital marketing tool
	Facebook's digital marketing tools help you build your online brand create meaningful connection with customers and potential employees, and increase overall productivity.
	In recent years. Some studies have shown that Facebook can be detrimental to mental health. While spending too much time on social networking site can be harmful and the company has historically been terrible at protecting your data. Facebook does not have some redeeming  qualities for business and professionals especially when use digital marketing among mass communication female student.
	With Facebook's over 2.9 billion monthly users, according to statistics no other social network can offer your business a matching level of potential exposure. As at largest and first digital marketing network to achieve mainstream success, Facebook offers the most integration tools compared to other platform including follow buttons, account logins and photo sharing.                                                      
	These tools can lead customers back to your business website and other online content you want to highlight. Facebook's reach and structure make it the most useful platform if you want to reach an older demographic.

2.2 Theoretical Framework
2.2.1 Unified theory of acceptance and use of technology.
	The unified theory of acceptance and use of technology (UTAUT) is a technology acceptance model formulated by Venkatesh and others in users acceptance of information technology towards a unified view. The UTAUT aims to explain user intentions to use an information system and subsequent usage behavior. The theory holds that there are four keys constructs 1) performance expectancy 2) effort expectancy 3) social influence and 4) enabling conditions.
	The unified theory of acceptance and use of technology, the theory was developed through a review and consolidation if the constructs if eight models that earlier research had employed to explain information systems usage behavior (theory of reasoned action, technology acceptance model, motivational model, theory of personal behavior a combined theory of planned behavior technology acceptance model, model of personal computer use, diffusion of innovations theory and social cognitive theory ). Subsequent validation by Venkzitesh et al (2003) of UTAUT in a longitudinal study found it to account for 70% of the variance in behavioral intention to use (BI) and about 50% in actual use.
	Unified theory of acceptance and use of theory suggest that the actual use of technology is dependent on the direct effect of four key constructs, namely Performance expectancy, effort expectancy, social influence and facilitating conditions. The effect of predictors is moderated by age, experience and voluntariness of use (Venkatesh et. al. 2003)
	Performance expectancy is defined as the degree to which an individual believes that using the system will help him or her to attainable gains in Job performance (Vankatesh et. al 2003)
	 Effort expectancy is defined as the degree of Ease associated with the use of the system (Vankatesh et. al., 2003)
	Effort Expectancy is constructed from perceived ease of use and complexity driven from TAM MPCU, IDT, Which share a similarity in definitions and scales. The effect of the construct becomes non significant after extended usage of technology (Gupta, Oasgupta & Gupta 2008; Chauhan & Jaiswai 2006).
	Social influence is defined as the degree to which an individual perceives that important others believe he or she should use the new system (Venkatesh et. al., 2003) social influence is similar to the subjective norms, social factors and image constructs used in TRA, TAM2, TPB, CTAMTPB, MPCU, IDT in the way that they denote that the behavior of people is adjusted to the perception of other about them. Facilitating condition is defined as the degree to which an individual believes that an organization's and technical infrastructure exists to support the use of the system (Venkatesh et.al., 2003).
2.2.2 Uses and grafication theory.
Uses and gratification theory was propounded by Elihu Katz in 1970, when it came up with motion that people use the media for their own benefit, it is an approach to understanding why and how people actively seek how specific media to satisfy specific need. Uses and gratification theory is an audience centered approach to understanding mass communication diverging from other media effect theory that question what does media do to people. Uses and gratification theory instead focuses on what the people do with media? It postulate that media is an highly available product and the audience are the consumer of the same product.
This communication theory is positivistic in its approach, based in the social psychological communication tradition and focuses on communication at the mass media scale. The driving question of uses and gratification theory is why people use the mass media scale.
MC Quail suggest four (4) domain of individual needs which media would gratify.
· The use of media as a form of diversion or escapism.
· The use media as a form companionship for those who are socially isolated.
· The use of  media to understand and evaluate one's personal identity.
· The use of media as a form of souvenirs to provide information on the social world.
 Use and gratification assume that audience members are not passive consumer of media rather the audience has power over the media consumption and assume an active in interpreting and integrating media into their own lives unlike other theoretical perspective. Uses and gratification theory holds that audience are responsible for choosing media to meet their desire and meet and achieve gratification, this theory would then imply that the media compete against other information sources for viewers gratifications.
Scholars have noted that new media include several attributes that were not part of older forms of media users have greater control over what they interact with, when they have contents choices. This open up the number of gratification that new media uses to satisfy. An early study publish in the journal cyber psychology and behaviour on uses and gratification for it use. Information seeking, geostatic experience, monetary compensation diversion, personal status, relationship maintenance, and virtual community. Virtual community could be considered a new gratification as it has no parallel in other forms of media.
Research has also been conducted to uncover the gratification sought and obtained through social media use. Uses and gratification theory view the audience as active (means that they actively seek out specific media content to achieve certain result or gratification that satisfy their personal needs). The seek to investigate what people do with communication instead of what communication content does to them. In other word, media did do things to people rather people do things to media.
The element of the uses and gratification theory model as defined by Katz and Blumber (2004).
· The audience is conceived to be active and goal oriented.
· There is no straight line effect of media content on attitude and behaviour.
· The media compete with other sources of need satisfaction.

· The goals of mass media can be derived from qualitative data supplied by individual audience members.
2.3 Empirical review
	As a social network site, Facebook has been one of the most important social trends of the last. Although it started in 2004, Facebook currently has over a billion monthly active users (Facebook, 2012) The service is available in to languages which makes Facebook a world wild social network site. The accuracy and trustworthiness of these numbers can be questioned but the growth rate is impressive. It is this growth rate that has attracted the attention of researchers from many backgrounds. Facebook data can be compared to a crystal ball to understand customers (Casteleyn, Mottart & Rutten, 2009).	 User action on Facebook appears in the news feed status and every single friend is able to see them. Notifications can be delivered straight to email address ( Shannon et.al., 2009) However because users can build their own profile and write anything they want on Facebook. It does not necessarily provide correct, accurate and real information about users (Doyle 2007; Palmer & Koening- Lewis, 2009; Treadways & Smith, 2010). Facebook communities where users are members are the most relevant for advertisers (Casteleyn, Mottart, Rutten, 2009) through these communities advertisers are able to identify consumer taste and likes, which are essential in helping to create market segmentation and targeting and positioning strategies (Car & Poionsky , 2007; Treadway & Smith 2010) marketers can gain valuable information in community member's profiles and from the news feed statements that users position on their walls and pages (Casteleyn, Mottart & Rutten, 2009).
	This information can be then used for direct marketing purposes. Facebook advertising has consequently grown in popularity.(Yang et.al., 2008) reported that the advert of targeting advertisements, specifically toward demographics (age, sex, education and so on) and higher restrictions on advertisement quality gas turned Facebook advertising into a variable traffic builder and advertising option for small and large size business because of its sheer number of active users as well as the level of each users activity on this social networking websites, Facebook is considered an appealing platform for online marketing specialist and online advertisers ( Francisco, 2007) from an economic point of view, Facebook offers a thorough and competitive tariff system charging advertisers for percentage or a pre impression model.  Calls made through the interaction with all call centers Facebook is an excellent direct-response marketing platforms, which can provide immediate and direct answer to marketing questions and problems within the least time period. Through the interaction with customers, organizations can gain valuable insight and feedback about existing and potential products and services. 
	A few years ago, when social media networking was not available, customers had restricted access to brand information through traditional media. In those times, companies were able to position the brand in the mind of the customer through their marketing strategies (Schultz 2010). However, these days thanks to Facebook it is the consumer who positions the brand and not the company, Levebre ( cited in Bernhand et.al., 2009) agreed and added that customers previously reffered to as the audience" are now actively participating in the creation of information as they ar offering their opinions based on personal experiences. This can turn out to benefit a company if positive comments are made about the brand, though it can also turn against the brand's 18 reputation if users post negative remarks. At the same time useful information is being circulated to other users through blogs and consumer education is this occurring simultaneously. Trusev, Buckling and Pawels (2009) found that word-of-mouth referrals by family, friends and other online participants also have had a strong impact on new customer acquisitions. Furthermore, they also proved that word of mouth is an critical factors for companies to enlarge their customers base and that word-of-mouth has longer-lasting effects ad compared with traditional marketing tools.




CHAPTER THREE
RESEARCH METHODOLOGY 
3.0	Introduction
This chapter focuses on the methods used to collect data for this study. The following are addressed and explained as they pertain to this study! Research design, research method, population of the study, sample size, sampling method, operationalizations of concepts and measurement of variables, instruments for collecting data, validity and reliability tests, data collection process, data analysis method and ethical considerations. 
Survey method, the oldest research method, as define by Kerlinger is the process of collecting data from a population or a sample drawn from a population or a sample drawn from a population with the purpose of investing relative incidences, occurrence or inter relationship among the variables of a natural phenomenal. Undeniable, the best method of studying this perception remains the survey research method.
3.1	Research design
Babbie (2001:80) defines research design as the process of “specifying exactly who and what to be studied, when, how, and what purpose” According to Selltiz, Morton and Stuart [1982:50] research design is seen as “the arrangement of conditions for collection and analysis of data in a manner that aims at combine relevance to the research purpose with economy in procedure with economy in procedure”.
Research design is a blueprint of a scientific study. It includes research methodologies, tools and techniques to conduct the research. It helps to identify and address the problem that may rise during the process of research and analysis. A research design also called a research strategy, is a plan to answer a set of questions (MC Combes, 2019).
This research focused on following the descriptive research design in order to complete the dissertation. This has been selected since this research design enables the researcher understand and follow a systematic discussion of theoretical ideas and its application (MC Combes, 2019)
In relation to the above definitions, this study is a descriptive design because it is concerned with perceived influence of facebook as a platform for digital marketing among students in Kwara State Polytechnic. This research method is consider more valid and reliable since it involve the use  of statistical analysis. (De Vaus, 2005)
3.2	Population of the study
	A population is the entire group that you want to draw conclusions about. Population refers to a set of all possible cases of interest on a research report, in most cases it is the group to which the researcher plans to generalize his research. 
	Population of the study refers to the total number of the people involved in the study, Adegbo (2011) Babble (2010) defines population as the aggregation of elements from which a sample is actually selected. The universe of this study perceived influence of facebook as a platform for digital marketing among Kwara State Polytechnic students, the population is made up of students of Kwara State Polytechnic Ilorin.
	Universe of this study is audience perception of facebook as a platform for digital  marketing among Kwara State Polytechnic students. The population is made up students of Kwara State Polytechnic, Ilorin. 
3.3	Sample size and sampling techniques
	A sample size can be refer to a picked or chosen group under research area which reasonably embodies the entire population of attraction or concern i.e a sample of population which has the attributes that are necessary to the study analysis or scrutiny. On the other hand, sampling technique is the method you employ while choosing a sample from a population. For example, you could select every 2nd person, everyone in a particular age group, and so on. You must carefully consider your study before choosing on appropriate sampling technique. It has a significant effect on your result.
The sampling size for the study was one hundred (100) and to mitigate the effect of poorly filled on answered instrument, total of two hundred questionnaire will be printed and administered. The two hundred (200) respondents were selected from both male and female students of Kwara State polytechnic Ilorin, they were been selected so as to have representative sample from the entire population.
3.4	Instrument of data collection
The term data collection tools refers to the tools/ devices used to gather data, such as a paper questionnaires or system for computer assisted interviews. Tools used to gather data include case studies, checklists, interviews, occasionally observation, surveys and questionnaires. Paul D. Leedy, in his book stated that, a questionnaire is defined as a "research instrument consisting of a series of questions and other prompts for the purpose of gathering information from respondents.
The instrument that was used in collecting data for the research is the structured questionnaires. The questionnaire was designed in a bid to elicit information from the respondents as regards the research in question.
The questionnaire was divided into two part/section. A part contains  items intended to collect data on demographic characteristics of the respondents while part B and C contain items designed to obtain data on the research topic.

3.5	Validity and Reliability of the instrument
	Reliability and validity both pertain to the effectiveness of a method in measuring a particular phenomenon. Reliability addresses the consistency of measurement results, indicating whether the outcomes can be replicated under similar conditions. Validity, on the other hand, concerns the extent to which a measure accurately assesses what it claims to measure. It focuses on whether the obtained results genuinely represent the intended construct or concept being measured.
	Main concern of reliability is precision and accuracy, which are important in research measurement. According to Amusan (2004, P. 70) a measurement is said to be reliable if it measures consistently. Under varying conditions and at different times a person performance or trait. Its further states that it reflects the consistency or trustworthy of that instrument.
Therefore, to ensure reliability of the research instruments a pilot study would be carried out by administering 100 of the research instrument to student (male and female) for usage of facebook for digital marketing to get feedback on their understanding of the question and possible adjustment to be where necessary. 

3.6	Data collection method
	Data collection methods techniques and procedures used to gather information for research purpose.
	This method can range from simple self reported survey to more complex experiments and involve either quantitative or qualitative approaches to data gathering (Crewell J. W. 2013).
	The administered of questionnaire was coined out personally by the researcher, the questionnaire was sought permission of the lecturer  and administration of the questionnaire, the questionnaire contained questions which help the researcher to get the right or view of the subject or respondents.
	The researcher personally collected the questionnaire immediately the respondents were through with the question.
3.7	Method of Data analysis 
	Data analysis is the process of systematically applying statistical and/ or logical techniques to describe and illustrate, condense and recap and evaluate data. In terms of quantitative research approach, the data analysis method also follow a quantified approach whereby raw numeric data is statistically analyzed for making sense of the data and its comprehension unlike in research, which follow a qualitative research approach. Qualitative research approaches usually adopt an un-statistical approach for the analysis of the data since the data collected could hardly be quantified.
	Issa (2004) gives further explanation on data analysis that the last segment of chapter three is developed to explain the data that will acquire for the administration of the instrument on the respondents, that is when data has been collect how he intend to set out and analyze the collected data.










CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0	Data Presentation
	In this chapter data are organized into tables so that statically and logically conclusion can be gotten from the collected data and merit will be discussed. In this research work, the simple percentage tabular presentation in presenting the primary data generated from the field. Doing this would enable easy, convenience, clarity and better comprehensive. The researcher presents all the questionnaire items that all presentations and analysis shall be in conformity with questionnaire items and responses.
	The total of 200 copies of the questionnaire were distributed filled and were returned. It shows 100% response, which is highly appreciated. Meanwhile, this was a result of the receptive nature of the respondents as well as personal approach which the researcher adopted in administering the questionnaire.
4.1	Demography of the respondents
QUESTION 1:  SEX OF RESPONDENTS
	RESPONSES
	FREQUENCY
	PERCENTAGE %

	Male
	79
	39.5%

	Female
	121
	60.5%

	Total
	200
	100%


	Source; field work 2025
In the response to the question on the distribution of respondents according to their sex 79 respondents representing (39.5%) of the population are male while 121 representing (60.5%) are female.




QUESTION 2:  AGE OF RESPONDENTS
	RESPONSES
	FREQUENCY
	PERCENTAGE %

	15 - 20
	84
	42%

	21 - 30
	104
	52%

	30 and above
	12
	6%

	Total
	200
	100%


	Source; field work 2025
In the above table, 84 respondents of 42% fall between the age bracket of  (19 - 20) years while 104 respondents fall between the age bracket of (21 - 30) years and 12 respondents 6% falls between the age bracket of (30 and above).

QUESTION 3:  LEVEL OF RESPONDENTS
	RESPONSES
	FREQUENCY
	PERCENTAGE %

	ND I
	100
	50%

	ND II
	-
	-

	HND I
	21
	10.5%

	HND II
	79
	39.5

	Total
	200
	100%


	Source; field work 2025
The above table shows the number of respondent level from the table 100 (50%) are ND I respondent, No respondent from ND II, HND I bears 21 (10.5%)  while 79 (39.5%) of the respondents are HND II.



QUESTION 4:  MARITAL STATUS
	RESPONSES
	FREQUENCY
	PERCENTAGE %

	Single
	176
	88%

	Married
	21
	10.5%

	Others
	3
	1.5%

	Total
	200
	100%


	Source; field work 2025
The above table shows the marital status of the respondents. Table 176 (88%) are single 21 (10.5%) are married while 3 (15%) of the respondents are others

QUESTION 5:  OCCUPATION
	RESPONSES
	FREQUENCY
	PERCENTAGE %

	Civil servant
	3
	1.5%

	Student
	181
	90.5%

	Business
	16
	8%

	Total
	200
	100%


	Source; field work 2025
Table 20 above shows the occupation of the respondents, according to the table 3 (1.5%) of the respondents are civil servants 181 (90.5%) are students 16 (8%) of the respondents are business owners.



Question 6: Do you have a facebook account?
Table 6: Response to question 6
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	165
	32.5%

	No
	35
	17.3%

	None of the above
	0
	0%

	Total
	200
	100%


		Source: field work 2025
From the table above, 165 (32.5%) of the respondents have facebook account while 35 (17.5%) respondents do not have facebook account.

Question 7: How often do you use facebook account?
	Table 7: Response to question 7
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Very often
	153
	76.5%

	Quite often
	30
	15%

	Not often
	12
	6%

	Not at all
	5
	2.5%

	Total
	200
	100%


		Source: field work 2025
From the table above, 153 (76.5%) of the respondents very often use facebook account while 30 (15%) of the respondents quite often use facebook account while 12 (6%) of the respondents not often use facebook while 5 (2.5%) of the respondents not all use facebook account.

QUESTION 8: Do you have a knowledge about digital marketing?
	Table 8: Response to question 8
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	139
	69.5%

	No
	40
	20%

	None of the above
	21
	10.5%

	Total
	200
	100%


	Source: field work 2025
	From the table above, 139 (69.5%) of the respondents have knowledge about digital marketing while 40, (20%) of the respondents have a knowledge about digital marketing while 21 (10From the table above, 139 (69.5%) of the respondents have knowledge about digital marketing while 40, (20%) of the respondents have a knowledge about digital marketing while 21 (10.5%) of the respondents have a knowledge about digital marketing.

QUESTION 9: Do you think facebook is a good place to market product?
Table 9: Response to question 9
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	143
	71.5%

	No
	37
	18.5%

	None of the above
	20
	10%

	Total
	200
	100%


	Source: field work 2025
From the table above, 143 (71.5%) of the respondents think facebook is a good place to market product? While 37 (18.5%) of the respondents think facebook is a good place to market product while 20 (10%) stands for none of the above.

 QUESTION 10: Does facebook facilitate marketing activities?
Table 10: Response to question 10
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	141
	70.5%

	No
	51
	25.5%

	None of the above
	8
	4%

	Total
	200
	100%


	Source: field work 2025
From the table above, 141 (70.5%) of the respondents choose facebook facilitate marketing activities while 61 (25.5%) of the respondents choose No, that is,  facebook does not facilitate marketing activities while 8 (4%) choose none of the above.

QUESTION 11: Marketers make use of facebook for marketing activities than other platform?
Table 11: Response to question 11
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	True
	176
	88%

	False
	24
	12%

	Total
	200
	100%


		Source: field work 2025
From the table above, 176 (88%) of the respondents make use of facebook for marketing activities than other platform while 24 (12%) of the respondents says false, that marketer doesn't use facebook than other platforms.

QUESTION 12: Digital marketing through facebook draws more customers than other social media platforms?
Table 12: Response to question 12
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	79
	31.5%

	Agree
	71
	35.5%

	Neutral
	30
	15%

	Disagree
	20
	10%

	Strongly disagree
	0
	0%

	Total
	200
	100%


	Source: field work 2025
From the table above, 79 (31.5%) of the respondents strongly agree that digital marketing through facebook draws more customers than other social media platforms. 71 (35.5%) of the respondents agree to the statement, 30 (15%) of the respondents neutral, 20 (10%) of the respondents disagree while 0 (0%) strongly disagree.







QUESTION 13: Customer insatisfaction is one of the disadvantage of digital marketing?
Table 13 Response to question 13
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	51
	25.5%

	Agree
	42
	21%

	Neutral
	34
	17%

	Disagree
	33
	16.5%

	Strongly disagree
	10
	20%

	Total
	200
	100%


	Source: field work 2025
From the table above, 51 (25.5%) of the respondents strongly agree, that customer insatisfaction is one of the disadvantages of digital marketing 42 (21%) of the respondents agree to the statement, 34 (17%) of the respondents are neutral, 33 (16.5%) of the respondents disagree while 40 (20%) strongly disagree).
QUESTION 14: Facebook enables easy negotiation of business between customer and marketers?
Table 14: Response to question 14
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	92
	46%

	Agree
	73
	36.5%

	Neutral
	15
	7.5%

	Disagree
	15
	7.5%

	Strongly disagree
	5
	2.5%

	Total
	200
	100%


	Source: field work 2025
From the table above, 92 (40%) of the respondents strongly agree that facebook enables easy negotiation of business between customer and marketers 73 (36.5%) of the respondents agree to the statement 15 (7.5%) of the respondent are neutral 15 (7.5%) of the respondents disagree to the statement while 5 (2.5%) strongly disagree.

QUESTION 15: Breach of trust discourage customers patronage through digital marketing.
Table 15: Response to question 15
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	42are
	21%

	Agree
	51
	25.5%

	Neutral
	33
	16.5%

	Disagree
	45
	22.5%

	Strongly disagree
	29
	14.5%

	Total
	200
	100%


	Source: field work 2025
From the table above, 42 (21%) of the respondents strongly agree that breach of trust discourage customers patronage through digital marketing, 51 (25.5%) of the respondents agree to that statement, 33 (16.5%) of the respondents are neutral, 45 (22.5%) of the respondents disagree to the statement while 29 (14.5%) strongly disagree.




QUESTION 16: Marketers make use of facebook for digital marketing to a very large extent?
Table 16: Response to question 16.
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	72
	36%

	Agree
	78
	39%

	Neutral
	20
	10%

	Disagree
	18
	8%

	Strongly disagree
	12
	6%

	Total
	200
	100%


	Source: field work 2025

From the table above, 72 (36%) of the respondents strongly agree that marketers make use of facebook for digital marketing to a very large extent, 78 (39%) of the respondents agree to the statement, 20 (10%) of the respondents are neutral 18(6%) of the respondents disagree to the statement while 12 (6%) strongly disagree.
QUESTION 17: The usage of facebook for digital  marketing enables student to make more sales on their product?
Table 17: Response to question 17.
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	98
	49%

	Agree
	62
	31%

	Neutral
	20
	10%

	Disagree
	11
	5.5%

	Strongly disagree
	9
	4.5%

	Total
	200
	100%


	Source: field work 2025
From the table above, 98 (49%) of the respondents strongly agree that the usage of facebook for digital marketing enables student to make more sales on their product 62. (31%) of the respondents agree to the statement 20 (10%) of the respondents are neutral 11 (5.5%) of the respondents disagree to the statement, while 9 (4.5%) strongly disagree.

QUESTION 18: The usage of facebook for digital marketing enables student to make profit.
Table 18: Response to question 18.
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	110
	55%

	Agree
	80
	40%

	Neutral
	5
	2.5%

	Disagree
	4
	2%

	Strongly disagree
	1
	0.5%

	Total
	200
	100%


	Source: field work 2025

From the above, 110 (55%) of the respondents strongly agree that the usage of facebook for digital marketing enables student to make more profit 80 (40%) of the respondents agree to the statement 5 (2.5%) of the respondents are neutral, 4 (2%) of the respondents disagree while 1 (0.5%) strongly disagree.


QUESTION 19: Student make use of facebook to promote their business than other platform?
Table 19: Response to question 19.
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	78
	39%

	Agree
	82
	41%

	Neutral
	2
	1%

	Disagree
	20
	10%

	Strongly disagree
	18
	9% 

	Total
	200
	100%


	Source: field work 2025
From the table above, 78 (39%) of the respondents strongly agree that student make use of facebook to promote their business than other platform, 82 (41%) of the respondents agree to the statement 2 (1%) of the responses are neutral, 20 (10%) of the respondents disagree while, 18 (9%) strongly disagree.












QUESTION 20: The usage of facebook as digital marketing tool helps entrepreneur to build good relationship with customers and potential customers?
Table 20: Response to question 20.
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	119
	59.5%

	Agree
	71
	35.5%

	Neutral
	0
	0%

	Disagree
	8
	4%

	Strongly disagree
	2
	1%

	Total
	200
	100%


	Source: field work 2025
From the table above, 199 (59.5%) of the respondents strongly agree that the usage of facebook as a digital marketing tool helps entrepreneur to build good relationship with customers and potential customers 71 (36.5%) of the respondent agree to the statement, 0 90%) of the respondents are neutral 8 (4%) of the respondents disagree to the statement 2(1%) of the respondents strongly disagree.

4.2	Analysis Of Research Questions
Question 1: Do students of Kwara State Polytechnic make use of facebook for digital marketing?
	Table 17 answered this question as it was gathered that 98 (49.%) of the respondents strongly agree that the usage of facebook for digital marketing enables student to make more sales on their product. While 62 (31%) of the respondent agree to the statement, 20 (10%) of the respondent are neutral, 11 (5.5%) of the respondent disagree while 9 (4.5%) strongly disagree.
	Table 18 also answered as it was gathered that 110 (55%) of the respondents strongly Agree that facebook is used for digital marketing enables student to make profit. 80(40%) of the respondent agree to the statement, 5 (2.5%) of the respondents are Neutral. 4 (2%) of the respondents Disagree, while 1(0.5%) strongly Disagree.

Question 2: What are the possible effects of facebook on the marketing activities of the students?
Table 18 answered this question as it was gathered that 72 (36%) of the respondents strongly agree that the usage of facebook digital marketing enable student to make more profit 110(55%) of the respondents agree to the statement (80 (40%) of the respondents are Neutral 5 (2.5%) of the respondents disagree to statement while 1 (0.5%) strongly disagree

Question 3: What are the relationship between traditional marketing tools and facebook?
	Table 18 answered this question as it was gathered that 78 (39%) of the respondents strongly agree that student make use of facebook to promote their business than other platform 82 (41%)of the respondents agree to the statement 2 (1%)  of the respondents are Neutral 20 (10%) of the respondents disagree to the statement, while 18 (9%) strongly disagree.

4.4	Discussion of Findings
	The purpose of this study is to examine the Perceived Influence of Facebook as a Platform for Digital Marketing Among Kwara State Polytechnic Students.. 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 questions raised  in this study.
	Definite question were asked in the questionnaire to generate answers to each of the questions posed in this study, 200 questionnaire were administered to the respondent and all the copies of the questionnaire were returned.
	Our findings confined that Facebook enables easy negotiation of business between customer and marketers as indicated in table 9, 92 (46%) of the respondents strongly agree 73 (36.5%) of the respondents agree 15 (7.5%) are neutral 15 (7.5%) of the respondents disagree while 5 (2.5%) strongly disagree.
	It was also discovered that the usage of Facebook for digital marketing enables students to make profit as indicated in table 13 that 110 (55%) respondents strongly agree, 80 40%) agree, 5 (2.5%) Neutral, 4 (2%) disagree, while 1 (0.5%) respondents strongly disagree.
	It was also discovered that the usage of Facebook for digital marketing enables student to make more sales on their product as indicated in table 12 98 (49%) respondents strongly agree, 62 (31%) agree, 20 (10%) Neutral, 11 (5.5%) disagree while 9 4.5%) respondents strongly disagree.
	It was also discovered that the usage of Facebook as a digital marketing tools entrepreneur to build good relationship with customers and potential customers as indicated in table 15. 119 (59.5%) of the respondents strongly agree 71 (35.5%) agree 0 (0%) neutral. 8 (8 (4%) disagree while 2 (1%) of the respondents strongly disagree.



















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary
	This research work is based on " Audience perception of facebook as a platform for digital  marketing among Kwara State Polytechnic students.". This research work is divided into five main chapters from chapter one to chapter five of this study clearly reviewing some steps and approach for easy presentation of the contents.
	Chapter one of this study is based on the background of the study which emphasize on Audience perception of Facebook for as a platform digital marketing Among Kwara State Polytechnic students, statement of the problem, Research objectives, Research Question, Significant of the Study, Scope of the study and Definitions of terms.
	Chapter two of this research work contains conceptual framework, theoretical framework in which the research make use of unified theory of Acceptance and use of theory and it also contains the Empirical review which is the related study of other researchers.
	Chapter three of this research work however, contains Research methodology which is adopted by researcher, Research design which is survey research method, population of the study the population is made up of students of Kwara State Polytechnic Ilorin, sample techniques also contains method of data collection which researcher adopted.
	Chapter four of this research work also contains how the data gathered was analyzed for proper comprehension, it also contains how data were presented and the discussion of the research findings.
	Chapter five of this research work also clearly examined and summarized the whole chapter one to chapter five. It contains conclusion and recommendation presented by the researchers.

5.2	Conclusion
	The research study aimed at finding out audience perception of facebook as a platform for digital  marketing among Kwara State Polytechnic students.
	Facebook is a free popular social networking website that enables user to share information and photo and keep in touch with family and friends.
	Based on our findings and the observation drawn from empirical data shows that the audience perception of facebook as a platform for digital  marketing among Kwara State Polytechnic students that helps entrepreneur to build good relationship with customers and potential customers.
	However, digital marketing through Facebook draws more customer then other social media platforms.
	This research conclude that Breach of trust discourage customers patronage through digital marketing and this make audience to loose their trust on Facebook for digital marketing. Therefore making it difficult for them to believe any product that are highly legit.
5.3	Recommendations
	In respect of the findings, the following suggestions have been made to improve the situation.
i. Digital marketers should strengthen customer trust by giving out value for the money collected from the customers. This will reduce customer's insatisfaction on buying from sellers via Facebook.
ii. When using Facebook as a means to market digitally, user should package their product well. Product well branded and package will be appealing to the prospective customers.
iii. As relationship cannot be sideline in marketing. It is also necessary for product acceptance. Female student as a digital marketer should strengthen their relationship with prospective and present customers as they are a mean to their product recommendation 
iv. Since majority of student female has Facebook account, they shouldn't unit their exploration capacity on Facebook to social media activities but rather their tentacles in making sure it works for them in their business by marketing out their goods.








REFERENCES
Adelaar, T., Chang, S., Lanchndorfer, K. M., Lee B., & Morimoto M. (2003). Effects of Media Formats on Emotions & Impulse Buying Behavior. Journal of Information Technology, 18, 247–266.
Bezijian, A. A., Calder, B., & Iacobucci, D. (2008). New Media Interactive Advertising vs. Traditional advertising. Journal of Advertising Research, 38(4), 23- 32.
Bijmolt, T. H. A., Claassen, W., & Brus, B. (1998). Children are Understanding of TV Advertising: Effect of Age, Gender, and Parental Influence. Journal of Consumer Policy, 21, 171-194.
Bishnoi, V. K., & Sharma, V. (2009). The Impact of TV Advertising on Buying Behaviour: A Comparative Study of Urban and Rural Teenagers. JK Journal of Management & Technology, 1(1), 65–76.
Brassington, F., & Pettitt, S. (2001). Principles of Marketing (3rd Edition). Pearson Education, Prentice Hall.
Casteleyn et al. (2009). Public Relations and the Social Web: How to Use Social Media and Web 2.0 in Communications. New Jersey: Kogan Page Publishers.
Doyle et al. (2007). Virtual communities: A marketing perspective. Decision Support Systems, 47(3), 185-203.
Francisco et al (2007). Gender differences in perception and adoption of email: An extension to the technology acceptance model. MIS Quarterly, 21, 389–400.
Goldsmith, R. E., & Lafferty, B. A. (2002). Consumer response to websites & their influence on advertising effectiveness. Internet research. Journal of Electronic Networking Application and Policy, 12(4), 318-328.
Greenely, G., & Foxall, G. (1997). Consumer’s Emotional Response to Service Environments, working paperno. RP9717, Brimingham: Aston Business School, Aston University. www.informaworld.com/index/713704525.pdf
Hanlon, P., & Hawkins, J. (2008). Expand you brand community online. Advertising Age, 79(1), 14-15. Retrieved from: http://proxy.foley.gonzaga.edu
Hayta, A. B. (2013). A study on the of effects of social media on young consumers' buying behaviors. International Association of Social Science Research, Special Issue: HRM, 65-74.
Hoyer, W. D., & Macinnis, D. J. (2009). Consumer Behavior (5 ed., p.77). Cincinnati: South Western Educational Publishing.
Holden, S. J. S., & Lutz, R. J. (1992). Ask Not What the Brand Can Evoke; Ask What Can Evoke The Brand. Journal of Advances in Consumer Research, 19, 101 -107.
Hussainy, S. K., Riaz, K., Kazi, A. K., & Herani, G. M. (2008). Advertising Styles Impact on Attention in Pakistan. KASBIT Business Journal, 1(1), 28-38.
Mathieson, R. (2010). On-Demand Brand: 10 Rules for Digital Marketing Success in an Anytime, Everywhere World. Saranac Lake, NY: AMACOM Books.
Melason, D. (2012). Facebook posts first earnings as a public company: $ 1.18 billion in revenue, 955 million users Retrieved March 25, 2014, from http://www.engadget.com/2012/07/26/Facebook-posts-first-earnings-as-apubliccompany- 1-8-billion/
Mir, I. A. (2012). Consumer Attitudinal Insights about Social Media Advertising: A South Asian Perspective. The Romanian Economic Journal, 45, 265-288.
Morris, J. D., & Boone, M. A. (1998). The Effect of Music on Emotional Response, Brand Attitude, & Purchase Intent in an Emotional Advertising Condition. Advances in Consumer Research, 25, 518-526.
Shannon et. al. (2009) Effective Advertising and its Influence on Consumer Buying Behavior. Information Management and Business Review, 4(3), 114-119.
Wilson, M. S.,* and Liu, J. H. (2010). Social dominance orientation and gender: The moderating role of gender identity. British Journal of Social Psychology, 42(2), 187–198.
Vankkatesh et. al (2003). Ask Not What the Brand Can Evoke; Ask What Can Evoke The Brand. Journal of Advances in Consumer Research, 19, 101 -107.






APPENDIX
RESEARCH QUESTIONAIRES
KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY (IICT)
MASS COMMUNICATION DEPARTMENT
Topic:- Audience Perception of Facebook as a platform for digital Marketing among Kwara state polytechnic students.
DEAR RESPONDENT
	This Questionnaire is designed to raise relevant information on Audience Perception of Facebook as a platform for digital Marketing among kwara state polytechnic students. We will be glad, if you respond to this research questions as your response will be of immense benefit to the success of this research study.
All information supplied shall be used mainly for academic and education purpose only thanks.
Instructions: please tick (✓) the answer you consider appropriate. Questionnaire will be in three parts Section A, B, and section C.
SECTION A
1. Sex of respondent  (a) Male (   )     (b) Female (   )
2. Age of respondent (a) 15-20 years (   )     (b) 20-30 years (   )  (c) 30 and above
3. Level (a) ND I (   )    (b) ND II (   )	(c) HND I  (    )	(d) HND II	(   ) 
4. Marital status (a) single (.  ) (b) married (.  )  (C) others (.  )
5. Occupation (a) Civil Servant (   ) (b) Student (c)  business (.  )

SECTION B
6. Do you have Facebook Account? Yes (   )  No (  )  none of the above (   )
7. How often do you use Facebook Account? Very often (   ) Quit often (  )  Not often    (   ) Not at all (   )
8. Do you have knowledge about digital marketing? Yes (   )  No (  )  none of the above    (   )
9. Do you think Facebook is a good place to market products? yes(   )  No(  )  none of the above (   )
10. Does Facebook facilitate marketing activities? Yes (   )  No(  )  none of the above (   )
11. Marketers make use of Facebook for marketing activities than other platform?  TRUSE (   )  FALSE (   )
SECTION C
Keyword strongly Agree (SA)  Agree (A) Neutral (N) Disagree ( D) and strongly Disagree ( SD)
	S/N                
	STATEMENT
	RESPONSE OPTION

	
	
	SA
	A
	N
	D
	SD

	12
	Digital marketing Facebook draws more customers than other social media platform.
	
	
	
	
	

	13
	Customer in satisfaction is one of the disadvantage of digital marketing
	
	
	
	
	

	14
	Facebook enables, easy negotiate of business between customer and marketer
	
	
	
	
	

	15
	Breach of trust discourage customers patronage through digital marketing
	
	
	
	
	

	16
	Marketers make use of facebook for digital marketing to a very rage extent
	
	
	
	
	

	17
	The usage of facebook for digital marketing enables student to make more sales on their product
	
	
	
	
	

	18
	The usage of facebook for digital marketing enable student to make profit
	
	
	
	
	

	19
	Student make use of facebook to promote their business than other platform
	
	
	
	
	

	20
	The usage of facebook as a digital marketing tool helps entrepreneur to build good relationship with customers and potentials customers
	
	
	
	
	




