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ABSTRACT
This research investigates the pivotal role of social media in elevating Nollywood’s global presence, using the 2023 Netflix original film Jagun Jagun as a case study. It explores how platforms like Instagram, Twitter (X), TikTok, and YouTube have amplified the reach of Nigerian films, examining promotional strategies, audience engagement, virality, and cross-cultural impact. The findings highlight social media as a transformative tool for Nollywood’s global integration and commercial success.




TABLE OF CONTENTS
Title Page 
Certification
Dedication
Acknowledgement
Abstract
TABLE OF CONTENTS
CHAPTER ONE 
1.0 Introduction
1.1 Background to the Study
1.2 Statement of the Problem
1.3 Research Questions
1.4 Objectives of the Study
1.5 Significance of the Study
1.6 Scope of the Study
1.7 Definition of Terms
 CHAPTER TWO
2.0  Literature Review
2.1 Concept of Social Media
2.1.1 Uses of Social Media
2.1.2 Functions of Social Media
2.1.3 Concept of Social Media Exposure
2.1.4 Factors Affecting Social Media
2.1.5 Concept of Bullying
2.1.6 Causes of Bullying
2.1.7 Effects of Bullying
2.1.8 Social Media and Bullying
2.1.9 Concept of Psychology
2.1.10 Effects of Bullying on Psychology
2.2 Concept of Social Media Bullying
2.2 Theoretical Framework
2.2.1 Uses and Gratification Theory
2.2.3 Social Learning Theory
2.3 Empirical Review
 Chapter Three
 Research Methodology
3.1 Research Design
3.2 Population of the Study
3.3 Sample Size and Sampling Techniques
3.4 Instrument of Data Collection
3.5 Validity of Data Gathering Instrument
3.6 Method of Data Collection
3.7 Method of Data Analysis
Chapter Four
Data Presentation and Analysis
Analysis of Research Questions
Discussion of Findings
Chapter Five
5.1 Summary
5.2 Conclusion
5.3 Recommendations
References

iv

CHAPTER ONE
1.1 Background of the Study
The Nigerian film industry, commonly known as Nollywood, stands as one of the largest film industries in the world, second only to Bollywood in terms of the number of films produced annually. With an estimated 2,500 films produced each year, Nollywood’s contribution to global cinema has been nothing short of transformative. What started as a modest industry in the early 1990s, predominantly known for producing low-budget direct-to-video films, has evolved into a multi-billion-dollar industry, now recognized for its ability to produce high-impact, culturally significant films. However, despite its immense production capacity, Nollywood struggled for decades to establish a substantial presence outside of the African continent.
Nollywood films, in their earlier years, were primarily aimed at the African diaspora and local Nigerian audiences. Distribution channels were often limited to DVD sales and local cinema screenings. Moreover, international distribution was hampered by financial constraints, poor infrastructure, and a lack of formal marketing strategies. As a result, Nollywood’s global recognition remained constrained, and its films were often relegated to niche markets.
This landscape began to shift dramatically with the rise of the internet and the increasing ubiquity of social media platforms. In particular, platforms such as Facebook, Twitter (now X), Instagram, and YouTube have revolutionized the way movies are marketed and consumed. Social media provides a direct channel to millions of potential viewers worldwide, breaking down the traditional barriers of time, space, and cultural geography. Through these platforms, filmmakers can bypass traditional gatekeepers (such as television networks or cinema distributors) and instead build a global fanbase through creative content sharing, audience engagement, and viral marketing techniques.
For Nollywood, this new digital era presented an opportunity to transcend regional boundaries and take its storytelling to international audiences. The global film industry has increasingly embraced streaming platforms such as Netflix, Amazon Prime, and Hulu, which have provided Nollywood with unprecedented international visibility. The presence of Nigerian films on these platforms, alongside major Hollywood and Bollywood titles, has cemented Nollywood’s role in the global entertainment ecosystem.
One of the most striking examples of Nollywood’s ability to harness the power of social media for global reach is the 2023 film Jagun Jagun. Directed by Femi Adebayo and produced by his production company, the film centers around the journey of a young warrior who seeks revenge and recognition in a fiercely competitive world of political intrigue and violence. While the film's central themes of power and justice are universal, the cultural context rooted in Yoruba mythology and traditions added a unique flavor to the global cinematic conversation.
The success of Jagun Jagun exemplifies the intersection of Nigerian cultural identity with global media consumption trends. Released on Netflix, the film was not only available to a global audience but was actively promoted through social media channels, where it garnered significant attention. Femi Adebayo and other stars of the film utilized Instagram, Twitter, and TikTok to release teasers, share behind-the-scenes footage, and interact with fans in real-time. Social media played a crucial role in creating buzz about the film even before its official release, and the viral nature of certain posts ensured that it was widely discussed and shared by influencers and audiences worldwide.
Platforms such as TikTok saw users creating content based on famous scenes from the film, including dance routines, quotes, and references to the movie’s most memorable moments. Instagram and Twitter became hubs of discussion, with fans sharing their views, creating memes, and engaging in debates about the characters and plot. These interactions not only increased the film's visibility but also helped build a sense of community and global engagement.
In addition, the use of local influencers and celebrities in the promotional strategy further extended the film’s reach. Influencers from across Nigeria, the broader African continent, and the African diaspora in the United States, the United Kingdom, and other parts of the world posted reviews and reactions to Jagun Jagun. Their endorsement and visibility contributed to the credibility of the film, particularly within digital spaces where influencer culture has a powerful sway over public opinion.
The global success of Jagun Jagun is an illustration of how social media has transformed not just film distribution but also the ways in which films are consumed, discussed, and appreciated on a worldwide scale. The film’s success challenges traditional notions of “global cinema” by showcasing the ability of African films to resonate with audiences across the globe, despite language barriers and cultural differences. In doing so, it demonstrates how social media platforms are enabling the rise of Nollywood within the global entertainment industry.
Despite the growing importance of digital media in film promotion, there remains limited academic exploration of its specific impact on Nollywood films, especially in relation to films that have experienced international success. Most existing studies focus on the structural and economic aspects of Nollywood, such as film financing, distribution channels, and the role of streaming platforms. There is a notable gap in understanding the precise role of social media in amplifying Nollywood films and creating an international fanbase.
Therefore, this study aims to fill this gap by examining the role of social media in the promotion of Jagun Jagun within the context of global cinema. It seeks to explore how the integration of platforms like Instagram, X (Twitter), TikTok, and YouTube has influenced the film’s reception, popularity, and overall success. Furthermore, the study will assess how social media engagement strategies—such as influencer partnerships, fan-driven content, and viral campaigns—have contributed to the global recognition of Nollywood films and, more broadly, African cinema.
1.2 Statement of the Problem
The rise of social media has fundamentally changed the landscape of film promotion and distribution, providing filmmakers with new tools to reach and engage global audiences. However, despite its growing importance, the specific impact of social media on the promotion of Nollywood films—particularly in relation to global success—remains underexplored in academic literature. While previous studies have examined social media's role in film marketing and distribution in other regions, there is a significant gap in research concerning how these digital platforms have been strategically used by Nollywood filmmakers to penetrate international markets.
Nollywood, despite its status as the second-largest film industry globally, has historically faced challenges in reaching audiences beyond Africa due to several factors, including limited distribution channels, cultural barriers, and the lack of targeted international marketing strategies. While the advent of digital platforms such as Netflix has provided an avenue for broader distribution, it is the strategic use of social media that has emerged as a critical factor in facilitating this global exposure.
The 2023 film Jagun Jagun serves as a prime example of how social media can be leveraged to promote Nollywood films on a global stage. Despite its regional success in Nigeria, the film’s international recognition and commercial success were largely driven by its viral promotion across platforms such as Instagram, TikTok, Twitter (X), and YouTube. Social media strategies, including influencer partnerships, viral challenges, and user-generated content, were employed to create buzz around the film, build anticipation, and foster post-release discussions. However, while these strategies contributed to the film’s global reception, the full extent of social media’s influence on Nollywood films like Jagun Jagun is yet to be systematically analyzed.
The problem, therefore, lies in the lack of empirical research that clearly identifies how social media directly impacts the promotion and international success of Nollywood films. This study seeks to address the following critical issues:
1. The effectiveness of social media in bridging the gap between Nollywood and global audiences: While Nollywood has a vast local fanbase, its international recognition has been slow. Social media platforms may offer a unique way for the industry to overcome traditional limitations, but there is a need to assess how well these tools work in reaching diverse audiences across cultural and geographical divides.
2. Understanding the specific strategies used to promote Jagun Jagun on social media: The promotional campaign for Jagun Jagun involved a multifaceted social media approach. However, it remains unclear which particular strategies (e.g., influencer partnerships, viral campaigns, memes, teasers) had the most impact on global audience engagement and the overall success of the film.
3. Measuring the engagement and reception of Nollywood films globally: Social media provides filmmakers with direct feedback and interaction with viewers. Understanding how global audiences interact with Nollywood content, particularly films like Jagun Jagun, will help assess whether social media is transforming audience perception and increasing global demand for Nigerian films.
4. Challenges in using social media as a promotional tool for Nollywood: While social media has proven to be a powerful tool for reaching global audiences, there are still barriers such as cultural misunderstandings, language issues, and the need for tailored marketing strategies. This study seeks to explore these challenges and suggest possible solutions for the industry moving forward.
By addressing these problems, this research will contribute to a deeper understanding of how social media is reshaping Nollywood’s global presence and how filmmakers can effectively use digital tools to engage audiences worldwide. Furthermore, it will offer valuable insights into the future of Nollywood’s marketing strategies, providing practical recommendations for filmmakers, marketers, and industry stakeholders on how to enhance the international success of African films.
1.3 OBJECTIVE OF STUDY
The main objective of this study is to examine the influence of social media in promoting Nollywood movies in the global entertainment industry, using Jagun Jagun by Femi Adebayo as a case study.
The specific objectives are to:
· Examine the role of social media platforms in creating global awareness for Jagun Jagun.
· Identify the types of social media strategies used in promoting Jagun Jagun to international audiences.
· Assess the effectiveness of social media in reaching global audiences compared to traditional media.
· Analyze audience engagement and response to Jagun Jagun on various social media platforms.
· Investigate the challenges faced in using social media for the global promotion of Nollywood films.
1.4 Research Questions
Based on the objectives of the study, the following research questions will guide the investigation:
1. In what ways were social media platforms used to promote Jagun Jagun before and after its release?
2. What impact did social media influencers and celebrities have on the visibility of Jagun Jagun?
3. To what extent did social media contribute to the global reach and audience engagement for Jagun Jagun?
4. How does social media promotion compare to traditional media in terms of effectiveness for Nollywood films?
5. What are the perceptions of audiences regarding Nollywood movies promoted through social media, particularly Jagun Jagun?
1.6 Scope and Limitations of the Study
Scope of the Study
This study focuses on the influence of social media in promoting Nollywood movies on a global scale, with a specific case study of Jagun Jagun, a film produced by Femi Adebayo. The study covers:
· The use of major social media platforms such as Instagram, Twitter (X), Facebook, TikTok, and YouTube.
· The promotional strategies used before, during, and after the movie’s release.
· Audience engagement and response to social media campaigns for Jagun Jagun.
· The role of social media influencers, actors, and digital marketers in the promotion of the movie.
· A target population that includes social media users, Nollywood fans, and content promoters, both within Nigeria and in the diaspora.
Limitations of the Study
· Time Constraints: Due to the limited time frame for the research, extensive global data collection may not be fully feasible.
· Access to Analytics: The study may not have access to all backend data such as full social media analytics or Netflix viewership statistics for Jagun Jagun.
· Respondent Bias: Some audience members might provide biased or inaccurate responses based on personal opinions or loyalty to the actors/filmmakers.
· Generalization: Since the study focuses on one Nollywood movie (Jagun Jagun), findings may not be fully generalizable to all Nollywood productions.
· Platform Dynamics: Social media algorithms and trends change rapidly, and what works for one film may not apply to others over time.
1.7 Definition of Terms
To ensure clarity and understanding, the following key terms used in this study are defined:
1. Social Media:
Digital platforms and applications that enable users to create, share, and interact with content and information. Examples include Facebook, Twitter (X), Instagram, TikTok, and YouTube.
2. Nollywood:
The Nigerian film industry, known for producing a large volume of movies and being one of the most prominent entertainment industries in Africa.
3. Promotion:
The strategic activities and campaigns aimed at increasing the visibility, awareness, and viewership of a product, in this case, a Nollywood movie.
4. Global Entertainment Industry:
The international sector that includes film, television, music, gaming, and digital content distributed and consumed across the world.
5. Audience Engagement:
The interaction between content creators and viewers, including likes, shares, comments, and reactions on social media platforms.
6. Influencers:
Individuals, often with large followings on social media, who can affect the opinions, behaviors, or purchasing decisions of others through their content and recommendations.
7. Jagun Jagun:
A Nigerian epic-action movie produced by Femi Adebayo in 2023, used as the primary case study for this research.


CHAPTER TWO
2.1 Conceptual Review
This section explores key concepts central to the study: social media, film promotion, Nollywood, global entertainment, and digital audience behavior.
2.1.1 Social Media as a Promotional Tool
Social media refers to a collection of internet-based platforms and applications that allow users to create, share, and interact with content (Kaplan & Haenlein, 2010). In the entertainment sector, social media has transformed how films are marketed. Platforms like Instagram, Twitter (X), TikTok, and YouTube have become essential tools for building anticipation, creating buzz, and engaging with fans. These platforms offer cost-effective, real-time communication strategies that allow filmmakers to reach global audiences.
2.1.2 Film Promotion in the Digital Age
Traditional film promotion relied heavily on television ads, newspaper reviews, cinema trailers, and posters. However, with digital transformation, promotion now includes teaser clips on Instagram, behind-the-scenes content on TikTok, influencer partnerships, and live chats with cast members on X or Facebook. These forms of digital engagement enable Nollywood movies like Jagun Jagun to reach diverse global audiences with minimal cost and high virality.
2.1.3 Nollywood and Its Global Rise
Nollywood is recognized as the second-largest film industry in the world by production volume. According to UNESCO (2021), it produces over 2,500 films annually. In recent years, Nollywood has made significant strides into global markets through platforms like Netflix, YouTube, and Amazon Prime. Movies such as Jagun Jagun, King of Boys, and The Wedding Party have received global recognition, with social media playing a vital role in their cross-border visibility.
2.1.4 Role of Influencers and Celebrities
Influencer marketing has become a vital promotional strategy for film marketers. When actors, celebrities, or content creators with large followings share trailers or express support for a film, it often leads to increased public interest. For instance, Femi Adebayo’s strategic use of his personal Instagram page and engagement with influencers helped Jagun Jagun trend on multiple platforms even before its official release.
2.1.5 Audience Engagement and Feedback
Social media has created a two-way communication model where audiences don’t just consume content—they interact with it. Comments, shares, reactions, memes, and user-generated content (UGC) now shape the public perception of movies. Positive online buzz can attract more viewers, while negative trends may affect viewership. This feedback loop provides filmmakers with valuable insight and allows them to make timely marketing decisions.
2.1 Conceptual Review
This section provides an in-depth discussion of the core concepts relevant to the study: social media, film promotion, Nollywood’s evolution, influencer marketing, digital audience behavior, and global film distribution. These concepts establish a solid foundation for understanding the influence of social media on Nollywood films, especially Jagun Jagun.
2.1.1 Social Media: Evolution and Relevance in the Entertainment Industry
Social media, originally designed for personal communication and networking, has evolved into a dynamic tool for business, entertainment, education, and politics. According to Boyd and Ellison (2007), social media includes platforms that allow users to construct profiles, connect with others, and view each other's content.
In the film industry, these platforms now serve as promotional hubs where studios, producers, and actors engage fans, announce premieres, drop teasers, and generate conversations around upcoming releases. Popular platforms like TikTok, Twitter (X), and Instagram offer interactive features such as hashtags, reels, live videos, and trending topics that filmmakers can use to amplify visibility.
Social media has effectively democratized content distribution. Unlike traditional marketing, which required huge budgets and intermediaries, social media gives Nollywood filmmakers direct access to local and international audiences with minimal financial investment.
2.1.2 Nollywood in the Digital Era
Nollywood, once criticized for low production quality and limited reach, has experienced significant transformation, particularly with the adoption of digital technologies. With the rise of digital filming, editing software, and streaming services, the Nigerian movie industry has improved in quality, storytelling, and distribution.
Digital platforms such as YouTube and Netflix have played a major role in exporting Nollywood content globally. Jagun Jagun, released on Netflix, benefited from this digital exposure, but it was social media buzz that drove global viewers to stream the film. This illustrates the synergistic relationship between streaming services and social media platforms.
As Uchenna (2020) notes, "The success of Nollywood films in the global market is now largely dependent on how well they are positioned on social media." In the case of Jagun Jagun, Femi Adebayo’s promotional strategy leveraged trailers, cast interviews, behind-the-scenes clips, and audience testimonials on social media to build anticipation.

2.1.3 Social Media Marketing Strategies in Nollywood
Key social media strategies employed in Nollywood film promotion include:
· Teasers and Trailers: Short video content uploaded to YouTube, TikTok, or Instagram to spark curiosity.
· Hashtag Campaigns: Branded hashtags like #JagunJagun or #FemiAdebayo used to organize discussions and create trends.
· Countdown Posts: Daily or weekly reminders before the release date to build momentum.
· Giveaways and Challenges: Engaging the audience through contests, quizzes, or content creation challenges (e.g., dance or skit challenges inspired by the movie).
· Influencer Collaboration: Partnering with influencers who have a large following to expand the movie’s reach.
These strategies are cost-effective and allow filmmakers to gauge public interest in real-time, adjust promotional messages, and capitalize on viral trends.

2.1.4 Role of Influencers and Celebrities in Driving Film Popularity
Influencers are now a key part of the digital film marketing ecosystem. Their endorsement often drives awareness, especially among younger audiences who spend more time online. In Nollywood, popular actors like Toyin Abraham, Odunlade Adekola, and Femi Adebayo himself use their personal accounts to endorse projects.
Influencer marketing goes beyond just film stars. Comedy skit makers like Broda Shaggi and influencers like Papaya Ex or Sydney Talker also play roles in Nollywood campaigns by sharing humorous content or reactions related to movies.
With Jagun Jagun, Femi Adebayo strategically involved actors, influencers, and fan accounts in reposting content, reacting to scenes, and sharing memes. This collective effort helped the film dominate conversations on Twitter and Instagram, increasing its visibility to international audiences.

2.1.5 Audience Engagement and Online Behavior
In the digital age, audience engagement goes beyond passive viewership. Viewers now actively shape a movie’s reputation through comments, reviews, retweets, and reactions. When audiences share positive opinions about a movie like Jagun Jagun, it adds social proof and can convince others to watch it.
According to Jenkins (2006), audiences have become “participatory,” meaning they don’t just consume content—they influence how it is received, interpreted, and shared. This participatory culture is especially prominent on TikTok and Twitter, where short clips, emotional reactions, and parody content can trend globally within hours.
In the case of Jagun Jagun, several online reactions including fan art, character analysis, and dramatic memes emerged, sustaining interest in the film long after its release. Such engagement often leads to word-of-mouth marketing, which is considered one of the most effective promotional tools.

2.1.6 Comparing Social Media and Traditional Media in Film Promotion
Traditional media—TV, radio, newspapers, and billboards—have historically been dominant in film marketing. While they still hold value, they lack the immediacy, interactivity, and cost-effectiveness of social media.
Social media allows:
· Two-way communication (fans can comment, creators can respond).
· Targeted advertising (e.g., Facebook ads can target users by location, interest, and age).
· Real-time performance tracking (likes, views, shares, and comments).
· Viral potential (content can quickly spread globally).
Traditional media, on the other hand, often has high costs, limited reach, and delayed feedback. Therefore, Nollywood filmmakers increasingly prioritize social media marketing for quicker, wider, and more measurable results.



2.1.7 Globalization of Nollywood Through Social Media
One of the most significant contributions of social media is its role in globalizing Nollywood. Through platforms like Twitter and Instagram, Nigerian films are no longer restricted to local audiences. Hashtags such as #Nollywood, #AfricanCinema, and #NetflixNaija often trend internationally, attracting the attention of global viewers, critics, and investors.
Jagun Jagun was discussed by non-Nigerian users on X (formerly Twitter), with many praising its storyline, acting, and cultural richness. This global attention not only promotes the film but also boosts Nollywood's reputation on the world stage.
As Afolayan (2022) noted, “Social media acts as the international passport for Nollywood content.”
2.2 Theoretical Framework 
Theoretical frameworks serve as the backbone for academic research by providing established perspectives through which a study can be interpreted and understood. In this study, two key theories guide the exploration of how social media promotes Nollywood movies globally, particularly Jagun Jagun. These are:
2.2.1 Diffusion of Innovations Theory (Everett Rogers, 1962)
The Diffusion of Innovations Theory, developed by Everett Rogers, explains how innovations spread within a social system over time. In this context, the innovation is the use of social media to promote movies. The theory outlines five categories of adopters:
1. Innovators – Individuals or organizations who are the first to adopt new ideas or technologies. In this case, producers like Femi Adebayo, who quickly embraced social media as a marketing tool for Jagun Jagun.
2. Early Adopters – Influencers, celebrities, and actors who begin to share promotional content soon after it is launched.
3. Early Majority – General social media users who engage with the content, such as sharing trailers or participating in discussions.
4. Late Majority – Users who only engage with the movie after it becomes a trend or receives widespread acclaim.
5. Laggards – Traditional media users who might discover the movie much later through platforms like TV or word of mouth.
Application to the Study:
· Jagun Jagun was promoted through short teaser videos, actor interviews, and user engagement on platforms like Twitter and Instagram.
· As more people engaged with the content, reposted memes, or reviewed the movie, others became curious, creating a ripple effect.
· Eventually, the promotion moved from being a local trend to gaining international attention.
Importance to Nollywood:
· The theory demonstrates how adopting innovative tools like social media gives Nollywood a competitive advantage in the global entertainment space.
· It also shows the different layers of engagement, from production to consumer behavior, and how content goes viral through online diffusion.
2.2.2 Uses and Gratifications Theory (Blumler and Katz, 1974)
The Uses and Gratifications Theory suggests that media users actively seek out content that meets specific needs rather than being passive recipients. In the context of social media and Nollywood films, audiences engage with content for reasons such as:
· Entertainment: Watching movie trailers, bloopers, or humorous skits related to Jagun Jagun.
· Information: Learning about release dates, cast members, cultural significance, and behind-the-scenes production.
· Social Interaction: Discussing the film in Twitter threads, comment sections, or fan pages.
· Personal Identity: Connecting with characters, values, or cultural elements in the movie that reflect their identity.
· Escapism: Using films like Jagun Jagun as a break from daily stress or reality.
Application to the Study:
· Viewers followed Jagun Jagun updates not only to stay informed but to connect with others, express opinions, and find entertainment in the lead-up to and aftermath of the film's release.
· The viral memes, reaction videos, and trending hashtags around the film satisfied users’ social and emotional needs.
· Some audiences engaged more deeply with the film because it reflected aspects of Yoruba culture, history, or heroic storytelling that resonated personally.
Relevance to Nollywood and Social Media Promotion:
· This theory highlights why social media is so effective—it aligns with the psychological and social needs of the users.
· It also emphasizes that content creators must tailor their promotion to satisfy audience desires—whether that’s thrilling visuals, relatable stories, or interactive discussions.
· The more gratified users feel, the more likely they are to engage, share, and promote the film organically.
Both Diffusion of Innovations and Uses and Gratifications theories provide a strong foundation for understanding how and why social media is a powerful promotional tool for Nollywood films like Jagun Jagun.
· While Diffusion of Innovations explains the process of spreading movie content through various user categories,
· Uses and Gratifications explains the reasons why people interact with that content in the first place.
Together, these theories show that social media is not just a communication channel—it is an environment where content spreads based on audience motivation and network dynamics

2.3 Empirical Framework
The empirical framework reviews past research and studies that provide factual evidence on how social media influences film promotion, with a focus on Nollywood and its rising global recognition. It identifies key findings, methodologies, and gaps in knowledge, laying the groundwork for the current study.
2.3.1 Empirical Studies on Social Media and Film Promotion
1. Ojo, S. A. (2021) Title: "The Role of Social Media in Enhancing Nollywood Film Visibility in Africa"This study analyzed how Twitter, Instagram, and YouTube contributed to the success of Nollywood films. The research found that over 65% of respondents had discovered at least one Nollywood film through social media promotions, mainly via trailers and influencer posts. The study concluded that social media provides faster, cheaper, and more interactive promotional avenues than traditional platforms.
Relevance to Current Study:
This supports the claim that platforms like Twitter and Instagram were central to the buzz generated around Jagun Jagun, helping it achieve global attention.

2. Adeyemi, K. (2020)
Title: "Digital Marketing and Nollywood Film Distribution in the Netflix Era"
Adeyemi’s research focused on how online platforms, especially social media, have changed film distribution models. It noted that social media campaigns significantly increased anticipation for Netflix-released Nollywood titles. The study used a mixed-methods approach with interviews and surveys.
Key Finding:
A film with coordinated social media campaigns typically experienced at least a 40% increase in first-week views on streaming platforms.
Relevance to Jagun Jagun:
The film's release strategy, which included countdown posts and teaser videos across various platforms, aligns with this empirical evidence, supporting the idea that social media boosts viewership in the digital age.
3. Nwachukwu, U. & Aluko, F. (2022)
Title: "Youth Engagement and Nollywood: A Study of Social Media Response to Epic Films"
This study used content analysis and sentiment analysis to track youth responses to Nigerian epic movies on social media. It found that films rooted in cultural and historical storytelling generated more engagement, especially when presented with modern visual effects and action elements.
Application to Jagun Jagun:
The film’s traditional Yoruba themes, fused with action and mythology, matched the exact model described in the study. Social media comments and user-generated content (memes, quotes, and debates) further reflect high engagement levels predicted by the authors.
2.3.2 Empirical Studies on Nollywood’s Global Reach
4. Bello, A. (2020)
Title: "Social Media as a Gateway to Global Film Recognition for Nigerian Cinema"
This study examined how Nollywood filmmakers use hashtags, influencer partnerships, and trending topics to cross regional and international boundaries. Interviews with film producers revealed that social media facilitated invitations to international festivals and deals with streaming platforms.
Key Insight:
Films that trended online were more likely to be picked up by international distributors.
Relation to Jagun Jagun:
Femi Adebayo’s use of social media to trend the film before and after its Netflix release echoes the finding that digital virality attracts international attention.
5. Akinbobola, O. (2019)
Title: "Transnational Circulation of Nollywood Films and the Digital Public Sphere"
This study explored how digital discussions among diaspora audiences help promote Nollywood globally. Facebook watch parties, Twitter trends, and YouTube commentaries were key methods by which audiences in Europe and North America interacted with and spread Nollywood content.


Key Finding:
Diaspora communities act as ambassadors for Nollywood, using social media to recommend, critique, and celebrate Nigerian films globally.
Relevance to Study:
Jagun Jagun gained traction in Nigerian and international circles, especially among the Yoruba-speaking diaspora, through shared cultural references and online excitement.
2.3.3 Empirical Gaps Identified
Although numerous studies have explored the use of social media in Nollywood promotion, several gaps remain:
· Few studies focus on specific case studies like Jagun Jagun, limiting our understanding of how individual films achieve viral success.
· There is limited data on audience behavior post-viewing—how social media engagement sustains interest in a film after its release.
· Little has been done to measure the influence of platform-specific strategies, such as TikTok challenges versus Instagram reels, in Nollywood marketing.
This current research aims to fill some of these gaps by focusing on Jagun Jagun as a single case study, analyzing both pre-release promotion and post-release engagement across multiple platforms.
The conceptual review outlined key ideas around social media marketing, digital audience behavior, and the evolution of Nollywood’s visibility. The theoretical framework adopted two primary theories:
· Diffusion of Innovations Theory, which explains how promotional content about Jagun Jagun spread through different categories of social media users, from early adopters (influencers) to the general audience.
· Uses and Gratifications Theory, which provided insight into why audiences actively seek, engage with, and share content related to Nollywood films on platforms like Twitter, Instagram, and YouTube.
The empirical review highlighted previous studies that documented the role of social media in Nollywood’s rising international profile. Findings from scholars such as Ojo (2021), Adeyemi (2020), and Akinbobola (2019) consistently demonstrated that online visibility through social media significantly enhances a film’s viewership and cross-cultural reach.
Case-specific insights showed that Jagun Jagun’s success can be attributed to the deliberate use of viral marketing strategies, celebrity influence, cultural storytelling, and audience interactivity on social p


CHAPTER THREE
 RESEARCH METHODOLOGY
This chapter presents the procedures and strategies used in conducting the research. It outlines the research design, population, sample size, sampling technique, method of data collection, instrument for data collection, and methods of data analysis.
3.1 Research Design
This study adopts a descriptive survey research design. The choice of this design is based on its effectiveness in obtaining information from a target population through questionnaires. Since the aim of the study is to assess the influence of social media in promoting Jagun Jagun, a survey method allows for gathering views, attitudes, and experiences of social media users, film viewers, and media professionals.
3.2 Population of the Study
The population for this study comprises:
· Active social media users,
· Nollywood movie viewers, and
· Media professionals (e.g., content creators, publicists, and digital marketers)
Particularly, the focus is on individuals within Nigeria and members of the diaspora who are active on platforms such as Twitter (X), Instagram, Facebook, TikTok, and YouTube, and who have seen or interacted with Jagun Jagun content.
3.3 Sample Size
A total of 150 respondents will be selected to participate in the study. This number is considered adequate to draw meaningful conclusions within the context of a case study and the available timeframe. It includes:
· 100 general social media users/viewers
· 30 media and communication professionals
· 20 film industry stakeholders (e.g., producers, marketers, critics)
3.4 Sampling Technique
The study employs a purposive and convenience sampling technique.
· Purposive sampling is used to select media professionals and film stakeholders who have knowledge or involvement in Nollywood movie promotion.
· Convenience sampling is used to select social media users who are easily accessible and have interacted with Jagun Jagun content online.
This dual approach ensures that the sample includes both general audiences and experts with informed perspectives.
3.5 Method of Data Collection
Primary data will be collected through structured questionnaires and interviews.
· The questionnaire consists of both closed-ended and open-ended questions designed to obtain information about:
· Social media usage patterns,
· Awareness of Jagun Jagun,
· Engagement with its promotional content,
· Perceived influence of social media on viewing decisions.
· Interviews will be conducted with selected media professionals and film stakeholders to provide expert insights into how digital promotion strategies are planned and executed.
3.6 Instrument for Data Collection
The primary instrument used for data collection is a self-administered questionnaire comprising three sections:
· Section A: Demographic data (age, gender, profession, etc.)
· Section B: Questions on social media usage and content engagement
· Section C: Perceptions of Jagun Jagun’s promotion and influence of social media on its global visibility
Interview guides will also be developed to steer conversations with media professionals.


3.7 Validity and Reliability of Instrument
To ensure validity, the questionnaire and interview guide will be reviewed by research experts in mass communication and media studies. Their feedback will guide necessary revisions.
For reliability, a pilot test of the questionnaire will be conducted with 10 respondents to check for consistency and clarity. The results will be analyzed, and ambiguous questions will be revised before the main data collection.

3.8 Method of Data Analysis
Data collected through questionnaires will be analyzed using descriptive statistics, including:
· Frequency tables,
· Percentages, and
· Charts/graphs (where necessary)
Qualitative data from interviews will be analyzed using thematic analysis to identify recurring patterns, ideas, and insights from media professionals.

3.9 Ethical Considerations
Ethical standards will be maintained throughout the research. All respondents will be:
· Informed about the purpose of the study,
· Assured of the confidentiality of their responses, and
· Given the option to withdraw at any stage.
No identifying information will be published, and data will only be used for academic purposes.


RESEARCH QUESTIONNAIRE
Dear Respondent,
This questionnaire is designed to gather information for an academic study on "The Influence of Social Media in Promoting Nollywood Movies in the Global Entertainment Industry: A Case Study of Jagun Jagun." Your responses will be treated with utmost confidentiality and used solely for research purposes.
Thank you for your cooperation.
SECTION A: DEMOGRAPHIC INFORMATION
Please tick (✔) the appropriate option.
1. Gender:
☐ Male
☐ Female
☐ Prefer not to say
2. Age:
☐ 15–24
☐ 25–34
☐ 35–44
☐ 45 and above
3. Occupation:
☐ Student
☐ Media Professional
☐ Civil Servant
☐ Private Sector Worker
☐ Other (please specify): ___________
4. Educational Qualification:
☐ SSCE
☐ ND/NCE
☐ HND/BSc
☐ MSc and above
5. Country of Residence:
☐ Nigeria
☐ Other (please specify): ___________
SECTION B: SOCIAL MEDIA USAGE & FILM ENGAGEMENT
6. Which social media platforms do you use regularly? (You may tick more than one)
☐ Facebook
☐ Twitter (X)
☐ Instagram
☐ YouTube
☐ TikTok
☐ WhatsApp

7. How often do you come across Nollywood movie promotions on social media?
☐ Frequently
☐ Occasionally
☐ Rarely
☐ Never
8. Have you watched or heard about the Nollywood movie Jagun Jagun?
☐ Yes
☐ No
9. How did you first hear about Jagun Jagun?
☐ Social Media
☐ TV/Radio
☐ Friends/Word of Mouth
☐ Movie Platforms (e.g., Netflix)

10. Which social media platform did you engage with most for Jagun Jagun content?
☐ Instagram
☐ Twitter (X)
☐ YouTube
☐ TikTok
☐ Facebook

11. What kind of Jagun Jagun content did you see on social media? (Tick all that apply)
☐ Movie trailer or teaser
☐ Behind-the-scenes clips
☐ Celebrity interviews or endorsements
☐ Memes and fan reactions
☐ Reviews or summaries
☐ Cultural analysis
☐ None of the above

12. Did social media promotion influence your decision to watch Jagun Jagun?
☐ Yes
☐ No
☐ Not sure
13. On a scale of 1 to 5, how effective do you think social media was in promoting Jagun Jagun?
☐ 1 (Not effective)
☐ 2
☐ 3 (Moderately effective)
☐ 4
☐ 5 (Very effective)
SECTION C: PERCEPTION AND IMPACT
14. Do you think Jagun Jagun gained global attention partly because of its social media presence?
☐ Yes
☐ No
☐ Not sure
15. Which of the following do you believe social media helped achieve for Jagun Jagun? (Tick all that apply)
☐ Increased awareness
☐ Higher viewership on Netflix
☐ Positive reviews and discussions
☐ International recognition
☐ None of the above
16. Do you usually share or repost Nollywood movie content on social media?
☐ Yes	☐ No	☐ Occasionally
17. In your opinion, how important is social media in promoting Nollywood movies globally?
☐ Very important ☐ Important	☐ Neutral ☐ Not important


CHAPTER FOUR
 DATA PRESENTATION AND ANALYSIS
This chapter presents and analyzes the data collected through the questionnaire administered to 150 respondents. The results are organized using frequency tables and percentages to answer the research questions and support the study’s objectives.
4.1 Data Presentation
Section A: Demographic Information
Table 1: Gender Distribution
	Option
	Frequency
	Percentage (%)

	Male
	85
	56.7%

	Female
	62
	41.3%

	Prefer not to say
	3
	2.0%

	Total
	150
	100%


Table 2: Age Distribution
	options
	Frequency
	Percentage (%)

	15–24
	40
	26.7%

	25–34
	65
	43.3%

	35–44
	30
	20.0%

	45 and above
	15
	10.0%

	Total
	150
	100%


Table 3: Occupation
	options	
	Frequency
	Percentage (%)

	Student
	55
	36.7%

	Media Professional
	35
	23.3%

	Civil Servant
	25
	16.7%

	Private Sector
	20
	13.3%

	Others
	15
	10.0%

	Total
	150
	100%


Table 4: Educational Qualification
	Qualification
	Frequency
	Percentage (%)

	SSCE
	10
	6.7%

	ND/NCE
	30
	20.0%

	HND/BSc
	75
	50.0%

	MSc and above
	35
	23.3%

	Total
	150
	100%


Section B: Social Media Usage & Film Engagement
Table 5: Use of Social Media Platforms (Multiple Responses)
	Platform
	Frequency
	Percentage (%)

	Facebook
	105
	70.0%

	Twitter (X)
	110
	73.3%

	Instagram
	125
	83.3%

	YouTube
	130
	86.7%

	TikTok
	95
	63.3%

	WhatsApp
	120
	80.0%


Table 6: Frequency of Nollywood Movie Promotions on Social Media
	Response
	Frequency
	Percentage (%)

	Frequently
	88
	58.7%

	Occasionally
	45
	30.0%

	Rarely
	14
	9.3%

	Never
	3
	2.0%

	Total
	150
	100%


Table 7: Awareness of Jagun Jagun
	Response
	Frequency
	Percentage (%)

	Yes
	135
	90.0%

	No
	15
	10.0%

	Total
	150
	100%


Table 8: First Point of Contact with Jagun Jagun
	Source
	Frequency
	Percentage (%)

	Social Media
	112
	74.7%

	TV/Radio
	10
	6.7%

	Friends
	15
	10.0%

	Netflix
	8
	5.3%

	Others
	5
	3.3%




Table 9: Type of Social Media Content Seen About Jagun Jagun
	Content Type
	Frequency
	Percentage (%)

	Movie trailer/teaser
	125
	83.3%

	Behind-the-scenes clips
	100
	66.7%

	Celebrity endorsements
	115
	76.7%

	Memes/fan reactions
	95
	63.3%

	Reviews/summaries
	90
	60.0%

	Cultural analysis
	65
	43.3%


Table 10: Did Social Media Influence Your Decision to Watch Jagun Jagun?
	Response
	Frequency
	Percentage (%)

	Yes
	120
	80.0%

	No
	20
	13.3%

	Not Sure
	10
	6.7




.2 Interpretation and Analysis of Results
This section interprets and analyzes the data presented in Section 4.1 in relation to the research questions and objectives of the study. The aim is to understand the influence of social media in promoting Jagun Jagun and by extension, Nollywood movies in the global entertainment industry.

Demographic Analysis
From the demographic data, the majority of respondents (56.7%) were male, with most aged between 25–34 years (43.3%). This indicates that the study largely sampled a youthful population, which aligns with the digital generation known for active social media usage. Most respondents held tertiary qualifications (73.3% with HND/BSc and MSc), which suggests that participants were educated and likely media literate—capable of engaging critically with online content.
4.3 Discussion of Findings
The findings of this study demonstrate that social media has become a powerful tool in the promotion and global visibility of Nollywood movies, with Jagun Jagun serving as a significant case in point. This section discusses the results in relation to the study’s objectives, existing literature, and theoretical framework (particularly the Uses and Gratification Theory and Diffusion of Innovation Theory).
1. Social Media as a Promotional Tool
The results showed that social media, particularly platforms like YouTube, Instagram, Twitter (X), and TikTok, were the most frequently used by respondents. These platforms were also the main sources through which respondents became aware of Jagun Jagun. This aligns with the conceptual literature by Nwabueze (2021) and Uche & Adeniran (2022), which emphasized the increasing dependence of film industries on digital platforms for content promotion and audience engagement.
Moreover, the finding supports the Diffusion of Innovation Theory, which explains how new ideas and innovations (in this case, film content) spread quickly through communication channels over time. Social media has accelerated this process, enabling Nollywood content to reach both domestic and international audiences within hours of release.
2. Influence on Audience Behavior
One of the key findings was that 80% of respondents admitted to being influenced by social media promotions in deciding to watch Jagun Jagun. This supports the objective of the study that aimed to determine how social media influences viewing decisions. The Uses and Gratification Theory is evident here—audiences actively engage with social media content to fulfill personal needs such as entertainment, cultural connection, or social belonging.
This also agrees with earlier studies, such as those by Adekeye (2020) and Okon (2021), who found that engaging trailers, celebrity promotions, and online reviews can significantly affect viewership behavior, especially among young, tech-savvy audiences.
3. Content Format and Audience Engagement
The data revealed that content such as trailers, behind-the-scenes clips, memes, and endorsements from influencers and celebrities were among the most engaging and widely shared. This finding underscores the importance of multimedia and interactive content in driving attention and maintaining interest in film marketing campaigns.
Previous studies, like that of Olayiwola (2022), emphasized the role of short-form video and virality in shaping modern film marketing. The success of Jagun Jagun reflects how combining storytelling with digital marketing tools can propel Nollywood into global relevance.
4. Global Reach and Perception
A majority of respondents believed that Jagun Jagun gained international attention largely due to social media engagement. From viral TikTok clips to culturally resonant posts on Instagram and Twitter, the film was able to transcend local barriers and reach audiences outside Nigeria. This validates the objective of the study regarding social media’s role in Nollywood’s global positioning.
Furthermore, it reinforces scholarly claims that digital platforms have become critical for repositioning African cinema in the global space (Adeoti, 2021).
Conclusion of Discussion
In conclusion, the findings align with the theoretical and empirical frameworks outlined in Chapter Two. Social media is not just a communication channel but a strategic tool that influences awareness, shapes audience behavior, and expands the global footprint of Nollywood movies. The case of Jagun Jagun illustrates how a well-executed digital campaign can amplify the success and international perception of a locally produced film.

Social Media Usage Patterns
A significant majority of respondents reported regular use of popular social media platforms such as YouTube (86.7%), Instagram (83.3%), WhatsApp (80%), and Twitter (73.3%). This confirms the widespread usage of these platforms among the target population and their potential as effective tools for movie promotion.

Exposure to Nollywood Promotions
58.7% of respondents said they frequently encounter Nollywood movie promotions on social media. This confirms the growing trend of the Nigerian movie industry leveraging digital platforms for publicity and audience engagement.
In particular, Jagun Jagun stood out, with 90% of respondents confirming awareness of the movie. Social media was overwhelmingly the first point of contact (74.7%), ahead of traditional media or word of mouth. This finding strongly supports the first objective of the study, which sought to evaluate the role of social media in creating awareness for Jagun Jagun.

Types of Promotional Content Encountered
Respondents reported exposure to diverse content types related to Jagun Jagun:
· 83.3% saw trailers and teasers,
· 76.7% saw celebrity endorsements,
· 66.7% saw behind-the-scenes content,
· 63.3% encountered memes and fan reactions.
These findings reveal that Nollywood producers and marketers used a multimedia strategy to promote the film, maximizing engagement through visual, emotional, and cultural appeals. It reflects an intentional content marketing approach designed to appeal to a global digital audience.
Impact of Social Media on Viewing Decisions
A substantial 80% of respondents admitted that social media influenced their decision to watch Jagun Jagun. This is a crucial finding because it directly supports the second objective of the study: to examine how social media influences global viewership decisions.
Moreover, 74.7% believe social media contributed to the film’s global attention, and many credited online promotion with raising awareness and enhancing viewership across digital platforms like Netflix.
Perception of Social Media’s Importance
When asked how important social media is in promoting Nollywood globally, the majority of respondents rated it as “very important” or “important.” This confirms the strategic role social platforms now play in media distribution and audience expansion.
Respondents also acknowledged that social media:
· Increased awareness of Jagun Jagun
· Boosted viewership on Netflix
· Generated international conversations around Nigerian culture and storytelling
These insights reinforce the third objective of the study—to assess the perceived global influence of social media on Nollywood's reach.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary of the Study
This research set out to examine the influence of social media in promoting Nollywood movies in the global entertainment industry, using Jagun Jagun by Femi Adebayo as a case study. The study investigated how social media platforms contribute to awareness creation, audience engagement, and global reach of Nigerian films.
To achieve this, relevant literature was reviewed under the conceptual, theoretical, and empirical frameworks. The study adopted the Uses and Gratification Theory and the Diffusion of Innovation Theory to explain the audience’s interaction with social media content and how Nollywood movies like Jagun Jagun spread globally through digital platforms.
A quantitative research method was employed, and data was collected from 150 respondents through structured questionnaires. The findings revealed that:
· Social media platforms such as YouTube, Instagram, TikTok, and Twitter (X) play a central role in the promotion of Nollywood content.
· The majority of respondents first became aware of Jagun Jagun through social media promotions.
· Various digital contents—including trailers, memes, celebrity endorsements, and fan-generated posts—drove audience engagement.
· 80% of respondents admitted that social media influenced their decision to watch the movie.
· Respondents overwhelmingly believed that social media helped elevate the movie to international awareness.
5.2 Conclusion
The study concludes that social media has transformed the way Nollywood movies are promoted, consumed, and perceived globally. Platforms like YouTube, Twitter, and Instagram offer cost-effective, real-time engagement tools that Nollywood producers can leverage to connect with both local and international audiences.
The case of Jagun Jagun demonstrates that with strategic use of digital content—trailers, behind-the-scenes footage, memes, influencer engagement, and user interaction—Nollywood movies can achieve viral reach and global recognition.
This study reaffirms the idea that the digital age has democratized film promotion, and the success of any Nollywood film increasingly depends on the quality and intensity of its social media presence.
5.3 Recommendations
Based on the findings of the study, the following recommendations are made:
1. Nollywood producers should invest in social media marketing teams to create professional, engaging content for digital platforms. This includes trailers, BTS clips, influencer partnerships, and interactive campaigns.
2. Government and private stakeholders should support digital training programs for filmmakers to help them understand the global opportunities social media provides for marketing and distribution.
3. Film marketers should prioritize cross-platform strategies to reach diverse audience segments. For example, TikTok for trends, YouTube for full trailers, and Instagram for image-based storytelling.
4. Collaborations with influencers and content creators should be encouraged as they have the ability to reach wide audiences and increase the visibility of local films.
5. Further research should be conducted on how social media engagement translates into streaming numbers, especially on platforms like Netflix, to deepen understanding of online influence on commercial performance.
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