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[bookmark: _Toc199849738]ABSTRACT
This study examines public perception regarding the use of Instagram as an online marketing tool by entrepreneurs in Ilorin Metropolis. With the rise of social media, traditional marketing practices have evolved, making it vital for entrepreneurs to understand consumer attitudes towards these platforms. The research aims to assess the level of public awareness of Instagram, evaluate perceptions of its effectiveness and credibility, and identify factors influencing consumer attitudes. By utilizing a descriptive survey design and analyzing responses from 96 participants, the findings indicate a high level of awareness and a generally positive perception of Instagram as an effective marketing tool. However, concerns regarding misinformation and content credibility persist, highlighting the need for entrepreneurs to maintain transparency in their marketing strategies.
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[bookmark: _Toc199849740]Introduction 
[bookmark: _Toc199849741]1.1	Background of the Study 
The rise of social media has transformed traditional marketing practices, allowing businesses to engage with consumers more personally and directly than ever before. According to a report by HubSpot (2023), 87% of marketers believe that consumers will find brands on social media more often than through search engines. This shift highlights the importance of establishing a strong online presence for businesses aiming to attract and retain customers.
Social media marketing (SMM) (also known as digital marketing and e-marketing) is the use of social media—the platforms on which users build social networks and share information—to build a company's brand, increase sales, and drive website traffic. In addition to providing companies with a way to engage with existing customers and reach new ones, social media marketing (SMM) has purpose-built data analytics that allow marketers to track the success of their efforts and identify even more ways to engage.
The advent of social media has transformed traditional marketing paradigms, allowing businesses to connect with consumers in real time. According to a report by Statista (2023), approximately 36.7 million Nigerians are active social media users, representing a significant portion of the population that entrepreneurs can target for marketing purposes. In Ilorin Metropolis, the increasing accessibility of the internet has enabled local entrepreneurs to utilize social media platforms effectively.
Social media has quickly changed the contemporary marketing approach. It has established a connection between marketers and other consumers, creating new possibilities and opportunities with the aim of increasing consumer brand awareness. In order to attract consumers’ attention and address customization of their needs, advertising specialists have started using social networking website appeals in their ads. Their aim is to encourage users to share the brand image and to develop free advertising. 
Entrepreneurs in this region are leveraging social media not only for advertising but also for building brand loyalty and fostering community engagement. Research indicates that effective social media marketing can lead to increased sales and improved brand reputation (Ali et al., 2016). However, despite its potential benefits, many entrepreneurs face challenges related to public perception, including skepticism about online marketing claims and concerns about product authenticity.
Furthermore, studies have shown that public perception significantly influences consumer behavior (Khan et al., 2020). Positive perceptions can enhance brand loyalty and encourage purchases, while negative perceptions can deter potential customers. Therefore, understanding how the public views social media marketing efforts is crucial for entrepreneurs seeking success in an increasingly competitive marketplace.
This chapter establishes a foundational understanding of the role of social media in modern entrepreneurship within Ilorin Metropolis while highlighting key areas for further exploration in subsequent chapters.
[bookmark: _Toc199849742]1.2	Statement of Research Problem
Marketing through social networks is a process based on the promotion of existing and potential customers (target market) to voluntary and free exchange of information about a product or service, to comment, to Like it, and thus allow the organization to ensure that the maximum amount of exposure of promotional message to customer.
Despite the growing reliance on social media for marketing among entrepreneurs in Ilorin Metropolis, there is limited empirical research examining public perception of these practices. Many entrepreneurs may not fully understand how their online presence influences consumer attitudes and behaviors. Additionally, misconceptions about social media marketing can lead to ineffective strategies that fail to resonate with target audiences. This study seeks to address these gaps by exploring how public perception shapes the effectiveness of social media marketing tools used by entrepreneurs.
[bookmark: _Toc199849743]1.3	Objectives of the Study
The primary objectives of this study are:
1. To assess the level of awareness among the public regarding Instagram as an online marketing tools used by entrepreneurs in Ilorin Metropolis.
2. To evaluate public perception of the effectiveness and credibility of instagram marketing tools.
3. To identify factors influencing consumer attitudes towards social media marketing employed by local entrepreneurs.
[bookmark: _Toc199849744]1.4	Research Questions
To achieve the objectives outlined above, this study will seek to answer the following research questions:
· What is the level of awareness among residents of Ilorin Metropolis regarding Instagram as an online marketing tools used by local entrepreneurs?
· How do consumers perceive the effectiveness and credibility of these marketing tools?
· What factors influence public attitudes towards social media marketing among entrepreneurs in Ilorin Metropolis?
[bookmark: _Toc199849745]1.5	Significance of the Study
This study holds significant implications for various stakeholders:
Entrepreneurs: Insights gained from this research will help local businesses understand consumer perceptions and refine their marketing strategies accordingly.
Marketers: The findings will contribute to a better understanding of how public perception affects marketing effectiveness on social media.
Academics: This research will add to the existing body of literature on social media marketing and consumer behavior in developing economies.
[bookmark: _Toc199849746]1.6	Scope of the Study
The scope of this research is confined to Ilorin Metropolis and focuses on public perception regarding social media marketing tools employed by local entrepreneurs. The study will target a diverse demographic group within the metropolis to ensure a comprehensive understanding of varying perceptions based on age, gender, education level, and socioeconomic status.
[bookmark: _Toc199849747]1.7	Definition of Key Terms 
To avoid the problem of confusion and misunderstanding of the research work, those are the definition of some key terms used such as public, perception, social media, marketing, tools, entrepreneur, research tool, WhatsApp and online marketing.
1. Public: This is refers to the people in general, regardless of membership of any particular group. Public is also known as the audience. Public is the group of people that answers the research questions. Public are the people that say their perception about the use of Social media as an online marketing tools by entrepreneur ( A case study of WhatsApp) 
2. Perception: is the ability to see, hear or become aware of something through the sense. Perception is also the way in which Something is regarded, understood, or interpreted by someone. This is the organisation, identification and interpretation of the public concerning the use of Social media as online marketing tool  by entrepreneur (A case Study of WhatsApp).
3. Social media: This refers to the means of interactions among people in which they create, share and exchange information and ideas in virtual communities. Social media is a platforms that allow users to have conversations, share information and create web content. It can also be used to promote businesses, organizations and causes, as well as to stay informed about current events and trends social media influence is a marketing terms that describes an individual's ability to affect other people's thinking in a social online community.
4. Marketing: It is the promotion, distribution and selling of a product or service. Marketing value to meet the needs of a target market in terms of goods and services. It can also be said as the process of getting people interested in your company's product or service.
5. Tool: A mechanical device intended to make a task easier. A tool is a can be a hand held device that aids an entrepreneur in accomplishing a task.
6. Entrepreneur: is an individual who sets up a business taking on financial risks in the aim of making profits is an entrepreneur. An entrepreneur Is someone who is creative, innovative and can take risk to achieve a goal
7. Online marketing: This is defined as the component of marketing that uses the internet and online based digital technologies such as desktop, computers, mobile phones and other digital devices to promote products and services. It is also defined as the promotion of brands to connect with potential customers, using the internet and other forms of digital communication.
8. Online Marketing Tools: Digital resources or platforms used by businesses to market their products or services online, including social media ads, email campaigns, and content marketing strategies.
9. Ilorin Metropolis: A major urban center in Nigeria known for its diverse economic activities and growing entrepreneurial ecosystem.


[bookmark: _Toc199849748]CHAPTER TWO
[bookmark: _Toc199849749]Literature Review
[bookmark: _Toc199849750]2.0	Introduction
This chapter focuses on discussing the key concept of this study, the theoretical framework and related research.
The rapid evolution of social media has transformed the landscape of marketing, particularly for entrepreneurs seeking to engage with their target audiences. In Ilorin Metropolis, the use of social media as an online marketing tool has gained traction, prompting a need to explore public perceptions surrounding this phenomenon. This chapter reviews existing literature on social media's role in online marketing, focusing on its impact on entrepreneurial ventures in Ilorin. It examines conceptual frameworks, theoretical perspectives, and empirical studies relevant to the intersection of social media and marketing strategies.
[bookmark: _Toc199849751]2.1	Conceptual Framework 
[bookmark: _Toc199849752]2.1.1	Social Media as a Marketing Tool
Social media platforms such as Facebook, Instagram, and Twitter have emerged as powerful marketing tools for entrepreneurs. These platforms facilitate direct interaction between businesses and consumers, allowing for real-time feedback and engagement. According to Kaplan and Haenlein (2010), social media can be defined as a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0, allowing the creation and exchange of user-generated content. This definition underscores the interactive nature of social media, which contrasts with traditional marketing methods that often involve one-way communication.
The effectiveness of social media in marketing can be attributed to its ability to reach a vast audience at a relatively low cost. Entrepreneurs in Ilorin can leverage these platforms to promote their products and services, increase brand awareness, and build customer loyalty. The participatory nature of social media also allows for the customization of marketing messages tailored to specific audience segments, enhancing engagement levels.
[bookmark: _Toc199849753]2.1.2	Public Perception of Social Media Marketing
Public perception plays a crucial role in determining the success of social media marketing strategies. In Ilorin Metropolis, various factors influence how residents view the use of social media for marketing purposes. Research indicates that consumers are increasingly relying on social media for product information and recommendations (Mangold & Faulds, 2009). This shift in behavior highlights the importance of understanding public sentiment towards social media marketing.
A study by Tuten and Solomon (2017) emphasizes that positive public perception can lead to increased trust and credibility for brands utilizing social media effectively. Conversely, negative perceptions—often stemming from issues such as privacy concerns or misinformation—can hinder engagement and diminish brand reputation. Therefore, entrepreneurs must navigate these perceptions carefully to maximize the benefits of their online marketing efforts.
[bookmark: _Toc199849754]2.1.3	Concept of Entrepreneur 
An individual with innovative ideas, goods & services, who bears the risk and enjoy rewards is an entrepreneur. They play an important role by generating economic wealth, growth, and innovation using skills and initiative. Entrepreneurs frequently start a modest firm with a long-term vision and consider- able risk to make a lot of money and gain market share with a novel idea. (Srinivasan & Venkataraman 2018). The entrepreneur is someone who always seeks opportunities and is always ready to take risks. Entrepreneurs use social media to reach out to consumers and target groups, connect with them and relate to them in a way that builds trust in the businesses that supply goods or services.
Entrepreneurs are individuals who embark on the journey of creating, organizing, and managing businesses or startups, often with a vision to introduce new products, services, or solutions to the market. They are driven by a passion for innovation and a desire to solve problems or fulfill unmet needs. Entrepreneurs often demonstrate traits such as creativity, resilience, adaptability, and a willingness to learn from both successes and failures. They play a crucial role in driving economic growth, job creation, and technological advancements in societies around the world. From small-scale ventures to multinational corporations, entrepreneurs come from diverse backgrounds and industries, united by their entrepreneurial spirit and determination to make a meaningful impact on the world.
They play an important role by generating economic wealth, growth, and innovation using skills and initiative. Entrepreneurs frequently start a modest firm with a long-term vision and consider- able risk to make a lot of money and gain market share with a novel idea. (Srinivasan & Venkataraman 2018). The entrepreneur is someone who always seeks opportunities and is always ready to take risks. Entrepreneurs use social media to reach out to consumers and target groups, connect with them and relate to them in a way that builds trust in the businesses that supply goods or services.
[bookmark: _Toc199849755]2.1.4	Types of an Entrepreneur
Every entrepreneur is different and their goals also differ from each other. The few types of entrepreneurs are:
i. Opportunist
These types of entrepreneurs are optimistic individuals that put more concern on building profits and wealth. They always look to find well-timed opportunities. they can be impulsive with the ability to pick out financial opportunities, get in at the right time, stay on board during the time of growth, and exit when a business hits its peak.
ii. Innovator
These are the individuals who work on what they love. They are the innovators that come up with great ideas or products that no one has thought of before. Instead of focusing on money, they care more about the impact that their products and services have on society.
iii. Builder
These individuals seek to build out a strong infrastructure by hiring the best talent and seeking the best investors. Builders seek to create a scalable business within a short time frame. They have tempera- mental personalities that are suited to the fast growth they desire but can make personal and business relationships difficult. (Jagongo & Kinyua 2013)
iv. SPECIALIST
These individuals are analytical and risk-averse. They have a strong skillset in a specific area obtained through education or apprenticeship. A specialist entrepreneur builds out their business through networking and referrals, resulting in slower growth than a builder entrepreneur.
[bookmark: _Toc199849756]2.1.5	Challenges facing Entrepreneurship in Nigeria
Ann and Agu (2012) in their study titled “The Role of Entrepreneurship in Economic Development: The Nigerian Perspective”, highlighted 18 challenges entrepreneurs face in Nigeria in their quest to build and grow their businesses, which are interrelated and interconnected with several entrepreneurial challenges identified by Olusanya and Oyebo (2012), Eriobunah and Nosakhare (2013), and Okeke and Eme (2014):
1. Inadequate, inefficient, and at times, non-functional infrastructural facilities, which tend to escalate costs of operation as SMEs are forced to resort to private provisioning of utilities such as road, water, electricity, transportation, communication.
2. Bureaucratic bottlenecks and inefficiency in the administration of incentives and support facilities provided by the government. These discourage prospective entrepreneurs while stifling existing ones.
3. Lack of easy access to funding/credits, which can be traceable to the reluctance of banks to extend credit to them owing, among others, to poor and inadequate documentation of business proposals, lack of appropriate and adequate collateral, high cost of administration and management of small loans as well as high interest rates
4. Discrimination from banks, which are averse to the risk of lending to SMEs especially young startups.
5. High cost of packaging appropriate business proposals
6. Uneven competition arising from import tariffs, which at times favour imported finished products
7. Lack of access to appropriate technology as well as near absence of research and development
8. High dependence on imported raw materials with the attendant high foreign exchange cost and scarcity at times
9. Weak demand for products, arising from low and dwindling consumer purchasing power aggravated by lack of patronage of locally produced goods by the general public as well as those in authority.
10. Unfair trade practices characterized by the dumping and importation of substandard products by unscrupulous businessmen.
11. Weakness in organization, marketing, information-usage, processing and retrieval, personnel management, accounting records and processing.
12. High incidence of multiplicity of regulatory agencies, taxes and levies that result in high cost of doing business which ultimatly discourage entrepreneurs.
13. Widespread corruption and harassment of SMEs by some agencies of government over unauthorized levies and charges.
14. Absence of long-term finance to fund capital assets and equipment under project finance for SMEs
15. The lack of scientific and technological knowledge and know-how, i.e.:
a) Lack of equipment.
b) Lack of process technology, design, patents, etc.
c) Inability to meet stringent international quality standards, a subtle trade barrier set up by some developed countries in the guise of environmental or health standards.
d) The inability to penetrate and compete favorably in export markets either because of poor quality of products, ignorance of export market strategies and networks or lack of appropriate mechanism and technology to process, preserve and package the products for export.
16. Lack of initiative and administrative framework or linkage to support and sustain entrepreneurship development, which to a large extent, is also a reflection of poor technological capability or intellectual resource.
17. Lack of appropriate and adequate managerial and entrepreneurial skills with the attendant lack of strategic plan, business plan, succession plan, adequate organizational setup, transparent operational system.
[bookmark: _Toc199849757]2.1.6	Role and Outcome of Social Media Usage By Entrepreneurs
Entrepreneurs use social media for several purposes and in return, they get so many outcomes. The following outcomes are:
· Creates value
Entrepreneurs always wish to have good value in the market and to have interaction with customers from different locations. (Azhar & Akhtar 2020). They utilize a variety of social media platforms to reduce transaction costs, enhance information access and transmission through improved communication channels, and improve marketing techniques.
· Improves business performance
When an entrepreneur uses social media frequently it leads to high business performance both financially as well non-financially. Social media allows entrepreneurs to express their ideas and thoughts to a large audience. Customers give feedback by liking and sharing posts and thus improving the performance of entrepreneurs. (Secundo et al. 2020). Customers influence by the reviews that entrepreneurs get from other buyers and even buy the goods and services that the entrepreneur post on social media and thus enhancing the performance.
· Enhancement of entrepreneurial business process
An individual starts a business by exploring innovative ideas. With the help of social media, an entrepreneur can find new ideas. Finding opportunities, running a business. looking for venture capital, growth in the market, increasing sales, and finding and reaching target customers all are the main goals of every entrepreneur and with the help of social media, the entrepreneur runs the business process very smoothly.


· Drive business innovation
Innovation can be achieved on social media by co-creation with customers. Entrepreneurs drive business innovation through social media by searching, interacting, and transferring knowledge and ideas with customers. (Stanko et al. 2017). Discovering techniques from various institutional settings and legitimizing ideas through social media are two ways to create innovation.
· Monitor competitors
Entrepreneurs who want to succeed in business should know what their competitors are up to. It will be hard for an entrepreneur to successfully promote their products/services without a reliable understand- ing of what they do. (Stankovska et al. 2016) With social media, entrepreneurs can see the post and the upcoming project or information of the competitor.
· Aware people of the existence
One of the finest locations to communicate an entrepreneurial journey’s tale and information is on social media. Sharing both your successes and failures. Being transparent about your business will at- tract rivals. Social media is the best place to show your spark to everyone. Awareness is very important as social media is used by billions of people around the world entrepreneur can gain a good advantage from social media.
· Get feedback for free
An entrepreneur cannot create his or her product or service. It certainly can, but it won’t earn a lot of money doing so. Asking people directly is one of the finest methods to learn what they want. Entrepreneurs, on the other hand, have constant access to free criticism thanks to social media. Customer support has increasingly moved to social media. Most clients now anticipate a social media reaction in under 45 minutes. (Salamander, G. 2022).
[bookmark: _Toc199849758]2.1.7	Role and Outcome of Social Media Usage by Entrepreneurs
Entrepreneurs leverage social media for several strategic purposes, leading to numerous positive outcomes. These include:
· Creating Value: Social media platforms facilitate interactions with customers, allowing entrepreneurs to gather insights and feedback that enhance product development and customer satisfaction (Azhar & Akhtar, 2020).
· Improving Business Performance: Regular engagement on social media correlates with better financial and non-financial outcomes. Entrepreneurs can showcase their ideas and receive immediate feedback, fostering a cycle of improvement and innovation (Secundo et al., 2020).
· Enhancing Business Processes: Social media aids in streamlining various business functions, such as market research, customer service, and promotional activities. Entrepreneurs can identify trends, customer needs, and potential market gaps more efficiently.
· Driving Business Innovation: Social media enables co-creation with customers, allowing entrepreneurs to harness consumer insights for innovative product development. This collaborative approach fosters a culture of innovation (Stanko et al., 2017).
· Monitoring Competitors: Entrepreneurs can track competitors' activities and strategies through social media, informing their marketing tactics and helping them stay ahead in the market (Stankovska et al., 2016).
· Increasing Brand Awareness: Social media serves as a powerful tool for storytelling, enabling entrepreneurs to share their journey and engage with a broader audience. This visibility is crucial for building brand recognition.
· Receiving Free Feedback: Social media platforms provide entrepreneurs with direct access to consumer opinions and experiences, allowing for quick adjustments to marketing strategies based on real-time feedback (Salamander, G. 2022).
[bookmark: _Toc199849759]2.1.8	Challenges of Social Media Marketing for Entrepreneurs
While social media presents numerous opportunities, entrepreneurs face several challenges in utilizing these platforms effectively:
· Content Saturation: With an overwhelming amount of content shared daily, it can be difficult for entrepreneurs to stand out and capture the attention of their target audience.
· Changing Algorithms: Social media platforms frequently update their algorithms, impacting the visibility of posts and requiring entrepreneurs to adapt their strategies continually.
· Negative Feedback and Reputation Management: Public criticism can spread quickly on social media, making it essential for entrepreneurs to manage their online reputation proactively. Negative comments or reviews can deter potential customers.
· Measuring Effectiveness: Determining the actual impact of social media marketing on sales and brand loyalty can be challenging. Entrepreneurs must develop metrics to track engagement and conversion rates effectively.
· Privacy Concerns: Consumers are increasingly wary of sharing personal information online, which can limit the effectiveness of targeted marketing strategies. Entrepreneurs must navigate privacy regulations and build trust with their audience.
· Technical Challenges: Not all entrepreneurs possess the technical skills required to manage social media campaigns effectively. Lack of expertise can hinder their ability to leverage these platforms fully.
· Resource Allocation: Small businesses may struggle to allocate sufficient resources, both in terms of time and finances, to maintain an active and engaging social media presence.
By addressing these challenges and understanding the complexities of social media marketing, entrepreneurs can better position themselves to harness the full potential of platforms like Instagram for their business growth.
[bookmark: _Toc199849760]2.2	Theoretical Framework
In today's research the uses and gratification theory would be used in analysis the public perception on the use of social media on online marketing tools by entrepreneur.
	The Uses and Gratification Theory
The Uses and Gratifications Theory (UGT) provides insight into why individuals engage with social media content. This theory posits that users actively seek out media that satisfies specific needs or desires (Katz et al., 1973). In the context of social media marketing, consumers may engage with content for various reasons: seeking entertainment, information, or social interaction.
In Ilorin, entrepreneurs can tailor their marketing strategies by understanding the motivations behind consumer engagement with social media. For instance, if users are primarily seeking entertainment, brands can create humorous or engaging content that resonates with their audience. Conversely, if information is the primary motivation, providing valuable insights or expert opinions can enhance audience engagement.
There are several needs and gratification for people. They are categorized into five needs.
· Cognitive needs
· Affective needs
· Personal Integrative needs
· Social Integrative needs
· Tension free needs
Cognitive needs:
People use media for acquiring knowledge, information, facts, etc. Among the audience, some have the thirst to acquire intellectual and academic knowledge. This is not a very common phenomenon. Different people have different needs. For example, quiz programs on television give on factual knowledge; to know about current affairs people need to watch the news regularly; search engines on the internet are also very popular since people can browse for any topic easily under the run with no time restriction.
Affective needs:
It includes all kinds of emotions, pleasure and moods of the people. People use media; say television, to satisfy their emotional needs. The best example would be when people get emotional or sometimes even they cry for a sad scene while watching the movie/soap opera.
Personal Integrative needs:
This is the self-esteem need. People use media to reassure their status, gain credibility and stabilize. So people watch television and assure themselves that they have a respectable status in society. For example, people watch advertisements in the media like jewelry ads, furniture ads, apparel ads, etc. and buy these products so that they can change their lifestyle. Hence the media helps them to do so.
Social Integrative needs:
It encompasses the need to socialize with family, friends and relations in society. For social interaction nowadays, people do not seem to gather socially during weekends instead they have turned to social networking sites on the internet such as Facebook, Twitter, and Tumblr etc. to satisfy their needs.
Another example is people may start watching a particular programme, not because they have any    self-interest, but because their neighbour/friend watches it such that both the parties may have something in common to discuss.
Tension free needs:
People sometimes use the media as a means to escapism from the real world and to relieve from tension and stress. For example, people tend to relax while watching television, listening to the radio, surfing the internet, etc. In fact, media has the power to grab audience mind since it makes them feel connected with the situation and characters emotionally.
Note: The needs are specific in nature to the individual and how the media satisfies the need is subjective. For example, some people may watch the news to relax while others may get tensed or agitated by the same. The media is the same, but people use it for different needs.
On television, most people watch reality shows nowadays not only its popular, but because of the following reasons:
· It is more realistic.
· It provides entertainment.
· It is more interesting.
· There are new concepts cropping up every now and then.
· Viewers can participate as well in many ways while sitting at home.
· Controversies are extensively covered.
· Sensationalism brings in more viewers.
	Diffusion of Innovations Theory
The Diffusion of Innovations Theory (DOI) is relevant in understanding how new technologies—such as social media—are adopted within communities (Rogers, 2003). This theory outlines several factors influencing the adoption rate of innovations: relative advantage, compatibility, complexity, trialability, and observability.
In Ilorin Metropolis, entrepreneurs must consider these factors when implementing social media marketing strategies. For example:
· Relative Advantage: If entrepreneurs can demonstrate clear benefits from using social media over traditional marketing methods—such as cost-effectiveness or broader reach—they are more likely to gain acceptance among potential users.
· Compatibility: Strategies that align with local cultural values and consumer behaviors will be more readily adopted.
· Complexity: Simplifying the use of social media tools can encourage broader participation among entrepreneurs who may be hesitant due to perceived technical challenges.
[bookmark: _Toc199849761]2.3	Empirical Review
The empirical review are some of the related research work that has been carried out by other researcher.
Research indicates that social media marketing is an effective tool for enhancing brand visibility and customer engagement. Tuten and Solomon (2017) found that businesses leveraging social media platforms experience higher levels of customer interaction and loyalty compared to those relying solely on traditional marketing methods. In Ilorin, local entrepreneurs have reported significant improvements in their marketing outcomes through platforms like Facebook and Instagram, which allow for targeted advertising and direct engagement with consumers.
Additionally, Mangold and Faulds (2009) emphasize that social media acts as a powerful word-of-mouth marketing tool. Consumers often trust recommendations from peers over traditional advertisements, making social media an ideal platform for fostering authentic relationships between brands and their audiences. This dynamic is particularly relevant in Ilorin, where community ties are strong, and word-of-mouth plays a crucial role in consumer decision-making.
Public perception significantly influences the effectiveness of social media marketing strategies. A study by Harrison and Barthel (2020) suggests that consumers' attitudes toward brands using social media can greatly impact their purchasing decisions. In Ilorin Metropolis, many residents view social media as a convenient means of discovering new products and services; however, concerns about privacy and data security persist.
Research by Ojo et al. (2020) highlights that while many consumers appreciate the interactive nature of social media marketing, they are also wary of potential privacy infringements. Entrepreneurs must navigate these concerns by ensuring transparency in their marketing practices and establishing trust with their audience to mitigate negative perceptions.
Interactivity is a key feature that enhances audience engagement on social media platforms. Bennett and Segerberg (2013) argue that the ability for consumers to interact with brands in real-time fosters a sense of community and belonging among users. In Ilorin, entrepreneurs have leveraged this interactivity by engaging customers through live videos, polls, and Q&A sessions on platforms like Facebook Live.
Ladder.io (2021) supports this notion by indicating that higher levels of interactivity lead to increased satisfaction and loyalty among audiences. Local businesses in Ilorin that actively engage with their customers through interactive content have reported higher engagement rates and improved customer relationships.
User-generated content (UGC) plays a pivotal role in shaping public perception and enhancing engagement in social media marketing. Smith et al. (2021) highlight that UGC contributes to brand authenticity and trustworthiness. In Ilorin Metropolis, entrepreneurs encourage customers to share their experiences through reviews and testimonials on social media platforms.
This collaborative approach enriches the content while empowering audiences by giving them a voice in shaping discussions around relevant topics. As consumers share their positive experiences online, they contribute to a favorable public perception of the brand, which can lead to increased sales.
Despite the advantages of using social media for marketing, several challenges persist that can hinder effectiveness. One significant challenge is managing negative feedback or criticism on public platforms (Morris & Ogan, 1996). Entrepreneurs in Ilorin must be prepared to address complaints or negative comments promptly to maintain their brand reputation.
Furthermore, the digital divide presents barriers for some segments of the population who may lack reliable internet access or devices capable of engaging with online content effectively (Ojo et al., 2020). This limitation can restrict an entrepreneur's ability to reach all potential customers within Ilorin Metropolis.


CHAPTER THREE
[bookmark: _Toc199849762]RESEARCH METHODOLOGY
3.0	Introduction 
Research methodology simply refers to the practical “how” of any given piece of research. This chapter of the study covers the methodology adopted in gathering relevant information needed for the actualization of the objective of the study. 
This chapter outlines the research methodology employed in this study to investigate public perception regarding the use of social media as online marketing tools by entrepreneurs in Ilorin Metropolis. The methodology includes the research design, population of the study, sample size and sampling technique, data collection instrument, validity and reliability of the study instrument, method of data collection, and data analysis procedure.
[bookmark: _Toc199849763]3.1	Research Design
	The research design serves as a structured plan that outlines how to achieve the research objectives and answer the research questions (Mohamed, 2016). For this study, a descriptive survey design was adopted. This design is particularly useful for gathering information about the current state of public perception regarding social media marketing among entrepreneurs. It allows for the collection of data that provides insights into who perceives social media marketing positively or negatively, what factors influence these perceptions, when they engage with social media content, where they access it, and how they interact with various platforms. By employing this design, the study aims to establish a clear understanding of public perception concerning the use of social media for marketing by entrepreneurs in Ilorin.
[bookmark: _Toc199849764]3.2	Population of the Study
	The population of a study refers to the entire group of individuals or entities that share common characteristics relevant to the research (Mugenda, 2003). In this case, the population consists of consumers and potential customers in Ilorin Metropolis who engage with local entrepreneurs through social media platforms. Given that Ilorin has a diverse population with varying levels of engagement with social media, this study will focus specifically on individuals who actively follow or interact with local businesses on platforms such as Facebook, Instagram, and Twitter.
[bookmark: _Toc199849765]3.3	Sample Size and Sampling Technique
	A sample is a subset of the population selected for analysis (Mugenda, 2003). For this study, a sample size of one hundred (100) respondents was determined to provide sufficient data for analysis while ensuring representativeness. The sampling technique employed for this research is simple random sampling. This technique allows each member of the population an equal chance of being selected, which reduces bias and enhances the validity of the findings (Singh & Masuku, 2014). By using random sampling, the researcher aims to gather diverse perspectives from consumers regarding their perceptions of social media marketing used by local entrepreneurs.
[bookmark: _Toc199849766]3.4	Data Collection Instrument
	The primary instrument used for data collection in this study is a structured questionnaire. The questionnaire was designed to gather information relevant to the research objectives and questions. It consists of both closed-ended and open-ended questions to capture quantitative data as well as qualitative insights from respondents. The questionnaire is divided into three sections: 
	- Section A focuses on respondents' demographic information.
	- Section B addresses their engagement with social media marketing by local entrepreneurs.
	- Section C explores their perceptions regarding the effectiveness and credibility of social media as a marketing tool.
[bookmark: _Toc199849767]3.5	Validity and Reliability of Study Instrument
	Validity refers to the extent to which an instrument measures what it intends to measure (Asika, 1991). To ensure validity, the questionnaire was reviewed by experts in marketing and communication studies to assess its relevance and clarity concerning the research objectives. Feedback from these experts was incorporated into the final version of the questionnaire.
	Reliability refers to the consistency of an instrument in measuring what it is supposed to measure (Osaeze & Izedonmi, 2000). To establish reliability, a pilot study was conducted with a sample of 30 respondents from a similar demographic group outside the main study population. The feedback from this pilot test was analyzed to identify areas for improvement in question clarity and format. Based on these findings, necessary adjustments were made before administering the final questionnaire.
[bookmark: _Toc199849768]3.6	Method of Data Collection
	The method used for data collection involved distributing questionnaires directly to respondents through face-to-face interactions as well as online distribution via social media platforms associated with local businesses. This approach allows for greater control over the data collection process while increasing response rates by ensuring that participants understand each question before answering. A total of one hundred questionnaires were distributed during community events and through targeted social media campaigns aimed at engaging consumers who follow local entrepreneurs.
[bookmark: _Toc199849769]3.7	Data Analysis Procedure
	The data collected from completed questionnaires were analyzed using descriptive statistics techniques. Descriptive statistics provide a way to summarize and present data in a meaningful manner (Ali, 2006). In this study, frequency distributions, percentages, means, and tables were employed to present findings clearly and concisely. The analysis aimed to identify patterns in public perception regarding social media marketing among entrepreneurs in Ilorin while addressing specific research questions related to consumer engagement levels, trust in online marketing practices, and overall satisfaction with products promoted via social media.
	

[bookmark: _Toc199849770]CHAPTER FOUR
[bookmark: _Toc199849771]DATA PRESENTATION, ANALYSIS AND INTERPRETATION
[bookmark: _Toc199849772]4.0	Introduction
This chapter is concerned with the presentation, analysis, and interpretation of data gathered from the responses to the administered questionnaires. It also includes a breakdown based on the research questions. The questionnaire was administered to 100 respondents, out of which 96 were valid and used for the analysis. The remaining 4 responses were invalid due to improper completion. The analysis is based on the 96 valid responses.
[bookmark: _Toc199849773]4.1 Analysis of Response Rate
	Options 
	Frequency
	Percentage

	Number of Distributed Questionnaires
	100
	100%

	Valid Responses
	96
	96%

	Invalid Responses
	4
	4%


Source: Research Survey, 2025
The table above shows that out of 100 questionnaires distributed, 96 (96%) were valid and used for analysis, while 4 (4%) were rejected due to incorrect or incomplete responses. Hence, all data interpretations are based on the 96 valid responses.
[bookmark: _Toc199849774]4.2	Analysis of Personal Data
4.2.1 Age of Respondents
	Options
	Frequency
	Percentage (%)

	18–25 years
	35
	36.46%

	26–35 years
	40
	41.67%

	36–45 years
	15
	15.63%

	46 and above
	6
	6.25%

	Total
	96
	100%


Source: Research Survey, 2025
The table shows that the highest number of respondents fall within the age range of 26–35 years (41.67%), followed by 18–25 years (36.46%). This reflects a youthful population in Ilorin Metropolis who are most active on digital platforms like Instagram. The age group 36–45 years accounts for 15.63%, while only 6.25% are 46 years and above, suggesting that Instagram is predominantly used by younger individuals.
4.2.2 Gender of Respondents
	Options
	Frequency
	Percentage (%)

	Male
	44
	45.83%

	Female
	52
	54.17%

	Total
	96
	100%


Source: Research Survey, 2025
Out of 96 valid responses, 52 (54.17%) were female while 44 (45.83%) were male. This indicates a balanced gender representation, with females slightly dominating the population. Both genders are therefore significantly involved in Instagram use and online marketing engagement.
4.2.3 Religion of Respondents
	Options
	Frequency
	Percentage (%)

	Islam
	62
	64.58%

	Christianity
	34
	35.42%

	Total
	96
	100%


Source: Research Survey, 2025
A majority of the respondents identify with the Islamic faith (64.58%), while 35.42% are Christians. This reflects the religious makeup of Ilorin Metropolis and shows inclusivity in the data across religious lines.
4.2.4 Marital Status of Respondents
	Options
	Frequency
	Percentage (%)

	Single
	68
	70.83%

	Married
	24
	25.00%

	Divorced
	4
	4.17%

	Total
	96
	100%


Source: Research Survey, 2025
Most of the respondents are single (70.83%), which is consistent with the youthful demographics shown in the age distribution. 25% of the respondents are married, while a small fraction (4.17%) are divorced. This supports the idea that single and younger adults are more engaged with social media platforms like Instagram.
[bookmark: _Toc199849775]4.3	Analysis of Awareness and Usage of Instagram
4.3.1 How often do you use Instagram?
	Options
	Frequency
	Percentage (%)

	Very often
	50
	52.08%

	Quite often
	28
	29.17%

	Not often
	12
	12.50%

	Never
	6
	6.25%

	Total
	96
	100%


Source: Research Survey, 2025
The table reveals that a majority of (50 individuals, 52.08%) use Instagram very often, while 28 (29.17%) use it quite often. This means more than 81% of respondents are frequent users of the platform. Only 12.5% indicated they use it not often, and a small 6.25% reported they never use Instagram. This indicates that Instagram is widely used among residents of Ilorin Metropolis, especially among the youth and working population.
4.3.2 Do you consider Instagram as a useful platform for online marketing by entrepreneurs?
	Options
	Frequency
	Percentage (%)

	Yes
	64
	66.67%

	No
	12
	12.50%

	Not sure
	20
	20.83%

	Total
	96
	100%


Source: Research Survey, 2025
The data shows that 64 (66.67%) believe Instagram is a useful tool for online marketing by entrepreneurs. 12 (12.50%) disagreed, and 20 (20.83%) were unsure. This implies a strong public awareness of Instagram’s potential for business visibility and digital engagement.
4.3.3 How often do you come across marketing activities by entrepreneurs on Instagram?
	Options
	Frequency
	Percentage (%)

	Very often
	38
	39.58%

	Quite often
	34
	35.42%

	Seldom
	16
	16.67%

	Never
	8
	8.33%

	Total
	96
	100%


Source: Research Survey, 2025
The responses show that 39.58% of participants come across entrepreneurial content on Instagram very often, while 35.42% do so quite often. This means that over 75% of respondents regularly encounter business-related content on Instagram. This aligns with the perception that Instagram is an effective platform for business exposure. Only a small number of respondents rarely or never come across such content.
[bookmark: _Toc199849776]4.4	Analysis of Perception and Impact
This section presents respondents' opinions on a series of statements regarding Instagram's use as a marketing tool by entrepreneurs. Responses were measured using a five-point Likert scale: Strongly Agree (SA), Agree (A), Neutral (N), Disagree (D), and Strongly Disagree (SD)
4.4.1 Instagram is one of the best platforms for online marketing activities
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	30
	31.25%

	Agree
	40
	41.67%

	Neutral
	10
	10.42%

	Disagree
	10
	10.42%

	Strongly Disagree
	6
	6.25%

	Total
	96
	100%


Source: Research Survey, 2025
Out of 96 respondents, a total of 70 (72.92%) agreed that Instagram is one of the best platforms for online marketing. Only 16.67% disagreed, while 10.42% were undecided. This shows strong public endorsement of Instagram's marketing value.
4.4.2 Instagram enables entrepreneurs to reach their target audience effectively.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	28
	29.17%

	Agree
	42
	43.75%

	Neutral
	12
	12.50%

	Disagree
	9
	9.38%

	Strongly Disagree
	5
	5.20%

	Total
	96
	100%


Source: Research Survey, 2025
A large percentage (72.92%) either strongly agree or agree that Instagram helps entrepreneurs reach their target audience. This confirms Instagram’s strength in customer segmentation and digital reach.
4.4.3 I have purchased a product or service after seeing it marketed on Instagram
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	24
	25.00%

	Agree
	38
	39.58%

	Neutral
	14
	14.58%

	Disagree
	14
	14.58%

	Strongly Disagree
	6
	6.25%

	Total
	96
	100%


Source: Research Survey, 2025
A total of 64 (66.58%) indicated that they had purchased something after seeing it marketed on Instagram. This proves that Instagram marketing has real consumer conversion potential. Only 20.83% disagreed, while 14.58% were neutral.
4.4.4 Marketing on Instagram helps entrepreneurs achieve their business goals.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	26
	27.08%

	Agree
	41
	42.71%

	Neutral
	13
	13.54%

	Disagree
	10
	10.42%

	Strongly Disagree
	6
	6.25%

	Total
	96
	100%


Source: Research Survey, 2025
With a total of 69 (69.79%) in agreement, it is evident that the public sees Instagram as a reliable means for entrepreneurs to reach their goals. The small percentage that disagreed (16.67%) suggests a minority with different digital experiences or skepticism.
4.4.5 Instagram marketing increases visibility and recognition for local brands.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	32
	33.33%

	Agree
	38
	39.58%

	Neutral
	10
	10.42%

	Disagree
	12
	12.50%

	Strongly Disagree
	4
	4.17%

	Total
	96
	100%


Source: Research Survey, 2025
A strong majority (70 respondents, 72.91%) believe Instagram boosts local brand visibility. Only 16.67% disagreed. This highlights how visual content on Instagram helps brands grow recognition.
4.4.6 Entrepreneurs prefer making use of Instagram over other platforms for marketing.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	25
	26.04%

	Agree
	40
	41.67%

	Neutral
	15
	15.63%

	Disagree
	10
	10.42%

	Strongly Disagree
	6
	6.25%

	Total
	96
	100%


Source: Research Survey, 2025
A total of 25 (26.04%) strongly agreed, and 40 (41.67%) agreed that entrepreneurs prefer Instagram over other platforms. This shows that 65 out of 96 (67.71%) believe Instagram is the favored platform for online marketing. 15 (15.63%) were neutral, suggesting some uncertainty, while a smaller group (10 disagreed and 6 strongly disagreed) totaling 16 (16.67%), do not believe Instagram is preferred over other platforms.
4.4.7 Instagram helps entrepreneurs better manage customer engagement.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	27
	28.13%

	Agree
	39
	40.63%

	Neutral
	13
	13.54%

	Disagree
	10
	10.42%

	Strongly Disagree
	7
	7.29%

	Total
	96
	100%


Source: Research Survey, 2025
A total of 27 (28.13%) strongly agreed and 39 (40.63%) agreed, making 66 (68.76%) who believe Instagram supports effective customer engagement. 13 (13.54%) were neutral, while 10 disagreed and 7 strongly disagreed, summing up to 17 (17.71%) who are not convinced of Instagram’s usefulness in managing engagement.
4.4.8 Instagram marketing contributes to the business growth of local entrepreneurs.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	29
	30.21%

	Agree
	36
	37.50%

	Neutral
	14
	14.58%

	Disagree
	12
	12.50%

	Strongly Disagree
	5
	5.21%

	Total
	96
	100%


Source: Research Survey, 2025
29 (30.21%) strongly agreed and 36 (37.50%) agreed, indicating that 65 (67.71%) view Instagram marketing as contributing to business growth. 14 (14.58%) were neutral, while 12 disagreed and 5 strongly disagreed, making 17 (17.71%) skeptical of Instagram’s influence on business growth.


4.4.9 False or misleading content on Instagram reduces consumer trust.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	35
	36.46%

	Agree
	30
	31.25%

	Neutral
	14
	14.58%

	Disagree
	10
	10.42%

	Strongly Disagree
	7
	7.29%

	Total
	96
	100%


Source: Research Survey, 2025
A combined 65 (67.71%) — 35 strongly agreed and 30 agreed — believe that false or misleading information on Instagram negatively affects consumer trust. 14 (14.58%) were neutral. 17 (17.71%) disagreed or strongly disagreed, indicating a minority who may be less concerned about misinformation on the platform.
4.4.10 Instagram is a credible and effective marketing tool for entrepreneurs.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	30
	31.25%

	Agree
	36
	37.50%

	Neutral
	12
	12.50%

	Disagree
	12
	12.50%

	Strongly Disagree
	6
	6.25%

	Total
	96
	100%


Source: Research Survey, 2025
Out of 96 respondents, 30 (31.25%) strongly agreed and 36 (37.50%) agreed that Instagram is a credible and effective marketing tool, totaling 66 (68.75%). 12 (12.5%) remained neutral, while 18 (18.75%) disagreed or strongly disagreed. This suggests that although the majority find Instagram effective and credible, a notable minority still question its reliability.
[bookmark: _Toc199849777]4.5 Analysis Based on Research Questions
This section presents a detailed analysis of the study’s research questions based on the data collected from the administered questionnaires.
The first research question sought to determine the level of awareness among residents of Ilorin Metropolis regarding Instagram as an online marketing tool used by local entrepreneurs. The findings from Tables 4.3.1 and 4.3.3 provide strong evidence of a high level of awareness. A significant portion of the respondents, specifically 50 individuals representing 52.08%, indicated that they use Instagram very often. An additional 28 (29.17%) also reported using the platform quite often. Combined, these figures indicate that over 78% of the sampled population are regular users of Instagram. Furthermore, 38 (39.58%) stated that they very often come across marketing activities by entrepreneurs on Instagram, while 34 (35.42%) noted they see such content quite often. This reflects that approximately 75% of respondents are exposed to Instagram-based marketing regularly. These statistics suggest a strong awareness of Instagram's role as a marketing platform in the daily social media experiences of Ilorin residents.
The second research question aimed to explore how consumers perceive the effectiveness and credibility of Instagram as a marketing tool. The data reveals that the perception is largely positive. As indicated in Table 4.4.1, 30 (31.25%) strongly agreed and 40 (41.67%) agreed that Instagram is one of the best platforms for online marketing activities, making up 72.92% of the total. Similarly, in Table 4.4.2, 28 respondents strongly agreed and 42 agreed that Instagram enables entrepreneurs to reach their target audience effectively, totaling 72.92% as well. Furthermore, in Table 4.4.10, a combined 66 (68.75%) agreed that Instagram is a credible and effective tool for marketing. Additional support for this perception is found in Table 4.3.2, where 64 (66.67%) affirmed that Instagram is a useful platform for online marketing. These results collectively indicate that the majority of consumers in Ilorin Metropolis perceive Instagram as both an effective and credible medium for entrepreneurial marketing.
The third research question was designed to identify the factors that influence public attitudes towards social media marketing among entrepreneurs in Ilorin Metropolis. The study uncovered several influential factors. Firstly, the trustworthiness of content emerged as a key concern. As shown in Table 4.4.9, 35 (36.46%) strongly agreed and 30 (31.25%) agreed that false or misleading content on Instagram reduces consumer trust, bringing the total agreement to 67.71%. Secondly, actual consumer behavior supports Instagram’s marketing influence, with 24 (25.00%) strongly agreeing and 38 (39.58%) agreeing that they have purchased a product after seeing it marketed on Instagram, as shown in Table 4.4.3. This demonstrates the platform's impact on buying decisions. Thirdly, the interactive features of Instagram were highlighted in Table 4.4.7, where 27 (28.13%) strongly agreed and 39 (40.63%) agreed that Instagram helps entrepreneurs better manage customer engagement—an essential factor in consumer-business relationships. Lastly, preference also plays a role, as Table 4.4.6 reveals that 65 (67.71%) believe entrepreneurs prefer using Instagram over other platforms.
In summary, the public’s attitudes towards Instagram marketing are shaped by their trust in the content shared, their personal experiences with purchasing via the platform, the visibility of marketing content, and the overall engagement provided by Instagram. These findings affirm that Instagram is not only widely used and recognized but also largely trusted and influential in shaping consumer perceptions and entrepreneurial success in Ilorin Metropolis.
[bookmark: _Toc199849778]4.6 Summary of Findings Based on Research Questions
This section summarizes the answers to the research questions based on the interpretations made in the previous analyses.
The findings in relation to the first research question confirm that the level of awareness among residents of Ilorin Metropolis regarding the use of Instagram as an online marketing tool by entrepreneurs is significantly high. Most respondents indicated that they use Instagram regularly, with more than three-quarters of them encountering entrepreneurial marketing content on the platform. The data supports the conclusion that residents are not only aware of Instagram’s potential in marketing but are also actively engaging with such content, reflecting deep market penetration and digital exposure among the urban population.
Concerning the second research question on consumer perception of the effectiveness and credibility of Instagram marketing, the study reveals a largely favorable outlook. The majority of respondents agreed that Instagram is both effective and credible for marketing purposes. Many affirmed that the platform helps entrepreneurs reach target audiences, improve visibility, and boost brand recognition. Although a minority expressed neutrality or skepticism, the general sentiment is that Instagram is a valuable and trustworthy medium for entrepreneurial promotion.
Addressing the third research question, the analysis identified several key factors that influence public attitudes toward Instagram marketing. These include trust in the authenticity of content, the ability of Instagram to support direct consumer engagement, actual purchase behaviors driven by exposure to Instagram advertisements, and the perceived preference of entrepreneurs for using Instagram over other platforms. The public seems to respond more positively when marketing content is authentic, interactive, and visually appealing, all of which Instagram naturally supports.
[bookmark: _Toc199849779]4.7 Discussion of Findings
The findings from this study provide meaningful insight into the perceptions of residents in Ilorin Metropolis regarding the use of Instagram as an online marketing tool by entrepreneurs. One of the key highlights of the research is the high level of digital awareness and frequent usage of Instagram among the population. The data shows that a large number of respondents use Instagram daily or several times a week and are often exposed to entrepreneurial marketing content. This aligns with global trends that identify Instagram as a leading platform for social commerce, especially among younger and urban populations.
Additionally, the study confirms that Instagram is widely perceived as an effective and credible marketing channel. Respondents overwhelmingly believe that the platform helps entrepreneurs achieve their marketing goals, reach their target audience, and boost visibility. These findings support the growing reliance on Instagram as a tool for brand promotion and customer engagement, particularly among small and medium-sized enterprises operating in digitally connected regions like Ilorin Metropolis.
However, the study also acknowledges certain concerns expressed by respondents, especially regarding misinformation and content credibility. While most users find Instagram useful, some noted that false or misleading content can erode consumer trust. This highlights the importance of responsible content management and the need for entrepreneurs to maintain transparency and professionalism in their digital communication.
Furthermore, consumer behavior patterns observed in the research, such as purchasing decisions based on Instagram promotions, reinforce the platform’s practical impact on business outcomes. Factors like visual appeal, interactivity, and direct access to customer feedback significantly influence the public’s attitude towards Instagram marketing.
Instagram plays a critical role in the marketing strategies of entrepreneurs in Ilorin Metropolis. Its ability to facilitate communication, enhance brand recognition, and drive sales makes it an indispensable tool in the modern digital economy. Nonetheless, for entrepreneurs to fully capitalize on Instagram's potential, they must focus on building trust, engaging consistently with their audience, and offering valuable content that aligns with the expectations and preferences of their target market.


[bookmark: _Toc199849780]CHAPTER FIVE
[bookmark: _Toc199849781]SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc199849782]5.1	Summary of Findings
This study examined the public perception on the use of Instagram as an online marketing tool by entrepreneurs, with a focus on residents of Ilorin Metropolis. The research explored the extent of awareness among the public, their perception of the platform’s effectiveness and credibility, and the key factors influencing attitudes toward social media marketing by entrepreneurs.
A total of 100 questionnaires were administered, of which 96 were valid and used for analysis. The data revealed that the level of awareness and usage of Instagram is considerably high among the respondents. A majority of participants indicated they use Instagram frequently and are regularly exposed to marketing content by entrepreneurs on the platform.
Respondents largely agreed that Instagram is an effective and credible marketing platform. They reported that it helps entrepreneurs reach their target audience, improve brand visibility, and increase business growth. Many respondents also confirmed having made purchases based on advertisements or promotions they encountered on Instagram. However, a small number expressed skepticism about the credibility of information on the platform, citing concerns over misleading or false content.
Factors influencing public perception included the frequency of Instagram use, trustworthiness of marketing content, visibility of brands, personal buying experiences, and the preference of entrepreneurs for using Instagram over other platforms. These elements shaped the overall positive perception and demonstrated that Instagram marketing has a real and measurable influence on consumer behavior.
[bookmark: _Toc199849783]5.2	Conclusion
Based on the findings, it is evident that Instagram has become a prominent and trusted platform for online marketing among entrepreneurs and consumers in Ilorin Metropolis. The research shows that the public is not only aware of Instagram’s use for business purposes but is also responsive to the marketing content shared on the platform.
Instagram's visual and interactive nature allows entrepreneurs to communicate their brand identity effectively, engage with their audience, and promote their products or services in a creative and impactful manner. The study confirms that the platform contributes meaningfully to business visibility, customer engagement, and growth for entrepreneurs who utilize it effectively.
However, the study also uncovers some limitations to Instagram’s effectiveness, particularly related to misinformation. False or misleading promotional content has the potential to diminish consumer trust, which can affect long-term engagement. Therefore, while Instagram is an efficient tool for marketing, its success heavily depends on how transparently and professionally entrepreneurs use it.
In summary, Instagram serves as a viable online marketing tool for entrepreneurs. Its success in Ilorin Metropolis is strongly tied to its accessibility, popularity, and ability to influence consumer decisions when used authentically and strategically.
[bookmark: _Toc199849784]5.3	Recommendations
In view of the research findings, the following recommendations are proposed to entrepreneurs, digital marketers, and other stakeholders who utilize Instagram as a marketing platform:
1. Maintain Content Credibility and Authenticity: Entrepreneurs should ensure that all marketing content shared on Instagram is honest, accurate, and credible. Avoiding misleading claims or fake promotions will help build trust and encourage long-term customer relationships.
2. Invest in Visual Branding and Engagement: As a visually-driven platform, Instagram requires creative and high-quality content. Entrepreneurs should prioritize clear visuals, interactive stories, customer feedback highlights, and regular updates to maintain relevance.
3. Provide Adequate Customer Support via Instagram: Responding to comments, messages, and inquiries quickly enhances consumer trust. Entrepreneurs should treat their Instagram pages as service channels in addition to being marketing platforms.
4. Utilize Instagram Insights and Data Analytics: Entrepreneurs should monitor their performance using Instagram's analytics tools to understand what content performs best and refine their strategies accordingly.
5. Implement Digital Literacy Campaigns: Educational institutions, government bodies, and marketing professionals should promote digital awareness programs that help both entrepreneurs and consumers identify authentic content and avoid misinformation online.
6. Diversify Marketing Channels While Prioritizing Instagram: While Instagram is highly effective, entrepreneurs are encouraged to complement it with other platforms like WhatsApp, Facebook, or TikTok where necessary, to reach broader audiences.
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[bookmark: _Toc199849786]APPENDIX
KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY (IICT)
MASS COMMUNICATION DEPARTMENT
Dear Respondent,
This questionnaire is designed to gather relevant information on the topic:
"Public Perception on the Use of Instagram as an Online Marketing Tool by Entrepreneurs (A Case Study of Ilorin Metropolis)." Your honest responses are crucial for the success of this academic research. Kindly note that all information provided will be treated with strict confidentiality and used solely for academic purposes.
Thank you.
INSTRUCTION:
Please tick (✓) where appropriate.
SECTION A: Demographic Information
1. Age of respondent:
A. 18–25 years ( ) B. 26–35 years ( ) C. 36–45 years ( ) D. 46 and above ( )
2. Sex of respondent:
A. Male ( ) B. Female ( )
3. Religion of respondent:
A. Islam ( ) B. Christianity ( )
4. Marital Status:
A. Single ( ) B. Married ( ) C. Divorced ( )
SECTION B: Awareness and Usage
5. How often do you use Instagram?
A. Very often ( ) B. Quite often ( ) C. Not often ( ) D. Never ( )
6. Do you consider Instagram as a useful platform for online marketing activities by entrepreneurs?
A. Yes ( ) B. No ( ) C. Not sure ( )
7. How often do you come across marketing activities by entrepreneurs on Instagram?
A. Very often ( ) B. Quite often ( ) C. Seldom ( ) D. Never ( )
SECTION C: Perception and Impact
KEYS: SA = Strongly Agree A = Agree N = Neutral D = Disagree SD = Strongly Disagree
	S/N
	STATEMENT
	SA
	A
	N
	D
	SD

	8
	Instagram is one of the best platforms for online marketing activities.
	
	
	
	
	

	9
	Instagram enables entrepreneurs to reach their target audience effectively.
	
	
	
	
	

	10
	I have purchased a product or service after seeing it marketed on Instagram.
	
	
	
	
	

	11
	Marketing on Instagram helps entrepreneurs achieve their business goals.
	
	
	
	
	

	12
	Instagram marketing increases visibility and recognition for local brands.
	
	
	
	
	

	13
	Entrepreneurs prefer Instagram over other platforms for marketing.
	
	
	
	
	

	14
	Instagram helps entrepreneurs better manage customer engagement.
	
	
	
	
	

	15
	Marketing through Instagram has contributed to the business growth of local entrepreneurs.
	
	
	
	
	

	16
	False or misleading content on Instagram reduces consumer trust.
	
	
	
	
	

	17
	Overall, Instagram is a credible and effective marketing tool for entrepreneurs.
	
	
	
	
	



	
