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ABSTRACT
This abstract explores the influence of social media in promoting digital activism among Nigerian women. With the rapid growth and widespread adoption of social media platforms in Nigeria, these platforms have become powerful tools for communication, networking, and mobilization. Nigerian women, who face numerous socio-political challenges, have harnessed the potential of social media to amplify their voices, advocate for gender equality, and promote social change.
This study aims to investigate how social media platforms, such as Twitter, Facebook, and Instagram, have facilitated digital activism among Nigerian women. It explores the various ways in which Nigerian women have utilized social media to raise awareness about gender-based issues, share personal stories, mobilize support, and coordinate collective action. Questionnaires were administered to respondents via (google form)  all questionnaire were completed and submitted online.
Furthermore, this study examines the impact of social media on shaping public discourse and influencing policy change regarding women's rights and gender equality in Nigeria. It explores the extent to which social media platforms have provided Nigerian women with a platform to challenge societal norms, demand accountability, and advocate for legal reforms. The study also considers the limitations and challenges faced by Nigerian women in their digital activism efforts, such as online harassment, censorship, and access disparities.
The study recommend that Education and Digital Literacy, Amplifying Diverse Voices and Collaboration between Online and Offline Activism will improve the digital activism among Nigeria women
Overall, this research underscores the transformative power of social media in empowering Nigerian women and fostering digital activism. It highlights the significance of online platforms as catalysts for mobilization, solidarity, and collective action, ultimately paving the way for a more inclusive and equitable society in Nigeria.
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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND OF THE STUDY 
The digital technology especially its components such as the social media has been in the burner as formidable topic for discuss among scholars across the globe. This section thus x-rays the trend of discourse in social media presence, and patterns of use among accessors in general but women in particular.
The African continent – in its multiple socio-cultural and political complexities between the mid-1990s and early 2000 was seen as sitting on the cusp of the digital revolution, or perceived as dumbstruck in the ‘techno-euphoric moment of wonderment and awe. The internet, has been the most significant manifestation of the new media’ across the globe. With it came the unparalleled diffusion and prevalence of the mobile phone across social classes in Africa shaping everyday life through phone-based text messages (SMS), thus standing out as a compelling tool for alternative communication in the developing world as well as Mobile banking. In the same way, the new media has impacted the lives of women variously.
Most prominent in the general outcry of women marginalisation in societies has been the lack of women representation in traditional mass media of television, radio and newspaper/magazine. The status quo is however expected to have changed with the arrival of digital media with its functional elements like the internet and its social media tools. According to Pew Research, more women presences is recorded on social media in some western and some Arab countries around the globe including Africa. This is an indication of more women realising the potentials and taken advantage of digital technologies to keep track of the changing world. It also means women too can have a voice of their own with the opportunity to create and form identity for themselves without partrichal restrictions. Inarguably therefore, women in particular but people generally have needs or motivations that propels them towards adoption of social media.
Social media features have made possible interactive ways of benefitting users. Sheedy avers that, users engage in the use of social media platforms mainly to: Virtually join a group, get updates and message about a group, read, post, or comment on news and information, receive/send private messages with group leaders and members, read and engage in transparent conversations that can be seen by others and “lurk” in a group – read information without making oneself known as a follower or member of the group.
Smock et al., outlines relaxing and entertainment, expressive information sharing, companionship, professional advancement; social interaction and habitual pass time. Furthermore, Social media helps to reach a wider audience leveraging the “long tail” concept, which means conversation can be conveyed to different forums, Edosomuran et al., speed up conversations in a more interactive way that makes communication more effective and worthwhile, “learn about and explore things, advertise things, advertise one self and form friendships” as well as help mobilize people to achieve a goal or effecting a change in the society for a noble cause.
While myriad of motivational factors abound for social media adoption and use generally, differences between motivational factors determining gender and type of social media use have been espoused among scholars. Both males and females are recorded to have different reasons for social media usage. Other studies also find generational differences in the application and use of digital technology. Fietkiewicz, et al., In a study to compare generation X, Y, Z usage of social media, Fietkiewicz, et al.  find that social media users who fall into the category of Generation X (older females) are more likely to use business oriented networking services such as twitter and for sharing business and political information, news, or research updates with strangers.
While Generation Y (users born between 1980 and 1995), on the other hand, are more likely to use a traditional networking platform, such as Facebook mainly to communicate and share information with friends. Facebook, twitter, WhatsApp, Instagram, Myspace etc. are however the most popular platforms among women in general. For Nigerian women, Pew Research identifies Facebook, Instagram, twitter and LinkedIn as the most popular among them. In terms of amount of time spent on social media, younger females are considered to be greatly exposed to social media and at a much more prolonged period than adult females.
They are history’s first “always connected” generation. Steeped in digital technology and social media, they treat their multi-tasking hand-held gadgets almost like a body part – for better and worse. More than eight-in-ten say they sleep with a cell phone glowing by the bed, poised to disgorge texts, phone calls, emails, songs, news, videos, games and wake-up jingles (p, 1).
Social media tools are a space for women to advocate for their causes, speak up to the public, have a say in public policies, and empower themselves to be active citizens Daher. Therefore, whatever the reasons that trigger the social media use among women, a certainty lies in the fact, it represents a platform for self-expression among women. Be it for social networking, professional and self-update, maintaining and establishing new relationships etc., social media as a digital form is timely.
Consequently, while a great number of scholars have delved extensively into the study of digital technologies but especially social media, much emphasis has been laid on comparing various aspects of social media adoption and use between males and females. Furthermore, concentration is laid on generational differences in the use of social media platforms. Only a few studies and even far more less within Nigerian environ have tried to study the application and adoption of social media between females – to explore the ways through which they use the media to serve their needs and enhance societal growth. This study thus hope to fill this lacuna by assessing the use of social media among Nigerian women with the intention of establishing the pattern of use as well critically presenting the assumed consequences of same on individuals and society in general.
1.2	STATEMENT OF THE PROBLEM
Despite the rise of social media as a tool for activism, Nigerian women face significant barriers in leveraging these platforms for digital activism. Issues such as gender-based violence, political exclusion, and economic inequality persist, yet the extent to which social media empowers Nigerian women to address these challenges remains underexplored. Many women encounter cyberbullying, cultural stigma, and misinformation, which hinder their participation in online activism. Additionally, the digital divide, particularly in rural areas, limits access to social media for many Nigerian women. There is a need to understand how social media facilitates or constrains their activism, the effectiveness of different platforms, and the tangible outcomes of their efforts in driving societal and policy change. 
However, the situation remains persistent and unending perhaps because of the ownership and control of the conventional media which are in the hands of the bourgeois (the political class) who are in most cases the architect of social injustice in the Nigerian State. Considering the above, there is a swift need for a paradigm shift that necessitates this study to investigate how digital activism would serve as a panacea for social injustice in Nigerian society. 
1.3	OBJECTIVES OF THE STUDY 
	The specific objectives of this study therefore include:-
i. To know the impact of social media in promoting digital activism among Nigerian women
ii. How and the extent social media promote digital activism among women
iii. To know the challenge the social media face in promoting digital activism among Nigerian women
1.4	RESEARCH QUESTION
To effectively carry out the research, the following research question were posed for investigation.
i. What are the influence of social media in promoting digital activism among Nigerian women?
ii. To what extent do women use social media in promoting digital activism?
iii. What are the challenges that social media face in promoting digital activism among Nigerian women?
1.5	SIGNIFICANCE OF STUDY 
The nature of problem that is promoting digital activism among Nigerian women pose to our social existence and its escalated threat, it becomes relevant that a study should be carried out in this area, so that efforts could be intensified in the fight against digital activism among Nigerian women
	Another benefit from this study was that it helped to preserve the economy of our nation if curbed as the found being allocated to importation of media can be channeled to some other thing s else it could be noted in Africa, women contribute enormously to our economy growth they constitute up to 90% present of the workforce in agricultural sector and 70 present in trade or marketing sector, and therefore their trade must be saved, secured and guaranteed.   
1.6	SCOPE OF THE STUDY 
The limitation in carrying out the study, some limitations and constraints was countered by the researchers in the course of obtaining useful and relevant information for the purpose of the research 
Due to large sum of money involves in travelling to various part across the country to obtain some information purpose of the research.
The research found if necessary to limit the scope of the research to Nigeria point authority
Another constraint is this is because the time frame for writing and submission of the research project was strictly limited and such as more elaborate research could be undertaken.
Difficulties in obtaining the required information of the serious information encounter by the research was the lukewarm attitude of the official who are suppose to give relevant information owing to the secretly policy in most organization that the research was purposely academic, she was supplies with the required information.
1.7	DEFINITION OF TERMS
	Here are basic term we might use from time to time as this work progress:-
Digital activism: Is the use of technology, such as social media, email and/or websites, as a form of activism.
Social media: It refers to the making, modification usage and knowledge of tools which was implemented above to interact among people in which they create share and exchange information. Also “Danny Shea” in the Huffington post defined social media as a means of speeding up access to knowledge and a form of electronic communication which facilitates interaction based on certain interests and characteristics.



CHAPTER TWO
LITERATURE REVIEW
2.1	CONCEPTUAL FRAMEWORK 
2.1.1	Concept of social media
Social media is a collective term for websites and applications that focus on communication, community-based input, interaction, content-sharing and collaboration.
People use social media to stay in touch and interact with friends, family and various communities. Businesses use social applications to market and promote their products and track customer concerns.
Business-to-consumer websites include social components, such as comment fields for users. Various tools help businesses track, measure and analyze the attention the company gets from social media, including brand perception and customer insight.
Social media has enormous traction globally. Mobile applications make these platforms easily accessible. Some popular examples of general social media platforms include Twitter, Facebook and LinkedIn.
Different between social media and social networking.
Social Media: forms of electronic communication (as Web sites for social networking and microblogging) through which users create online communities to share information, ideas, personal messages, and other content (as videos).
Social Networking: the creation and maintenance of personal and business relationships especially online
With that said, let’s take a look at the five biggest differences between social media and social networking.
Communication Style
On social media, you’re doing all of the talking. You’re publishing content-images, videos, eBooks, infographics, white papers, and more-and trying to generate engagement with your fans and followers, and ultimately hoping that they interact with your brand or take an action.
With social networking, there needs be a mix of both talking and listening. If you’re joining groups and networks on social media and doing all of the talking-posting about your brand and tooting your own horn-you’re not going to get the type of respect that you probably deserve, and you’re likely going to miss out on some great opportunities because you’re not listening.
To be great at social networking, you have to take the time to listen and engage with others.
Goals
Perhaps the biggest difference between social media and social networking is the goal that you’re trying to achieve.
With social networking, your ultimate goal is to build your network of fans/followers and foster those relationships. Whether or not those relationships lead to new business is an unknown, but it’s not the ultimate goal.
Social media differs because while you’re certainly trying to generate buzz and interaction, you also want to increase your bottom line, and that means data acquisition for lead generation and sales for eCommerce.
Content
Content is so important to every aspect of marketing, and while you need it for both social media and social networking, the type of content you use for each is going to be different.
In social networking, it’s a lot of rich conversation and questions. You’re having deep, informative conversations with people in hopes of sparking a connection and gaining a new fan or follower while growing your referral network.
On the social media side of things, you’re trying to drive engagement, and you can’t do that with 250 word Facebook posts. No, you need to be posting and sharing images, videos, infographics, and other meaningful pieces of content to keep your audience engaged and interested in your brand.
It’s not to say that this type of content can’t overlap, but how you use the content should be different.
Time & Effort
If you’re an active brand on social media, you’re probably using a tool like Hootsuite or Sprout Social to help save time and measure the analytics behind your efforts. You can create your posts and schedule them out days ahead, and then sit back and watch the engagement that takes place.
With social networking, there’s no automated way to really grow relationships, and you can’t cut corners. Each interaction you have needs unique focus and attention.
Social networking is like dating-it’s time consuming, and it takes a lot of time and effort to really make it work, but it’s all worth it in the end.
ROI Measurement
In this digital age, we’re all trying to measure the ROI from everything that we do, especially social media.
How you attribute ROI to your social media and social networking is going to differ because you need to go about the two completely different. Measuring the ROI from your social networking efforts is going to be easier because there’s more direct response-if your network of social followers is increasing, then that’s measurable ROI.
But since your social media strategy is about generating buzz and engagement, it’s a bit difficult to nail down that type of return. Over a longer period of time, you should be able to attribute some type of success, but it’s not going to be as clear as it is in your social networking game. Of course if you’re driving things like sales and you have your tracking and analytics in place, it’ll be easier to measure your ROI.
All in all, social media and social networking are two important marketing tactics, but they each come armed with their own unique challenges

2.1.6	Social media as a tool for promoting digital activism 
The use of social media has become the main scenario of contemporary online communication and, therefore, it plays a key role in the process of creating a global identity. Thus far, it has been the place where new names, icons, slogans or mottos have been shared, and where the revolutionary narrative has shaped and created the basis for the emerging activism trends and collective actors that played a crucial role during certain social movements (Gerbaudo&Treré, 2015).
Digital activism or cyberactivism represents a new paradigm used to build up an online community, connect with other users and spread a message within and beyond country borders. Although, there is still a huge part of society that has no access to the online sphere, digital activism may provide a space and a platform to empower marginalized voices, giving them the chance for cross-boundary dialogue.
These platforms are the starting point for different types of social movements, for instance, the “Fridays for Future” (2018) campaign that the young activist Greta Thunberg started; or #Stayhome (2020), a campaign to create awareness about a global situation during the first lockdown of the Covid-19 pandemic. Furthermore, social media can also serve as a platform to mobilize people to seek justice for any human rights violations such as “HollaBack” (2005), “SlutWalk” (2011), “Bring Back our Girls” (2014), “Me Too” (2017) or “Black Lives Matter” (2020). It’s through social media campaigns, online petitions, blogs, crowdfunding platforms etc., where people seek justice and solidarity. Therefore, these movements grow, become viral and stronger. Nonetheless, it is clear that before these hashtags become viral, there’s a reason behind them that goes beyond the action. For example, #BringBackOurGirls was not only a hashtag that sought justice for the 200 schoolgirls that were abducted by Boko Haram in Nigeria, but also served as a ground-breaking movement to advocate for social changes in the socio-cultural, political and economic fields in the country (Akpojivi, 2019); or #BlackLivesMatter, a social movement that started with George Zimmerman’s acquittal regarding Trayvon Martin’s death, back in 2013, which represented the cherry on the cake regarding the situation black people have to face in the US on a daily basis. These huge campaigns have reached millions of people and gathered other voices on the ground that have joined the movements.
For its part, feminist activism has jumped into the online landscape, aiming to achieve gender-based dialogue as well as expand its message and reach people beyond borders. In this regard, these spaces created by women activists are the starting point to building up identity discussions and online dialogue with a gender perspective. However, there is an existing gap, especially in the MENA region, where only women in the academy or in privileged situations are allowed to have a presence in the online world (Newsom & Lengel, 2021).

2.1.6.1 Women’s Rights in the Digital Sphere
The #MeToo campaign can be understood as the zenith of the previous social media campaigns to denounce sexual harassment and gender violence, worldwide. Sexual violence has several stages, such as sexual harassment, gender violence, sexual assault, rape, incest, sexual abuse, etc. So, social media campaigns have been targeting these different scenarios by using different types of messages. For instance, several anti-street harassment campaigns have been launched online such as HarassMap in Egypt, Harasstracker in Lebanon, Tell Your Story in Turkey or Dear Catcallers in the Netherlands.
The #MeToo campaign, which took the world by storm in 2017, gathered female voices around the globe. Although this was a worldwide feminist movement, it especially empowered women in the MENA region (Basch-Harod, 2019). By 2021, with an estimated population of 440 million in the Arab states, only around 66% of people in MENA had access to the Internet, a percentage that has been progressively increasing over the years. Even though it is a clearly increasing trend, there is still a huge existing gap between men and women, since women still have less access to the Internet (56%) than men (68%). Nonetheless, although the gap is still big, it has not prevented women’s activism, which has increased.

2.1.6.2 Influence of social media platform on digital activism among women
The influence of social media in today’s society is undeniable, and the number of people who can access it is increasingly changing the forms of traditional activism, which have moved, to a large extent, from public spaces to digital platforms. As a form of activism, feminism can also benefit from social media, as it is a very powerful tool in the hands of women and, in general, of vulnerable people to express their view, make their voices heard, share experiences or desires, and mobilize public opinion. In the Arab world, and more specifically in the case of Lebanon, the use of social media has helped many women to grow, talk about the violence inflicted on them, and denounce their aggressors, as well as legislators and political leaders. Although much remains to be done to achieve gender equality, new technologies have emerged as a decisive tool in this struggle. Therefore, more and better strategies should be designed so that women can take advantage of the potential of media in a positive way.
2.1.6.3 Social Media at the Heart of Digital Transformation
Social media is one manifestation that has produced many modern platforms like Facebook, Instagram, Twitter, YouTube, WhatsApp, and many other informative and interactive platforms. These platforms have allowed the people behind the screens, with various accounts on social media, to become channels, and sometimes branded channels, conveying their values, missions and visions through their content. These accounts interact with the diverse audience on their channels, engaging with their content through commenting, sharing and liking (or disliking on some occasions on some platforms).
As digital gaps amongst societies have been shrinking with time, especially in the Middle East, these platforms have become accessible to almost every household, especially after the Covid-19 pandemic, which made digital media literacy urgent. However, there are many studies that look deeply into the issue of the digital gap, and the knowledge gap it has created; nevertheless, mobile phones and internet connection have become available to almost all socioeconomic classes. With the mass availability of mobile phones, social media has become accessible to almost anyone, regard less of their social, economic, educational or linguistic background.
By definition, social media is an internet-based vehicle that allows the exchange of information amongst a network of people who are communicating and interacting with it. It comprises several platforms that create, communicate, share, discuss and exchange information, thoughts, ideas, experiences and perspectives in a timely manner to different users. What is unique about these platforms is that all senders, receivers and channels are categorized as users, and that these platforms amplified the interactivity among them with their quick and instant communication and feedback.
2.1.7	Challenges face by Nigerian women in using social media in promoting digital activism 
Digital activism is without challenges despite the auspicious advantages attached to the practice. Through observation and a thorough review of extant literature, the researchers identified the following as some of the challenges bedevilling digital activism in Nigeria: Sentiments: one of the challenges associated with digital activism in the Nigerian society is sentiment, especially when the subject matter has to do with religion or region. Udeagha, &Nwamah substantiate that one of the major factors affecting Nigerian society from advancing is sentiment. Most often than not, it was observed by the researchers that online activists faced confrontations with fellow netizens when they advocate against issues that hamper their belief system, religion, or ethnic group. For instance, when Deborah Samuel, a student of Shehu Shagari College of Education, Sokoto was murdered, a reasonable number of social media users condemned the barbaric act. However, a good number of the same social media users attacked activists and other users, and also tried to justify the barbaric act (UDEAGHA & NWAMAH, 2020).
The above posts by the journalist and activist Farooq Kperogi portray how digital activists battle with netizens whenever they want to advocate for a subject matter that deals with religion, region, or ethnicity in Nigeria. Surface it to say, the sentiment is a barrier to effective online advocacy in Nigeria. 
Cost of Internet Subscription: The cost of an internet subscription has the potential to affect digital activism in the Nigerian society. A common Nigerian struggles with social needs such as food to eat, and shelter among other needs. Hence, paying a subscription fee on a monthly, weekly, or daily basis automatically becomes problematic. The above situation has the potency to hinder netizens from airing their views or advocating for a common cause on social media platforms. I
Illiteracy: Illiteracy is one of the challenges impeding the growth of Internet usage and digital activism in Nigeria and in other African countries. Because the average adult illiteracy rate in the West African Economic and Monetary Union area is roughly 33%, one out of every three potential Internet consumers is unable to access the service because he or she cannot read or write (AKUE-KPAKPO, 2017).
The Digital Activism Model 
Based  on  the  findings  of  this  study,  the authors of this paper proposed a model (The Digital Activism Model) which will serve as a remedy for effective digital activism in the Nigerian society and other developing countries that share a similar experience with Nigeria. Below there is a diagrammatic illustration of the model
2.1.8 The social media revolution and women’s empowerment
Social media has transformed the landscape of how information is shared globally and the relationship between citizens and governments (Shirky, 2011). Beyond its use as a social networking tool, social media allows for the first time any individual to share content and opinions to a global audience, bypassing traditional media or other modes of information transmission (European Parliament, 2013). Platforms such as YouTube, Facebook or Twitter have allowed activists around the world to retransmit events live to a broad online audience, such as during the Arab Spring movement (Pew Research Center, 2012). Local issues become global concerns; local activists become connected with global citizens.
Women’s rights movements have also been quick to capitalise on social media’s unprecedented political and awareness-raising potential. During the Wikigender online discussion, participants stressed the importance of social media in allowing gender activists to connect within and across borders, at a low cost. The surge of female bloggers has in particular helped attract a younger generation of activists, who represent a key target audience to break established stereotypes and help advance gender equality.
Below are three areas identified by the Wikigender online discussion and research where social media has enabled women’s political activism:
Hashtag activism bringing women’s issues to the forefront of political agendas: Hashtag activism has helped to mobilise public attention on women’s rights, increasing the visibility of issues that are under-reported in mainstream media. For example in 2013, the BringBackOurGirls campaign reached over 1 million tweets, helping to raise awareness of both national and international actors of the need to help rescue the abducted Nigerian schoolgirls (Tomchak, 2014). Before the hashtag campaign’s success, the case received little media attention (Dewey, 2014). UN Women’s successful and high-profile HeForShe campaign further highlights the potential of social media to attract new and larger audiences: the campaign engaged with more than 1.2 billion people, putting the global spotlight on the need to engage men and boys to achieve gender equality.
Tackling violence against women through social media tools: Social media tools have helped female victims to share their experiences of violence with other victims, creating a space to exchange knowledge and information on their rights, legal processes and welfare services. In 2010, HarassMap was launched in Egypt as an online mapping tool to allow victims to anonymously report cases of sexual harassment directly from their mobile phone. This crowd-sourcing initiative maps all the reports and is coupled with campaigns to raise awareness on the scale of the problem in Egypt (Young, 2014).
Public accountability towards gender equality: Social media has been increasingly used by women’s grassroots organisations to call for greater public accountability towards gender equality. Following the 2012 gang rape of a young woman in Delhi, the #DelhiGangRape hashtag campaign brought the scale of gender-based violence in India into the spotlight. The hashtag campaign supported public street mobilisation which saw the government introduce specific anti-rape provisions in the Criminal code (Sharma, 2014). Similarly, in Turkey, the rape and murder of a young woman led to a mass Twitter protest through the hashtags sendeanlat (tell your story) and ozceganaslan. Large street protests provoked a discussion among political and civil society leaders about violence against women in the country.
2.1.9	Impact of social media in promoting digital activism among Nigerian woman
Despite the high visibility and success of many of these campaigns, the extent to which women’s online activism has been able to shape and influence policy making remains patchy and unpredictable. This mirrors the struggle of grassroots women’s activism to be heard in decision- making processes, and the broader marginalisation of women in public life. Although important increases in women’s political participation have been achieved since Beijing with 22% of women in parliaments today compared to 11% in 1995, women remain a minority at all levels of governance.
The extent to which women are represented in public life and in decision-making processes has a gendered impact on policy making. Increasing their political participation has been linked to more gender-responsive public policies (Brody, 2009). Recent results of the Social Institutions and Gender Index (SIGI), a measure of discriminatory social institutions across 160 countries, demonstrate that 86 countries have no quotas to promote women’s political participation either at national or sub- national level.3 Limited female representation within formal decision-making and leadership fora is compounded by the marginalisation of women’s civil society organizations within national institutional mechanisms.
Barriers to women’s political agency are replicated in women’s online activism. Specific additional challenges identified by recent research and by the Wikigender online discussion include:
Women’s limited access to new technologies: Fully taking advantage of social media for political advocacy is restricted for many women by illiteracy, language barriers and the digital divide in infrastructure between rural and urban areas. These factors affect in particular rural and indigenous women’s online advocacy and opportunities to connect with other activists.
Limited networking with institutional actors: Lower networking opportunities with cross- institutional partners, including decision makers and public figures, and disconnection from local women’s movements can negatively affect the success of women’s online activism.
Information overload and scaling up: a plethora of small online campaigns on specific issues can overwhelm and lead to activism fatigue. This affects the ability to scale up a campaign to a global level and attract new audiences.
Censorship and harassment: Female-written blogs and websites have also been subject to censorship by governments. Sexual harassment of female activists has been reported in the online discussion and websites providing information on subjects related to sexual health and reproductive rights have been taken offline. Negative gender stereotypes and lower representation of women in both traditional and new media organisations also silence women’s online voices.


2.2	THEORETICAL FRAMEWORK
2.2.1	Uses and Gratification theory
	Identified as the brain child of Katz, Blumler and Gurevicth, Uses and Gratification theory hinges on why people use certain media and the benefit they get from them. The basic supposition of this theory holds that people use mass media for different reasons and seek to derive various gratifications. In other words, the needs an individual has will determine the kind od media he or she may choose to access to solve the needs. Need for entertainment, relaxation, information, news and so becomes motivation for media selection and attendance to it.
Relevance of theories
	The theories anchoring this paper are indispensable based on their tents and the discourse of this paper. Basically, social media platforms are tools of the digitalization classified as new media. Although, some countries may not see social media as new innovation, as it new. In addition, because social media is new in Nigeria and especially amongst women who are culturally and socially obtained, the level of adoption is equally not same. The younger generations who are seen to be born the age of the new technology tent to embrace the media faster and more easily than older women who must either learn about the new media and adopt it or from the laggard categories who have no option than to do what others are doings.
	Similarly, the uses and Gratification theory finds relevance to this paper in that, women who have adopted social media may have varying needs. These needs, the researcher believes motivates them to social media rather than the traditional mainstream media for solution.
	Nigeria is attributed to being the most populous country in Africa. With current projected figure of over 183 million people according to the National Population Commission (2016), almost half of the population (about 90 989 254) are females. It thus requires that, any study with attempt at validity must encompass a representation of the entire country. Thus considering the fact that Nigeriacomprise of six geo political zones, the study employed the convenience sampling representation non-probability method to study each state capital of the state representing each zone ACC
2.3	EMPIRICAL REVIEW 
	It appears that youths are aware and actively use the internet (Social media) but to what influence? This study by Shu-Sha, Angie Guan and Kaveri Subrah-Manyan (2009) on women internet usage: risks and opportunities, analyzed 75 researches, different reports on internet use among the women in a bid to determine a trend.
	They were able to thematize the influence of the internet and social media into positive and negative. From their findings, they recorded that the negative influence has to do with addiction, exposure to in appropriate materials, online risks and cybercrimes bullying and engaging in digital activism. While providing a vehicle to promote cognitive, social and physical development is generally seen as the positive influence.
	Specially, they identify improvement in education scores, accessibility of the disabled especially the deaf to communicate effectively with the heavily visual medium of the social media.
	Indeed, the popularity of the social media among women is increasing, in addiction to ease of access and low cost, the social media is continuously expanding bandwidth continues to deliver multimedia resource in greater amounts and higher quality. The development of friendlier interfaces allows even those with low network literacy to use the internet more easily and comfortably.
	This can explain why addiction seems to be a dominant theme in almost all the reviewed literature.
	Walood and Mohd (2012) explain that some researchers investigated the end result of social networking usability among women’ and with their academic performance.
	They found influence when the media is overuse in such a way that do not academically improve leaving or its process.   
In addition, Lehtonen (2014) found that the social media worked well as a general tool during the Arab uprising it also empowered the women activists at personal level, which functioned as an encouragement system among the women. Women were eager to participate in the uprising and in the politics of their country when social media offered a place for freedom of expression, increased awareness, and encouragement among women.
With such awareness, Zaidan et al. (2015) discovered that women in Palestine, Nigeria and other Middle East countries use social media tools to educate underserved women. They give a free health counselling using those tools besides organizing health education programs. Such initiatives are highly potential because adaptation into the tools is flexible and easy. With that, they could be used in approaching the society efficiently and effectively.
Furthermore, Abisola, Oyesomi, Nelson and Omole in Nigeria (2014) found out that social media empowers and encourages women in diverse ways, one of which is that the social media encourages women to engage in economic activities that build-up networks with colleagues, business partners, workers, and clients.
Croasdell, McLeod & Simkin (2011) have identified a number of reasons managers should attract females in the IT industry. The main one is that experienced and qualified IT professionals are scarce, causing many organizations to pay high salaries and offer sign-on bonuses, in order to attract top employees through change their ages.
However, Croasdell et al. (2011) discovered that women do not choose to major in IT fields because they tend to focus on their family. The influence of family impacts the decision to choose an IT profession. These very same factors are important to the retention and recruitment of women in the IT profession.
Blum et al. (2007) conducted three case studies. One particular case study studied undergraduates at Carnegie Mellon University in the Computer Science (CS) department. Before 1999, the CS department was imbalanced in the areas of gender, professional support for women students and student personalities. This department was geared toward male students. The women had an extremely low sense of self and felt they do not tend to get along well with the computing environment. In 1990 the new admission criteria allowed diversity in a balanced environment. The study found 29 that diversity and balance in the Carnegie Mellon University CS Department produced an environment where male and female students had similar attitudes toward IT. Some male and female students loved programming and some did not. The shift in the environment produced a change in the female students’ confidence levels, perspective of programming and a sense of belonging.
Upon all of the above mentioned importance of social media in this contemporary world non from the aforementioned studies concentrates on the influence of social media in promoting digital activism among Nigerian women. Thus, in Nigeria too, there is dire need to carry out an empirical study to assess the influence of social media in promoting digital activism among Nigerian women.


CHAPTER THREE
3.1	RESEARCH DESIGN 
The study adopted the survey design. The reason for this is that whenever the major primary data for a study is the views of members of the public or any particular group, a survey is better called for.
The aim of survey is to provide empirical data collected from a population of respondents on which valid conclusion can be made. Therefore, research design simply implies a comprehensive plan or blue print showing how the research will be used to solve the already identified problems.
3.2	POPULATION OF THE STUDY 
	The population of the study consists of the youth students population of kwara state polytechnic , kwara state. This include youth aged 18-35 of male and female, single, married, divorced or separated, employed and not yet employed student of the polytechnic. It is also out of this population that we derive our 100 sample population.       
3.3	SAMPLE SIZE
	A sample size is a subset of the population usually selected in such away a that it is representative of the population and on which the research study is carried out (Amara and Amaechi, 2010).
	Thus, due to the vastness of the polytechnic population and its area of concentration being the youths population of age 18-35, 100 respondents of male and female students will be selected as sample to represent the entire population of the study.
3.4	TECHNIQUES SAMPLING 
A sample random proportional sampling which is a probability sampling method will be used for getting the respondent that took part on this study. This means a total number of (100 hundred) under graduate student will randomly be selected and administered questionnaire. This means a total of 200 questionnaire will be administered to 100 respondents and all copies of the questionnaire will adequately be filled and returned and also indicated the using at least one of the radio programme. The adequately urgent filled questionnaire of radio programme youths users will later be used for the analysis.


3.5	VALIDITY AND RELIABILITY 
	The instrument to be employed was designed to cover the area addressed by the research question and objective highlighted at the beginning of this report. The instrument was also designed to cover other area which will support the responses of the main study. Also the observation and questionnaire method is valid enough to generate actual solution for the research.
3.6	METHOD OF DATA COLLECTION
The main data collection method or technique for this study is questionnaire. The questionnaire contained questions which helped the researcher to get the right opinion or view of the subjects or respondents. The questionnaire gave the respondents considerable choice of response. The researcher personally administered these questionnaires and personally collects them immediately the respondents were through with the questions.
3.7	METHOD OF DATA ANALYSIS
There are various methods of analyzing data but the one used in this study is simple percentage and presented in a tabular form. Data analysis is a process of inspecting, cleansing, suggesting conclusions and supporting decision-making. The term data analysis is sometimes used as a synonym for data modeling.
   



CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1	Introduction
This chapter presents a comprehensive analysis of the data collected to examine the influence of social media in promoting digital activism among Nigerian women. Through surveys, questionnaires, and content analysis, valuable insights were gained into women's perceptions, experiences, and actions in their pursuit of digital activism. The findings aim to uncover patterns, trends, and themes that shed light on the transformative potential of social media platforms in empowering women and driving societal change. Practical recommendations will be offered to leverage social media for promoting women's voices and advancing gender equality in Nigeria. This chapter contributes to the existing knowledge on digital activism, offering valuable insights for researchers, academics, policymakers, and practitioners.
Presentation of data
The research questionnaire was distributed to a sample size of 200 respondents, which was representative of the study population. Out of these, all 200 questionnaires were completed by the respondents, resulting in a response rate of 100%. The following table provides a concise overview of these details.
Table 4.1.1 Analysis of Response Rate
	Questionnaires
	Respondent
	Percentage 

	Filled 
	200
	100%

	Total
	200
	100%


Source :Field Survey 2025
4.2 Analysis and Interpretation
4.2.1 Analysis of personal data
Table: Public perception on social media use on information about digital activism
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage (%)

	Valid
	Information
	118
	59
	59
	59

	
	Education
	70
	35
	35
	94

	
	Not interesting
	4
	2
	2
	96

	
	None of the above 
	6
	3
	3
	100

	
	Total
	100
	100
	100
	


Source :Field Survey 2025
The questionnaire results indicate that among the respondents, 59% perceive social media as an informative source for digital activism, while 35% view it as an educative platform. A small percentage of 2% express disinterest, and 4% do not associate social media with any of the mentioned categories. These findings underscore the significance of social media in providing information and education about digital activism, while also highlighting the need to address disinterest and explore alternative engagement approaches for those who perceive none of the above.
Table: level of social media in promoting digital activism
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	Valid
	High
	122
	61
	61
	61

	
	Very high
	58
	29
	29
	90

	
	Low
	12
	6
	6
	96

	
	Very low
	2
	1
	1
	97

	
	None of the above 
	6
	3
	3
	100

	
	Total
	100
	100
	100
	


Source :Field Survey 2025
The questionnaire results indicate that a significant percentage of respondents, 61%, perceive social media's level of promotion of digital activism among women as high. Furthermore, 29% of respondents consider it to be very high, showcasing the substantial impact of social media in this regard. In contrast, only 6% perceive the level as low, with a mere 1% perceiving it as very low. Interestingly, 3% of respondents do not align with any of the given options. These findings highlight the considerable role of social media in promoting digital activism among women, with a majority acknowledging its high or very high impact.


Table: Use of campaign about social media platform
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	Valid
	Very often
	94
	47
	47
	47

	
	Quite often
	80
	40
	40
	87

	
	Not often
	18
	9
	9
	96

	
	Not at all
	8
	4
	4
	100

	
	Total
	100
	100
	100
	


Source :Field Survey 2025
The questionnaire results reveal that a substantial portion of respondents, 47%, make use of social media platforms for campaign purposes very often. Additionally, 40% of respondents engage in campaign activities quite often, indicating a significant level of involvement. On the other hand, a smaller proportion of respondents, 9%, reported not engaging in campaigns often, while only 4% indicated not utilizing social media platforms for campaigns at all. These findings highlight the frequency and active participation of respondents in utilizing social media for campaign purposes, underscoring its importance as a tool for digital activism.
Table: coming across campaign about promoting Nigerian women
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	Valid
	Very often
	90
	45
	45
	45

	
	Quite often
	88
	44
	44
	89

	
	Not often
	14
	7
	7
	96

	
	Not at all
	8
	4
	4
	100

	
	Total
	100
	100
	100
	


Source :Field Survey 2025
The questionnaire results indicate that a significant number of respondents, 45%, frequently come across campaigns focused on promoting Nigerian women. Additionally, 44% of respondents reported encountering such campaigns quite often, demonstrating a high level of visibility. A smaller proportion, 7%, reported not coming across these campaigns often, while only 4% indicated not encountering them at all. These findings suggest that campaigns promoting Nigerian women are prevalent and actively observed by a considerable portion of the respondents, showcasing the efforts to raise awareness and support for women's empowerment in Nigeria.
Table: platforms that can be used to promote digital activism amount Nigerian women 
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	Valid
	Twitter
	110
	55
	55
	55

	
	Facebook 
	34
	17
	17
	72

	
	Instagram
	38
	19
	19
	91

	
	Others
	18
	9
	9
	100

	
	Total
	100
	100
	100
	


Source :Field Survey 2025
The questionnaire responses indicate that Twitter is perceived as the most effective platform for promoting digital activism among Nigerian women, with 55% of respondents favoring it. This finding aligns with the platform's reputation for facilitating real-time conversations, enabling the amplification of voices and the dissemination of information. Facebook received 17% of the responses, suggesting its potential as a platform for reaching a broader audience. Instagram, with 19%, also holds promise for visual storytelling and engagement. The remaining 9% of respondents highlighted other platforms, indicating the need for a diversified approach to maximize outreach and impact in promoting digital activism among Nigerian women.
Table: public perception of social media in promoting digital activism 
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	Valid
	Encourage digital activism
	180
	90
	90
	90

	
	Discourage digital activism
	12
	6
	6
	96

	
	Not at all
	8
	4
	4
	100

	
	Total
	100
	100
	100
	


Source :Field Survey 2025

The results of the questionnaire reveal a positive public perception of social media in promoting digital activism among the Nigerian population. A significant majority of respondents, 90%, perceive social media as an encouraging platform for digital activism. This finding aligns with the project topic, highlighting the influential role of social media in empowering Nigerian women and fostering their participation in activism. Only a small proportion, 6%, declared against social media's impact on digital activism, indicating a potential skepticism or concerns about its effectiveness. Additionally, 4% of respondents reported not perceiving social media as contributing to digital activism at all. These findings emphasize the importance of leveraging social media's potential while addressing concerns and engaging with a diverse range of perspectives to foster a more inclusive and impactful digital activism landscape.
Table: what is digital activism
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	Valid
	Yes
	188
	94
	94
	94

	
	No
	12
	6
	6
	100

	
	Total
	100
	100
	100
	


Source :Field Survey 2025
The questionnaire results pertaining to awareness of digital activism within the context of the project topic reveal encouraging findings. An overwhelming majority of respondents, 94%, expressed familiarity with the concept of digital activism. This high level of awareness suggests that Nigerian women are cognizant of the role technology and online platforms play in driving social change and advocating for women's rights. However, a small proportion of 6% indicated a lack of knowledge regarding digital activism. Addressing this knowledge gap through education and awareness campaigns can further empower Nigerian women to effectively participate in and promote digital activism.


Table: social influence digital activism among Nigerian women
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	Valid
	Yes
	156
	78
	78
	78

	
	No
	36
	18
	18
	96

	
	None of the above
	8
	4
	4
	100

	
	Total
	100
	100
	100
	


Source :Field Survey 2025
The questionnaire results reveal that a significant majority of respondents, 78%, believe that social media influences digital activism among women. This finding aligns with the project topic, emphasizing the influential role of social media in promoting women's engagement in digital activism. The acknowledgment of social media's impact suggests that it serves as a powerful tool for raising awareness, mobilizing support, and facilitating connections among Nigerian women activists. However, a notable proportion of 18% responded negatively, indicating a differing perspective on the influence of social media. Additionally, 4% of respondents did not align with any of the provided options, highlighting the need to consider alternative factors that may contribute to digital activism among women. Overall, these findings underscore the significance of social media as a catalyst for promoting digital activism among Nigerian women, while acknowledging the existence of varying perceptions and influences in this context.
Table:  rating the level of attractiveness of youths on social media
	Valid
	
	Frequency 
	Percentage(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	Valid
	Very high
	128
	64
	64
	64

	
	High
	58
	29
	29
	93

	
	Very low 
	4
	2
	2
	95

	
	Low
	6
	3
	3
	98

	
	Average Disagree
	4
	2
	2
	100

	
	Total
	200
	100
	100
	


Source :Field Survey 2025
The questionnaire results indicate that the level of interactiveness of Nigerian youths on social media is perceived to be relatively high. A majority of respondents, 64%, rated the level as very high, emphasizing the active engagement and participation of young people on social media platforms. An additional 29% rated it as high, further highlighting the significant involvement of youths in digital spaces. Conversely, a small percentage of 2% considered the level to be very low, while 3% rated it as low, suggesting a lower degree of interactiveness among a subset of youths. An average rating was given by 2% of respondents. These findings underscore the pivotal role of social media in facilitating youth participation in digital activism and support the notion that Nigerian youths are actively utilizing online platforms for sociopolitical expression and engagement.
Table: social media enlighten the populace on digital activism among women
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	Valid
	Strongly agree
	88
	44
	44
	44

	
	Agree
	92
	46
	46
	90

	
	Neutral
	12
	6
	6
	96

	
	Disagree
	6
	3
	3
	99

	
	Strongly Disagree
	2
	1
	1
	100

	
	Total
	200
	100
	100
	


Source :Field Survey 2025
The questionnaire results demonstrate that social media plays a significant role in enlightening the Nigerian populace about digital activism among women. A substantial percentage of respondents, 44%, strongly agree with this notion, emphasizing the influential power of social media in raising awareness and disseminating information. Furthermore, 46% agree with the statement, supporting the idea that social media platforms contribute to enlightening the public about digital activism. A small proportion of respondents, 6%, remained neutral on the topic, while only 3% and 1% strongly disagreed and disagreed, respectively. These findings underscore the potential of social media in educating and informing the Nigerian population about the importance and impact of digital activism among women, aligning with the goals of the project topic.




Table: influence of social media on the level of digital activism among Nigerian women
	valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	valid
	Strongly agree
	74
	37
	37
	37

	
	Agree
	102
	51
	51
	88

	
	Neutral
	12
	6
	6
	94

	
	Strongly Disagree
	6
	3
	3
	97

	
	Disagree
	6
	3
	3
	100

	
	Total
	200
	100
	100
	


Source :Field Survey 2025
The questionnaire results highlight that a majority of respondents, 51%, agree that social media has a great influence on the level of digital activism among Nigerian women. Additionally, 37% strongly agree, further emphasizing the significant impact of social media platforms in driving digital activism. A small proportion of respondents, 6%, remained neutral on the topic, while only 3% strongly disagreed and 3% disagreed. These findings underscore the pivotal role of social media in promoting and empowering Nigerian women in their digital activism efforts, aligning closely with the objectives of the project topic. The high agreement and strong agreement percentages highlight the transformative potential of social media platforms in fostering activism and amplifying women's voices for societal change.



Table: digital activism draw your interest on social media
	valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	valid
	Strongly agree
	70
	35
	35
	35

	
	Agree
	104
	52
	52
	87

	
	Neutral
	18
	9
	9
	96

	
	Strongly Disagree
	6
	3
	3
	99

	
	Disagree
	2
	1
	1
	100

	
	total
	200
	100
	100
	


Source :Field Survey 2025
The questionnaire results indicate a strong level of interest in digital activism on social media platforms within the context of the project topic. A significant majority of respondents, 52%, agree that digital activism draws their interest, while an additional 35% strongly agree. This demonstrates the keen attention and engagement of individuals towards digital activism efforts on social media. A small percentage of 9% remained neutral on the topic, while only 3% and 1% disagreed and strongly disagreed, respectively. These findings underscore the enthusiasm and receptiveness of individuals towards digital activism on social media, highlighting the potential for mobilization and advocacy among Nigerian 
women.
Table: social media help disseminating instant information about the occurrence of digital activism among Nigerian women
	valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	valid
	Strongly agree
	88
	40
	40
	40

	
	Agree
	102
	51
	51
	91

	
	Neutral
	10
	5
	5
	96

	
	Disagree
	6
	3
	3
	99

	
	Strongly disagree
	2
	1
	1
	100

	
	total
	200
	100
	100
	


Source :Field Survey 2025
The questionnaire results indicate that the majority of respondents, 51%, agree that social media plays a crucial role in disseminating instant information about occurrences in digital activism among Nigerian women. Additionally, 40% strongly agree with this statement, emphasizing the significant impact of social media in providing timely updates and raising awareness about digital activism events. A small percentage of respondents, 5%, remained neutral, while only 3% and 1% disagreed and strongly disagreed, respectively. These findings underscore the essential role of social media platforms in facilitating the rapid spread of information and fostering real-time engagement in digital activism among Nigerian women, aligning with the objectives of the project topic. The high agreement percentages highlight the potential of social media as a powerful tool for information dissemination and mobilization.
Table: social media teaches us how to make decisions on digital activism issues
	valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	valid
	Strongly agree
	102
	35
	35
	35

	
	Agree
	70
	51
	51
	86

	
	Neutral
	18
	9
	9
	95

	
	Disagree
	6
	3
	3
	98

	
	Strongly disagree
	4
	2
	2
	100

	
	total
	200
	100
	100
	


Source :Field Survey 2025
The questionnaire results reveal that a significant proportion of respondents, 51%, agree that social media helps teach them how to make decisions about digital activism issues or problems in life. Furthermore, 35% strongly agree with this statement, emphasizing the educational aspect of social media in guiding decision-making in the context of digital activism. A small percentage of 9% remained neutral, while only 3% and 2% disagreed and strongly disagreed, respectively. These findings highlight the potential of social media as an educational platform, empowering individuals to make informed decisions regarding digital activism issues, and aligning with the objectives of the project topic. The high agreement percentages suggest that social media plays a pivotal role in shaping perspectives and facilitating informed decision-making in the realm of digital activism among Nigerian women.
Table:  positive impact of social media in promoting digital activism
	valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	valid
	Strongly agree
	80
	42
	42
	42

	
	Agree
	94
	47
	47
	89

	
	Neutral
	14
	7
	7
	96

	
	Disagree
	4
	2
	2
	98

	
	Strongly disagree
	4
	2
	2
	100

	
	total
	200
	100
	100
	


Source :Field Survey 2025
The questionnaire results indicate a strong consensus among respondents regarding the positive and significant impact of social media in promoting digital activism. A substantial majority, 47%, agree with this statement, while an additional 42% strongly agree, emphasizing the influential role of social media platforms in driving digital activism efforts. Only a small proportion, 7%, remained neutral, while 2% disagreed and 2% strongly disagreed. These findings highlight the transformative power of social media in empowering Nigerian women and fostering their active engagement in digital activism, aligning closely with the objectives of the project topic. The high agreement percentages underscore the importance of social media as a catalyst for promoting digital activism among Nigerian women and advancing their rights and causes.


Table: Social media awareness is driving force behind the growth of digital activism
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	Valid
	Strongly agree
	56
	28
	28
	28

	
	Agree
	114
	57
	57
	85

	
	Neutral
	18
	9
	9
	94

	
	Disagree
	8
	4
	4
	98

	
	Strongly disagree
	4
	2
	2
	100

	
	total
	200
	100
	100
	


Source :Field Survey 2025
The questionnaire results affirm that social media awareness plays a significant role as a driving force behind the growth of digital activism. A majority of respondents, 57%, agree with this statement, while 28% strongly agree, indicating the crucial impact of social media in promoting and advancing digital activism among Nigerian women. A small proportion of 9% remained neutral, while 4% and 2% disagreed and strongly disagreed, respectively. These findings underscore the influential role of social media platforms in raising awareness, mobilizing support, and amplifying the voices of Nigerian women engaged in digital activism. The high agreement percentages highlight the importance of leveraging social media as a powerful tool to drive the growth and impact of digital activism in Nigeria, aligning closely with the objectives of the project topic.






Table: Social media is a double edged sword in promoting digital activism with both positive and negative consequences
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	Valid
	Strongly agree
	68
	34
	34
	34

	
	Agree
	104
	52
	52
	86

	
	Neutral
	16
	8
	8
	94

	
	Disagree
	2
	2
	2
	96

	
	Strongly disagree
	8
	4
	4
	100

	
	Total
	200
	100
	100
	


Source :Field Survey 2025
The questionnaire results indicate a recognition among respondents that social media is a double-edged sword in promoting digital activism. A majority of respondents, 52%, agree with this statement, while 34% strongly agree, highlighting the acknowledgement of both positive and negative consequences associated with social media's role in digital activism. A small proportion of 8% remained neutral, while 2% and 4% disagreed and strongly disagreed, respectively. These findings underscore the need to critically examine the impact of social media on digital activism among Nigerian women, acknowledging its potential benefits and drawbacks. The high agreement percentages reflect the awareness of the complexities and nuances of utilizing social media as a tool for promoting digital activism, aligning closely with the objectives of the project topic.


Table: Information about Nigerian women activism can help the public to know and support activism women campaign
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	Valid
	Strongly agree
	68
	34
	34
	34

	
	Agree
	102
	51
	51
	85

	
	Neutral
	16
	8
	8
	93

	
	Disagree
	10
	5
	5
	98

	
	Strongly disagree
	4
	2
	2
	100

	
	total
	200
	100
	100
	


Source :Field Survey 2025
The questionnaire results highlight the perception among respondents that information about Nigerian women activism is crucial in enabling the public to become aware of and support women's activism campaigns. A majority of respondents, 51%, agree with this statement, while 34% strongly agree, emphasizing the importance of information dissemination for raising awareness and garnering support. A small proportion of 8% remained neutral, while 5% and 2% disagreed and strongly disagreed, respectively. These findings underscore the significance of providing accessible and comprehensive information about Nigerian women's activism to mobilize public support and foster a culture of support and advocacy. The high agreement percentages affirm the relevance of the project topic, emphasizing the role of information in promoting women's activism campaigns and driving positive change


Table: Social media is useful as a tool for mobilizing and organizing digital activism movements 
	valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	valid
	Strongly agree
	66
	33
	33
	33

	
	Agree
	108
	54
	54
	87

	
	Neutral
	16
	8
	8
	95

	
	Disagree
	6
	3
	3
	98

	
	Strongly disagree
	4
	2
	2
	100

	
	total
	200
	100
	100
	


Source :Field Survey 2025
The questionnaire results strongly support the idea that social media is a valuable tool for mobilizing and organizing digital activism movements among Nigerian women. A majority of respondents, 54%, agree with this statement, while 33% strongly agree, emphasizing the instrumental role of social media platforms in facilitating mobilization and organization. A small percentage of 8% remained neutral, while only 3% and 2% disagreed and strongly disagreed, respectively. These findings highlight the transformative power of social media in enabling Nigerian women to come together, coordinate efforts, and advocate for their causes. The high agreement percentages affirm the significance of social media as a driving force in mobilizing and organizing digital activism, aligning closely with the objectives of the project topic.










Table: Social media activism is an effective strategies for creating change
	valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	valid
	Strongly agree
	66
	33
	33
	33

	
	Agree
	112
	56
	56
	89

	
	Neutral
	18
	9
	9
	98

	
	Disagree
	2
	1
	1
	99

	
	Strongly disagree
	2
	1
	1
	100

	
	total
	200
	100
	100
	


Source :Field Survey 2025
The questionnaire results demonstrate a strong belief among respondents that social media activism is an effective strategy for creating change. A majority of respondents, 56%, agree with this statement, while 33% strongly agree, highlighting the significant impact of social media in driving positive transformation. A small proportion of 9% remained neutral, while only 1% each disagreed and strongly disagreed. These findings underscore the power of social media platforms in amplifying voices, mobilizing support, and promoting meaningful change in the context of digital activism among Nigerian women. The high agreement percentages affirm the relevance of utilizing social media as an effective strategy for driving impactful change and advancing the objectives of the project topic.






Table: Social media users are effectively engage in digital activism through sharing and promoting content 
	valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	valid
	Strongly agree
	60
	30
	30
	30

	
	Agree
	118
	59
	59
	89

	
	Neutral
	18
	9
	9
	98

	
	Disagree
	4
	2
	2
	99

	
	Strongly disagree
	0
	0
	0
	100

	
	total
	200
	100
	100
	


Source :Field Survey 2025
The questionnaire results demonstrate a strong belief among respondents that social media activism is an effective strategy for creating change. A majority of respondents, 59%, agree with this statement, while 30% strongly agree, highlighting the significant impact of social media in driving positive transformation. A small proportion of 9% remained neutral, while only 2% each disagreed and strongly disagreed. These findings underscore the power of Social media users are effectively engage in digital activism through sharing and promoting content. The high agreement percentages affirm the relevance of utilizing social media as an effective strategy for driving impactful change and advancing the objectives of the project topic.
Table: Social media users platform is responsible for rise in digital activism 
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	Valid
	Strongly agree
	106
	53
	53
	53

	
	Agree
	70
	35
	35
	88

	
	Neutral
	22
	11
	11
	89

	
	Disagree
	1
	1
	1
	99

	
	Strongly disagree
	1
	1
	1
	100

	
	total
	200
	100
	100
	


Source :Field Survey 2025
The questionnaire results demonstrate a strong belief among respondents that social media activism is an effective strategy for creating change. A majority of respondents, 53%, strongly agree with this statement, while 35% agree, highlighting the significant impact of social media in driving positive transformation. A small proportion of 11% remained neutral, while only 1% each disagreed and strongly disagreed. These findings underscore the power of Social media users platform is responsible for rise in digital activism. The high agreement percentages affirm the relevance of utilizing social media as an effective strategy for driving impactful change and advancing the objectives of the project topic.
Table: Social media platform effectively raise awareness about social issue and encourage activism 
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	Valid
	Strongly agree
	64
	32
	32
	32

	
	Agree
	120
	60
	60
	92

	
	Neutral
	14
	7
	7
	99

	
	Disagree
	1
	0.5
	0.5
	99.5

	
	Strongly disagree
	1
	0.5
	0.5
	100

	
	Total
	200
	100
	100
	


Source :Field Survey 2025
The questionnaire results demonstrate a strong belief among respondents that social media activism is an effective strategy for creating change. A majority of respondents, 60%, agree with this statement, while 32% strongly agree, highlighting the significant impact of social media in driving positive transformation. A small proportion of 7% remained neutral, while only 0.5% each disagreed and strongly disagreed. These findings underscore the power of Social media users platform is responsible for rise in digital activism. Social media platform effectively raise awareness about social issue and encourage activism  The high agreement percentages affirm the relevance of utilizing social media as an effective strategy for driving impactful change and advancing the objectives of the project topic.

SECTION C	
TABLE:- SEX
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	
	Male
	106
	53
	53
	53

	
	Female
	94
	47
	47
	100

	
	Total
	200
	100
	100
	


Source: Field Survey 2025
The table 4.3.15 above classifies the respondent gender from the data gather, it shows that 106 of the respondent representing (53% ) were male, and 94 representing (47%) were female. Therefore, it was concluded that majority of respondents representing (53%) were male 
	TABLE:- AGE
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	
	18-25
	148
	74
	74
	74

	
	26-30
	36
	18
	18
	92

	
	Above 30
	16
	8
	8
	100

	
	Total
	200
	100
	100
	


Source: Field Survey 2025
	The table 4.3.16 above classifies the respondent age from the data gather, it shows that 148 of the respondent representing (74% ) were between 18-25years, and 36 representing (47%) were between 25-30years. and 16 representing (8%) were above 30. 
Therefore it was concluded majority of the respondents representing  (74%) were between 18-25 years   
Table: Qualification 
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	
	WAEC/NECO
	34
	17
	17
	17

	
	NCE/ND
	42
	21
	21
	38

	
	HND/BSC
	114
	57
	57
	95

	
	MBA
	10
	5
	5
	100

	
	Total
	200
	100
	100
	


Source: Field Survey 2025
	The table 4.3.17 above classifies the respondents qualifications. from the data gathered, it shows that (2%) that 34 of the respondents were WAEC/NECO, 42 representing (21%) were NCE/ND, 114 representing (57%) were HND/BSC and 10 representing (5%) were MBA
Therefore it was concluded that majority of the respondent representing  (57%)  were HND/BSC 
Table: Occupation
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	
	Student 
	152
	76
	76
	76

	
	Civil servant
	16
	8
	8
	84

	
	Business man/woman
	24
	12
	12
	96

	
	Unemployed
	8
	4
	4
	100

	
	Total
	200
	100
	100
	


Source: Field Survey 2025
	The 4.3.18 above classifies the respondents occupation from the data gather show that 152 of the respondents representing (76%) were students, 16 of the respondents representing (8%) were civil servant, 24 of the respondents representing (12%) were businessman/woman and 8 of the respondents representing (4%) were unemployed 
therefore it was concluded that majority of respondents representing 76% were students.
Table: Religion
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	
	Christian
	136
	68
	68
	68

	
	Muslim
	64
	32
	32
	100

	
	Traditional
	0
	0
	0
	100

	
	Total
	200
	100
	100
	


Source: Field Survey 2025
	The table 4.3.19 above classifies the respondents religion, from the data gathered it shows that  136 representing (68%) were Christians, 64 of the respondents representing (32%) were Muslim, and 0 of respondents representing (0%) were traditional 
Therefore it was concluded that the majority representing (68%) were Christians
Table: Marital status 
	Valid
	
	Frequency 
	Percentage
(%)
	Valid percentage
(%)
	Cumulative percentage
(%)

	
	Single
	170
	85
	85
	85

	
	Married
	30
	15
	15
	100

	
	Divorced
	0
	0
	0
	100

	
	Total
	200
	100
	100
	


Source: Field Survey 2025
	the table 4.3.20 classifies the marital status, from the data gathered, it shows that 170 of the respondents representing (85%) were single and  30 of the respondents representing (15%) were married and no % was divorced 
Therefore, it was concluded that majority of the respondents (85%) were single  
4.3	DISCUSSION OF FINDINGS
	The influence of social media in promoting digital activism among Nigerian women is an important and relevant topic in today's digital age. Social media platforms have become powerful tools for communication, organizing, and mobilizing individuals around various social and political issues. In the context of Nigeria, where women face numerous challenges and inequalities, social media has provided a platform for women to voice their concerns, raise awareness, and advocate for change.
	Several studies have examined the impact of social media on promoting digital activism among Nigerian women. These studies have found that social media platforms, such as Facebook, Twitter, Instagram, and WhatsApp, play a significant role in empowering women and facilitating their participation in activism. Here are some key findings and observations from the research:
	Increased visibility: Social media allows Nigerian women to amplify their voices and share their stories on a public platform. It provides them with an opportunity to reach a larger audience and gain visibility for their causes and concerns.
	Networking and collaboration: Social media enables women activists to connect with like-minded individuals, organizations, and communities, both locally and internationally. This networking and collaboration foster solidarity, knowledge-sharing, and collective action.
	Awareness and education: Through social media, Nigerian women can access information and resources related to their rights, gender equality, and social justice. They can learn about successful activism strategies, gain insights from experts, and stay updated on relevant events and campaigns.
	Mobilization and organization: Social media platforms serve as catalysts for mobilizing and organizing digital campaigns, protests, and advocacy efforts. Women can quickly disseminate information, coordinate activities, and rally support for their causes, leading to offline actions and policy changes.
	Overcoming traditional barriers: Social media has enabled Nigerian women to overcome traditional barriers to participation in activism. It provides an avenue for women who may face restrictions due to cultural norms, limited physical mobility, or other societal constraints. Online activism allows them to engage in advocacy while maintaining a certain level of anonymity and safety.
	Countering stereotypes and challenging norms: Social media allows Nigerian women to challenge stereotypes, debunk myths, and reshape narratives surrounding gender roles and expectations. They can use platforms to highlight their achievements, share diverse perspectives, and promote positive representations of women.
	While social media has undoubtedly facilitated digital activism among Nigerian women, it is important to recognize that not all women have equal access or proficiency in using these platforms. Socioeconomic factors, educational disparities, and technological limitations can hinder women's participation. Moreover, online activism should be seen as complementing offline efforts rather than a substitute, as not all segments of society have equal access to the internet or engage with social media.
	In conclusion, social media has emerged as a powerful tool for promoting digital activism among Nigerian women. It has provided a platform for women to amplify their voices, raise awareness, mobilize communities, and advocate for social change. However, it is essential to address the digital divide and ensure that all women have equal opportunities to engage in online activism, while recognizing the importance of offline activism in driving sustainable change.
	This paper set out with three broad objectives – to establish the level of social media adoption, the motivating factors and the pattern of usage amongst Nigeria women. Out of a total of 200 questionnaires distributed among women in Kwara  state polytechnic students through Goggle docs to fill the form online, all were returned but only 200 were found usable. Research survey was used to analyse the data using both descriptive and inferential statistics. Simple percentages were used to analyse the items on the scale as well as other variables, while was used to test the significance of age with motivation for social media use by women.
	On the first research question, the study revealed that even though Nigerian women are still lagging behind in terms of social media adoption, appreciable efforts is recorded as most women have embraced social media. The study however established that, like most studies such as that of Pew Research [7,20,26] who discovered that younger people tend to embrace the social media more than older people, same was found to be applicable in this current study. The result revealed a clear case of more women from the age bracket of 18 -32 and 34 -47 adopting social media more  Therefore, a part of this age category and above could be the reason for the highest percentage representation.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	SUMMARY
	This project has examined the influence of social media in promoting digital activism among Nigerian women
	The chapter one of this project states the background of the project, statement of research problem, objective research of the study, significance, scope and definition of the key terms.
	This chapter also set to know if the social media have impact on the influence of social media in promoting digital activism among Nigerian women. 
	The chapter two, gave a full concept of social media, reasons for using internet, digital activism among women. In it the theoretical review used in this project is Agenda setting theory and uses and gratification theory because it relates to the topic and they are theories use by mass communication.
	The chapter three of this project emphasized on research methodology, population size, sampling techniques, instrument, validity and reliability instrument, method of data analysis. Among these questionnaires were used as the instrument and kwara state polytechnic was the case study.
	Chapter four made know the analysis of instruments, Analysis of the research question and chapter five includes; the summary, conclusion and recommendation of the study.
	The summary however, of this project is a brief account of the chapters in this project that were gotten from people’s opinion through questionnaire white the recommendation collates the necessary things to do in order to reduce or eradicate the problems of this study.
5.2	CONCLUSION 
	The promotion of digital activism among Nigerian women through social media can never be over-emphasized, thus, this study after thorough research critically came to the conclusion that social media plays a strong and vital aspect in promotion of digital activism among Nigerian women.
	Survey research design was used to carry out this. This concludes that social media networking sites have created a phenomenon over the past decade and their influences are rapidly observed in our present society in the digital activism lifestyle of our women.


5.3	RECOMMENDATIONS 
The Beijing Platform offers the development community some practical solutions to strengthen women’s online political advocacy. Critical areas G and H both explicitly recognized the importance of stronger female representation in decision-making processes and public life as a means to tackle entrenched inequality, discrimination and negative gender stereotypes. Two proposed targets under Goal 5 echo Beijing (Targets 5.5 and 5b), providing scope to build on Beijing and take advantage of the rise of new technologies to strengthen women’s political voice and impact.
During the Wikigender online discussion, participants shared examples of effective strategies to make women’s voices heard in the SDGs in order to achieve equality. Below are three recommendations drawn from the Beijing Platform and from the discussion:
· “Train women to make greater use of information technology for communication and the media” (para 242b): Ensuring equal access to and use of new technologies is critical for maximising social media’s advocacy role. Training gender advocates on strategic means for organising an online campaign (e.g. use of hashtags, monitoring impact, identifying target audiences and developing strong messaging) could optimise women’s social media use.
· “Increase women's capacity to participate in decision making and leadership” (obj. G.2.): Increasing female leadership in media organisations as well as in decision-making processes can help the success of online advocacy campaigns focusing on women’s rights. Strategic partners can ensure that the policy loop is complete and that advocacy can influence both decision-making processes and public awareness on key women’s rights issues.
· Involve a cross-sector of actors, including grassroots women’s networks, traditional media and men: Social media campaigns need to build on and collaborate with local women’s movements in order to strengthen advocacy efforts. In particular, linking social media with traditional media can scale up campaigns. Moreover, involving men and other non- traditional partners can reinforce messaging and help campaigns attract greater attention both locally and globally.
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QUESTIONNAIRE

Department of Mass Communication
Institute of Information Communication Technology
Kwara State Ilorin

Dear respondent,
	I am a student of kwara state polytechnic department of mass communication conducting a research on the topic “The influence of social media in promoting digital activism among             Nigerian women”.
I hereby request your assistance in answering the following questions as true as possible. We assure you that all information provided by you will be treated with almost confidentially and shall be used for academic purpose only.
Thanks. 
INSTRUCTION:PLS TICK (      ) the answer you consider appropriate, the questionnaire divided into two part 
SECTION A:
1.	what is the public perception of social media use on info about digital activism (a) informative( ) (b) educative ( ) (c) not interesting ( )  (d) none of the above ( )
2.	what is the level of social media in promoting digital activism among women (a) high ( )  (b) very low( ) (c) low ( ) (d) none of the above ( )
3.	how often do you make use of social media platform (a) very often ( ) (b) quite often ( ) (c) not often ( ) (d) not at all ( )
4.	how often do you come across campaign about promoting Nigeria women  (a) very often ( ) (b) quite often ( ) (c) not often ( ) (d) not at all ( )
5.	Base on your experience on social media which platform do you think can be use to promote digital activism among Nigeria women (a) Twitter ( ) (b) Facebook ( ) (c) Instagram ( ) (d) others ( )
6.     what is the public perception of social  media in promoting digital       activism (a) encourage digital activism ( ) (b) declare against digital activism ( ) (c) not at all ( )
13.	Do you know what digital activism among                                 Nigerian women is? (a) Yes ( )
 (b) No ( )
14.	Do social media influence digital activism among            Nigerian women? (a) Yes  ( )   (b) No ( )
15.	How will you rate the level of interactiveness of youths on social media (a) Very High ( ) (b) High ( ) (c) Average ( ) (d) Low ( ) (e) Very Low ( )

SECTION B: STATEMENT 
Keywords: SA-Strongly Agree, A-Agree, N-Neutral, D-Disagree, and SD-Strongly Disagree
	
	STATEMENT
	SA
	A
	N
	D
	SD

	RQ1
	What is the level of  public perception of social media on digital activism among Nigeria women
	
	
	
	
	

	1
	Social media enlighten the populace on the digital activism among             Nigerian women
	
	
	
	
	

	2
	Social media has a great influence on the level of digital activism among            Nigerian women.
	
	
	
	
	

	3
	Digital activism draws your interests on social media
	
	
	
	
	

	4
	Social media helps to disseminating instant information about occurrence on digital activism among                Nigerian women
	
	
	
	
	

	5
	Social media teach us how to make decision about digital activism issues or problem in life 
	
	
	
	
	


-Keywords: SA-Strongly Agree, A-Agree, N-Neutral, D-Disagree, and SD-Strongly Disagree
	
	STATEMENT
	SA
	A
	N
	D
	SD

	RQ2
	What is the public perception of social media use of information on digital  activism of women
	
	
	
	
	

	1
	Social media have a positive significant impact on promoting digital activism
	
	
	
	
	

	2
	Social media awareness is a driving force behind the growth of digital activism
	
	
	
	
	

	3
	Social media is a double edged sword in promoting digital activism with both positive and negative consequences
	
	
	
	
	

	4
	Information about Nigeria women activism can help the public to know and support activism women campaign 
	
	
	
	
	

	5
	Social media is useful as a tool for mobilizing and organizing digital activism movements
	
	
	
	
	


Keywords: SA-Strongly Agree, A-Agree, N-Neutral, D-Disagree, and SD-Strongly Disagree
	
	STATEMENT
	SA
	A
	N
	D
	SD

	RQ3
	how effective is social media in promoting digital activism among Nigeria women
	
	
	
	
	

	1
	social media activism is an effective strategies for creating social change
	
	
	
	
	

	2
	social media users are effectively engage in digital activism through sharing and promoting content
	
	
	
	
	

	3
	social media platforms is responsible for the rise in digital activism
	
	
	
	
	

	4
	social media platforms effectively raise awareness about social issues and encourage activism
	
	
	
	
	

	5
	social media help amplify marginalized voices of women and promote social justice movement 
	
	
	
	
	



SECTION C 
1.	Sex: (a) Male (b) Female
2.	Age: (a) 18-25 (b) 26-30 (c) Above 30
3.	Qualification: (a) WAEC/NECO (b) NCE / ND (c) HND / BSC (d) MBA 
4.	Occupation: (a) student (b) Civil servant (c) Business man /woman (d) Unemployed 
5.	Religion: (a) Christian (b) Muslim (c) Traditional
6.	Marital status: (a) single (b) married (c) Divorced
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