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[bookmark: _Toc198557190]ABSTRACT
This research critically examines the perception and influence of social media marketing within the Kwara State Polytechnic community, aiming to bridge the gap between traditional marketing methods and the rapidly evolving digital landscape. The study focuses on understanding the types and frequency of social media usage among students and staff, identifying the types and characteristics of goods and services marketed on these platforms, and assessing both the benefits and challenges that social media marketing presents within the Polytechnic environment. Utilizing a mixed-method research design that combines quantitative and qualitative approaches, the study collected data from a stratified random sample of 375 students drawn from six distinct institutes within the Polytechnic, ensuring a representative and diverse population. Results indicate that Instagram and Facebook are the most frequently used social media platforms, with daily and weekly engagements that underscore the central role these platforms play in communication, social interaction, and marketing within the community. The goods and services marketed predominantly include fashion items, electronics, and educational materials, reflecting the multifaceted use of social media not only as a commercial outlet but also as a medium for educational and social engagement. Key benefits identified include increased brand awareness, improved engagement with target audiences, and cost-efficient promotion strategies. However, respondents also reported challenges such as maintaining consistent and high-quality content, managing public relations effectively, and accurately measuring the impact and outcomes of social media campaigns. These findings underscore the need for targeted strategies to optimize social media marketing efforts, including digital literacy training, strategic content development, policy formulation, and leveraging analytics tools. Ultimately, the study recommends a coordinated institutional approach to harness the full potential of social media marketing to enhance communication, engagement, and institutional growth at Kwara State Polytechnic.	

iv

[bookmark: _Toc198557191]CHAPTER ONE
[bookmark: _Toc198557192]INTRODUCTION
[bookmark: _Toc198557193]1.1      Background of the Study 
Marketing Is the Process of Creating delivering and exchanging Value for Customer, Client partner. and society at large (America marketing Association 2013). Marketing play a vital role In the success of any business or organization, as it help to Identify and Satisfy the  needs and want of the target market, and to Communication the value Proposition and Confutative advantage of the product or service offered. Marketing also help to build and maintain relationship will Customer and Stakeholders. and to enhance the reputation and image of the business or organ ration. marketing Can be divided Into different type, Such as product marketing, services Marketing digital Marketing, social Marketing, and relationship marketing defending on the nature And objective of the marketing activities ( Kotler and Kelle, 2016)
                  One of the most significant development in the field of marketing in recent years is the emergence and growth of social media. Social media refer to the Online Platform and application that enable Users to Create and Share Content. And to interact and network with Other (Kaplan and Haenlen 2010). Social media has become an Integral part of Contemporary society, revolutionizing Communication and Influencing Various aspects of of life including Polities Culture, education entertainment and marketing
                 According to statistic (2021). There were about 4•48 billion active social media User worldwide as of July 2021 accounting for 57.4%
of the global population. The most popular social media platform includes Facebook Youtube Whatsapp Instagram Tiktok Twitter and LinkedIn. these platforms offer Various feature and functions, such as text, audio, video, image. live Streaming, Stories, hashtag, groups Page, event, Polls, quizzes Stickers, emoji, and enable us to create and consume diverse and Engaging Content (chaffey and ellis -Chaddivick, 2019).
         Social media has also transformed the landscape of marketing Creating new Opportunities and Challenges for business and organization. Social-media Marketing Is the use of Social media Platforms and application to Promote a Product or Services, Or to Achieve other Marketing Objective (Tuten and Soloman, 2017). Social Media Marketing enable business and organization to reach and engage with a large and diverse audience to Increase brand awareness and loyalty, to generate leads and sales, to collect feedback and Insights to enhance customer service and Satisfaction, and to
foster a sense of Community And advocacy.
               However Social Media marketing also poses Some difficulties and risk. Such as the need to create and manage relevant and appealing Content, to monitor and respond to online Comments and reviews. to cope with the fast- Changing and Competitive environment, to Measure and evaluate the effectiveness and return on Investment of social media activities , and to deal with  the ethical and legal Issues related to privacy, Security and credibility . therefore social Media Marketing require  a Strategic and Systematic approach Involving the Selection of appropriate Platform, the definition of Clear goal and metrics , the Creation and distribution of Valuable Content, the engagement and Interaction will the Audience, the analysis and Optimization of the result, and the adherence to the ethical and legal Standards (Chaffey and Smilh. 2017)
                  ln recent years social media platform have Introduced various  new that enable business to created and share content with their audience in innovative ways  and features offer new opportunities and challenges for marketers who these features offer new opportunity and challenge for marketers who want to leverage social media as a marketing tool. Some of the news features of social media that can help enhance marketing are :
      INSTAGRAM REEL: this feature allows users to created and share short video with music filter and effects. Reel can help marketer and showcase their product or service in a fun and engaging way .as well as reach new audience through the explore tab
FACEBOOK SHOPS: this feature enable business to created online store on Facebook and Instagram where customers can browse. Discover and purchase product. Shops can help marketers increase their sale and purchase as customize their brand identity and customer experience 
LINKEDlN STORIES: this feature let users share short ephemeral video or image that disappear after 24hours stories can help marketers humanize their brand, build trust and credibility, and share behind -the scenes or timely content with their professional network 
   TWITTER SPACES: this feature allow user to host and join live  audio conversations on twitter space can help marketer create and sense of community interact with their followers and share valuable insights or opinions on relevant topic.
TIKTOK FOR BUSINESS: This feature is a platform for marketers to access various tool and resources to created and manage their tiktok comparing a . tiktok business can help marketer reach a larger and diverse audience. Showcase their creativity and authenticity. And drive awareness and action for their brand. 
      These are just some example of the new feature and social media that can help enhance marketing. There are many more feature and platform that marketers can leverage to grow their brand bad connect with their audience. The Leo is to understand the goal preference, and behavior of the target market and choose the most suitable and effective social media marketing strategies 
        Marketing  has evolved overtime from the traditional form of product service and relationship marketing to the modern form of digital and social marketing. Social media marketing emerged in the early 2000s, with the launch of platform such as Facebook YouTube twitter and Instagram which offered various feature and function for creating and consuming diverse and engaging content. Social media marketing enable business and organization to reach and engage with a large and diverse audience to increase brand awareness and loyalty to generate leads and sales to collect feedback and insight to enhance customers service and satisfaction and foster a sense of community and advocacy 
        However social media marketing also poses some challenges and risk such as the need to created and manage relevant and appealing content to monitor and respond to online comment and review to cope with the fast changing and competitive environment, to measure and evaluate the effectiveness and return on investment if social media activities and to deal with the ethical and legal issues related to privacy security and credibility. Therefore social media marketing requires a strategic and systematic approach involving the selection of appropriate platform. The definition of clears goal and metrics, the creation and distribution of valuable content, the engagement and interaction with the audience the analysis and optimization of the result and interaction with  the audience. The analysis and optimization of the result and the audience to the ethical and legal standard 
        I the context of the kwara state polytechnic the utilization of social media as a tool for marketing goods and services is of increasing importance. kwara state polytechnic is a public tertiary institution located in ilorin, the capital city of kwara state, Nigeria the polytechnic was established in 1973 and offers various academic programs in engineering science technology management and humanities. The polytechnic has a student population has a student population of about 15,000 and a staff population of about 2000 kwara state polytechnic 2021 $ .the polytechnic community is a dynamic and diverse one comprising of students staff alumni, and other stakeholders, who have different needs preference and expectation. the accessibility and widespread use of platform such as facebook instagram twitter and transformed the way information is disseminated making it crucial to explore how these change impact marketing strategies within the polytechnic community 
[bookmark: _Toc198557194]1.2  Statement of the Problem 
             The statement of the problem for conducting this research lie in the need to bridge the gap between traditional marketing methods and the evolution landscape of social media.as the polytechnic seek to promote its good and service, understanding how the audience perceive and interact with social media can provide valuable insight for development targeted and effective marketing strategies 
[bookmark: _Toc198557195]1.3   Objectives of the Study 
 the overall objective of this study are :
1. To determine the type of frequency of social media usage among the polytechnic community 
2. To identify the type and characteristics of good and service marketed on social media within the polytechnic community 
3. To assess the benefit and challenge of social media marketing for the polytechnic community 
4. To purpose recommendations for improving social media marketing practices within the polytechnic community
[bookmark: _Toc198557196]1.4  Research Questions 
1. What are the type and frequency of social media usage among the polytechnic community?
2. What are the type and characteristics of good and service marketed on social media within the polytechnic community?
3. What are the benefit and challenges of social media marketing for the polytechnic community?
4. How can social media marketing practices be improved within the polytechnic community?




[bookmark: _Toc198557197]1.5   Significance of the Study 
       The finding of this research will contribute to the body of knowledge surrounding the integration of social media in marketing within educational institutions additionally.it will provide practical insights for marketers educator and administrators at Kwara State Polytechnic helping them refine strategies to effectively reach and engage the target audience 
[bookmark: _Toc198557198]1.6.  Scope of the Study 
   This study focus specifically on the audience within Kwara State Polytechnic examining their perception of social media as a tool for marketing good and service. The reach will encompass various social media platform and their impact on awareness engagement and decision-making processes related to marketed goods and services. The search will encompass various social media platform and their impact on awareness engagement and decision-making process related to marketed good and service
[bookmark: _Toc198557199]1.7   Definition of Key 
Social media:- A groups of internet-based application that allow the creation and exchange of user-generated content such as text image video and audio on platform such as Facebook, Instagram and Twitter (Kaplan and Haenlein 2010)
Marketing:- The process of creating delivering and communication values to customer and stakeholders (Kotler and Keller 2016) 
Good and service:- The product and activities that are offered by Kwara State Polytechnic to its student staff and other stakeholders such as academics program event facilities and support services 
Audience perception:- The process by which the audience interprets and evaluate the marketing message they receive through social media audience perception is influenced by various factors such as the characteristics of the message, the source the medium and the receiver as well as the situation and environment factors ( Solomon  et .2016)


[bookmark: _Toc198557200]CHAPTER TWO
[bookmark: _Toc198557201]LITERATURE REVIEW
[bookmark: _Toc198557202]  Introductions
Audiences within the domain of social media, as contextualized in this study, refer to users of social media—particularly youths aged 18 to 35 who fall under the category of digital natives (individuals who are proficient in the use of ICT). According to Hermida (2015), there are four categories of social media users: professionals, sharers, creators, and bonders. However, the distinction among these categories is not rigid, as a single user can fall into multiple categories depending on their current usage patterns.
[bookmark: _Toc198557203]2.1 Conceptual Review 
Social media marketing is the use of social media platforms to create and share content such as text image video and audio with the aim of achieving marketing objective such as increasing brand awareness generating lead enhancing customers loyalty and improving sales performance ( chaffey and Ellis chadwick 2019) different outcome sending in the characteristics benefit and challenge of each type according to the COBRA media. Marketing behavior consuming contributing and creating 
           Consuming :- the type of behavior involves passively viewing or reading the content posted by other on social media platforms consuming can influence brand awareness as it expose the audience to the marketing message and increase their familiarity and recognition of the brand .however consuming may not have a strong impact on customer satisfaction or sale performance as it does not involve active engagement or interaction with the brand or other customer 
       Contributing :-  this type of behavior involve actively commenting liking rating or sharing the content posted by the other in social media platform  contributing can influence customer satisfaction as it allow the audience to express their opinion feeling and preferences and to receive feedback and support from the brand or other customer contributing can also influence sale performance as its can generate words of mouth referral positive review and recommendation that can influence the purchasing decision of potential customers 
      Creating :- this type of behavior involve generating and posting original content on  social media platform such as belongs bodies podcast or photo creating can influence customer loyalty as it demonstrates the audience commitment on sale performance as it can enhance the reputation and image of the brand and create as competitive advantage over other brands  
        Therefore different type of social media marketing can have different effect on different outcome depending on the level and nature of engagement and interaction between the brand and the audience marketer should consider the goal and objective of their social media marketing campaigns and chose the appropriate type of behavior to elicit from their target audience 
2.1.1   Social media marketing 
               The history of social media marketing can be traced back to the early days of the internet ,when the first official social media site ,such as degree was launched in 1997 allowing user to upload a profile and befriend other user around the same time .blogging site ,such as live journal and blogger add became popular allowing user to created and share their own content online 
                  The history of social media marketing  tool a major turn in 2004 when mark Zuckerberg founded Facebook ,a social network site that initially targeted college student facebook soon expanded its network to include anyone over 13 years old and by 2006 it had 50 million user in November 2006 Facebook launched Facebook ads a platform that allowed business to created brand page and advertise to their target audience on facebook this marked the beginning of social media marketing as we know it today 
                Following the success of the Facebook other social media platform emerged such as twitter ( 2006 ) YouTube (2006 ) linkedln (2007) Instagram (2010) Pinterest ( 2010) Snapchat (2011) and TikTok (2016). Each platform offered different feature benefits and challenges for social media marketing such as the level of interactivity, the speed of feedback the scope of reach the cost of production, and content to suit the different platform and audience 
                 Social Media marketing has evolved over the years as new trends technology and opportunities emerged. Some of the notable development include 
· The rise of influence marketing:- influencer marketing is the practice of partnering with influential individuals in social Media such as celebrities like. Blogger or expert to promote a brand product or service influencer marketing can help increase brand awareness trust and loyalty as well as generate words of mouth referral and conversion 
· The growth of video marketing:- video marketing is the use of video content to communicate a marketing message such as a product demonstration a customer testimonial or a brand story .video marketing can help capture attention engage emotion and convey information more effectively than text or image 
· The emergence of liven streaming :- live streaming is the broadcasting of real time video content on social media platform ,such as facebook live ,Instagram live , or YouTube live, live streaming can help create as sense of urgency authenticity and interactivity as well as generate feedback and insight from the audience 
· The adoption of chatbot :- chatbot are software program that simulate human conversation on social media platform such as Facebook message WhatsApp or telegram chatbot can help provide customer service answer queries offer recommendation and facilitate transaction 24/7 abd at scale 
· The integration of e-commerce:-  is the buying and selling of good and service online social media platform have integrated e-commerce features such as Facebook shops instagram shopping or Pinterest buyable pins to allow user to discover browse and purchase product directly from social without leaving the platform 
           Social media marketing has evolved into an influential instrument for organizations to established connections with their target audiences scholar exemplified by Kaplan and haenlein  (2010) underscore the interactive nature of social media facilitating direct engagement between marketers and consumer platform such as Facebook Instagram and twitter offer real time communication avenues enabling brand exposure and the potential for the viral dissemination of marketing message, social media marketing can also enhance customer loyalty.generate feedback and Forster words of mouth referral (Al -adwan et  al. 2012) however social media marketing also posses some challenge such as the risk of negative publicity.the difficulty of measuring return on investment and the ethical and legal implication of online marketing practice ( Chatment and the ethical and legal implications of online marketing practices ( chaffey and Ellis -Chadwick.2019)
2.1.2.  Type of Social Media Marketing 
             Social media marketing is the use of social media platforms and applications to promote a product or service it to achieve other marketing objectives ,there are  different type of social media marketing,depending on the nature and purpose of the marketing activities some of the common type of social media marketing are :
· influencer marketing:- this is the type of social media marketing that involves collaborating with influential people who have a large and loyal following on social media, and things endorse or recommend your product or service to their audience influencer marketing can help you increase your brand awareness credibility abd reach as well as generate lead and sales .however influence marketing also requires careful selection of the right influences clear communication of the expectation and goal measurement and evaluation of the results 
· Content marketing:- this is the you’re of social marketing that involve creating and sharing valuable relevant she engaging content on social media platform , such as text image video podcast blogs and other content marketing can help you attract and retain your target audience educate and inform the about your product or service and persuade them to the action .however content marketing also requires a lot of creativity consistency and quality as well as a clear understanding of your audience need preferences and interest 
· Paid advertising:- this is the type of social media marketing that involves paying to display your ads on social media platform such as facebook instagram twitter YouTube and others paid advertising can help you reach as large and specific audiences increase your brand visibility and test and optimize your campaign, however paid advertising also require a significant budget a well defined strategy and objective and a careful selection of the right platform format and audience 
· User-generated content:- this is the type of social media marketing that involves encouraging and featuring the content created by your customer or fans on social media such as review testimonial photo video and other user-generated content can help you increase your social proof trust, and loyalty as well as generate more engagement and world of mouth ,however user generated content also requires a lot of mouth however user-generated content also requires a lot of moderation feedback and recognition as well as a clear set of guideline and incentive for the users 
· Contest and giveaway :- this is the type of social media marketing that involve organizing and hosting content and giveaway on social media such as quizzes Poll Challenge sweepstakes and other contest and giveaway can help you increase your brand awareness excitement and vitality as well as collect user data and feedback.however contest and giveaway also requires a lot of planning execution and promotion as well as a clear set of rules and prize for the participants 
· Live streaming :- this is the type of social media marketing that involves broadcasting live video content on social media platforms such as Facebook live,instagram live,YouTube live, and other live streaming can help you showcase your brand personality authenticity and transparency as well as interact and connect with your audience in real time however live streaming also requires a lot of preparation equipment and quality as well as a clear agenda and purpose for the live session 
· Stories :- this is the type of social media marketing that involve creating and sharing short ephemeral , and vertical video content on social media platforms such as instagram stories, facebook stories,Snapchat stories,and other stories can help you captures your audience attention curiosity and emotion .as well as after them exclusive she behind the scenes content.however stories also require a lot of creativity frequency and variety as well as a clear understanding of your audience behavior abd expectation
· Hyper -targeting:- this is the type is social media marketing that involves using the data and insight collected from social media platform such demographics interest behavior and location to segment and target your audience with personalized and relevant messages and offers hyper -targeting can help you increase your conversion rate customer satisfaction and loyalty as well as reduce your marketing cost and waste , however targeting also requires a lot of data analysis segments and optimization as well as a careful consideration of the ethical and implication of using personal data
2.1.3   Role of Social Media on Marketing Function in Enhancing Marketing of Good and  Service 
       Social median has revolutionized the field of marketing offering new opportunities and challenges for marketers social media refers to the online platform and applications that enable user to share content as well as to interact and communication with other ( Kaplan and haentein,2021) .social media can be used for various marketing functions such as promotion engagement communication and community building.in this section we will examine the role of social media on marketing function is enhancing the marketing of good and service among kwara state polytechnic student
Promotion and brand visibility 
One of the main function Of social media in marketing is to promote good and service and to enhance brand visibility and awareness .social media can serve as a powerful channel for showcasing the offering and achievement of Kwara State Polytechnic and for reaching a wilder and more diverse audience . According to Kotler and the Keller  (2016) promotion is the process of informing persuading and reminding the consumer about the product or service that the marketer offer promotion can be achieved through various tool ,such as advertising sale promotion public relation or personal selling 
              Social media can be use as an effective tool for advertising which is the paid form of kin personal presentation and promotion of good and service by an identified sponsor ( kotler and Keller  2016 ) social media platform such as facebook instagram or YouTube allow marketers to create and  display various type of advertisement such as banners video or stories  which can capture the attention and interest of the audience social media advertisements can also be targeted and customized base on the demographic geographic or psychographic characteristics of the audience enhancing their relevance and appeal 
        Social media can also be used as an effective tool for sale promotion which is the shorting incentive to encourage the purchase or sale of a product or service (Kotler and Keller 2016 ) social media platform such as twitter Snapchat or tiktok enable marketer to create and share various type of sale promotion such as coupons discount contest or giveaway that can stimulate such as coupons discounts or giveaway that can stimulate the desire and action of the audience social media sales promotion can also be viral and interactive encouraging the audience to spread the words and participate in the activities 
          Social media can also be used an effective tool for public relations which is the building of good relations with the public by obtaining favorable publicity building a good image and handing or heading off unfavorable rumors stories of events ( Kotler and Keller 2016) social media platform such as LinkedIn medium or quora allow marketer to created and distribute various type of public relation material such as press releases blogs or podcast that can inform and educate the audience about the mission vision value and achievements of Kwara state polytechnic. social media public relations can also be responsive and transparent allowing marketers to address and resolve any issues or complaints that may arise from the audience 
           Social media can also be used as an effective tool for personal selling which is the personal presentation by the firm sale for the purpose of making sales and building customer relationships (Kotler and Keller 2016) social media platforms such as WhatsApp message or telegram enable marketer to communicate and interact with the audience on a one -to -one basis providing them personalized and customized information advice and assistance social media personal selling can also be timely and assistance,social media personal selling can also be timely and convenient allowing marketer to reach and respond to the audience at anytime and place 
       By using social media for promotion and brand visibility, kwara state polytechnic can enhance the marketing of its good and service among its student as well as attract and retain new and potential customer social media can help kwara state polytechnic to created and maintain a distinct and positive online presence and to differentiate its from its competitors 
Audience engagement and interaction.,
Another function of social media in marketing environment. Social media enable two -way communication allowing Kwara state polytechnic to actively involve its audience address queries and garner feedback. According to Kotler and Keller  (2016). Consumer engagement is crucial for fostering relationships and loyalty as well as for enhancing customer satisfaction and retention 
Social media platforms such as Facebook Instagram or YouTube allow marketers to created and share various type of content such as post stories video or live stream that can spark and sustain the interest and attention of the audience. Social media platform such as twitter Snapchat or tiktok enable market to created and share various type of content such as tweet snap or clips that elicit and encourage the reaction and responses of the audience. Social media platform such as LinkedIn medium or Quora ,allow marketer to create and share various type of content such as article blogs or podcast that can invite and facilitate the content and discussion of the audience 
                   By using social media for audience engagement and interaction, Kwara State Polytechnic can enhance the marketing of its good and service among its student as well as build and maintain a strong and  positive relationship with them. Social media can help Kwara State Polytechnic to listen and respond to the needs and expectations of the audience as well as to collect and analyze valuable feedback and data 
Building community and peer influence.
       A third function of social media in marketing is to build a sense of community and peer influences among the audience social media can serve as a platform for creating and maintaining social connection and interaction as well as for influencing and being influenced by other 
            According to the use and gratification theory  (Kate  et al 1973 ) one of the main motivation for using median is to satisfy social integrative needs such as belonging affiliation and identification. Social media can also facilitate the diffusion of invocation which is the process by which new idea project or practice spread through a social system ( tigers 2003) 
              Social media platform such as Facebook Instagram or YouTube allow marketer to create manage online communities and group where they can interact and engage with the audience as well as foster a sense of belonging and loyalty. Social media platform such as twitter Snapchat or TikTok enable marketers to leverage the power of influencer. who are individual who have a large and loyal following on social media, and who can affect the opinion and loyal following on social media platform such as LinkedIn medium or Quora allow marketer to establish and enhance their reputation and authority as well as to network and collaborate with other professional and expert 
             By using social media for building community and peer influence Kwara State Polytechnic can enhance the marketing of its good and service among its student as well as influence and be influenced by their perception and decision. Social media can help Kwara State Polytechnic to create and maintain a strong and positive online reputation and to differentiate itself from its competition 
        Information dissemination and communication.
 Another function of social media in marketing is to disseminate information about event course and other offering within the educational institution. Social media can services an efficient tool for communicating with the audience. Providing them with timely and relevant information that can influence their decision and behavior. According to Solomon et al  (2016) information and evaluation of the product or service information can also affect the consumer satisfaction loyalty and advocacy 
             Social media platform such as Facebook Instagram or YouTube allow market to create and share various type of information such as announcements update newsletter webinar that can inform and education the audience about the even course and other can inform and education the audience about the event course and other offering of Kwara State Polytechnic 
             Social media platform such as twitter Snapchat or TikTok enable marketer to create and share various type of information such as reminder alert tips or teaser that can stimulate and maintain the interest and curiosity of the audience. Social media platform such as LinkedIn medium or quora allow marketer to create and share various type of information such as report articles or podcast that demonstrates and showcase the expertise and credibility of Kwara State Polytechnic 
               By using social media for information dissemination and communication Kwara State Polytechnic can enhance the marketing of its good service and services among its student as well as inform and influence their decision and behavior social media can help kwara state polytechnic to provide timely and relevant information that can align  with the psychological factor and needs of the audience 
2.1.4.     Audience Perception 
       The comprehension of audience perception is imperative for the formation of effective marketing strategies audiences perception is the process by which the audience interpret and evaluate the marketing message they receive through social media audiences perception is influenced by various factors such as the characteristics of the message .the source the medium and the receiver as well as the situation and environment factor ( Solomon et al 2016 ) audience perception is important for marketer because it determine the effectiveness of their social media marketing effort and the extent to which they can achieve their desired outcome 
                  Audience perception can be measured by different dimensions such as credibility trust relevance satisfaction loyalty behavior and attitude credibility refer to the extent to which the audience believe and accept the information presented by the market  (merger et  al 2010) trust refer to the willingness of the audience to rely on the marketer based on the expectation of honesty benevolence and competence (Mayer et al .1995) relevance refer to the degree to which the marketing message matches the audience need interest and preference ( Lee and ma 2012)
                  Satisfaction refer to the extent to which the audience is please and content with the marketing message and the brand (Oliver 1997) loyalty refers to the extent to which the audience is committed and attached to the brand and willing to repurchase or recommend it to other  (dick and bash 1994) behavior refer to the action and reaction of the audience in response to the marketing message and the brand such as clicking sharing in buying or reviewing (AJZEN 1991) attitude refer to the feelings and opinion of the audience toward the marketing message and the brand such as positive negative or negative or neutral (eagly and chaiken 1993 )
             Audience perception can have a significant impact on marketing outcome such as brand  awareness customer loyalty and word of mouth brand awareness is the extent to which the audience is familiar and recognize the brand and its product or service (Aaker 1991) customer loyalty is the extent to which the audience is committed and attached to the brand and willing to repurchase or recommend it to other ( dick and base  1993 ) words-of -mouth is the extent to which the audience communicates and spreads information and opinion about the brand and its product or service to other  ( Keller 2007) for example a positive audience perception can increase brand awareness as the audience is more likely to recall and recognize the brand and its product or  services .a positive audience perceptions can also increase words -of -mouth as the audience is more likely to share and recommend the brand and its product or service to the other 
2.1.5       Social Media in Educational Institution
        Research on social media within education institutions reveal its multifaceted role junco et al. (2015) posit that social media platform enhances communication between student institutions and administration.social media can also support learning outcomes  academic performance and student engagement (tess 2013) in the marketing domain education institution leverage social media to promote academic program event and campus life  ( Al -adwan et al ,2012) social media can also help attract prospective student build relationship with alumni and donors s as be enhance the reputation and image of the institution (Constantine’s and zinik stagno,2011).
[bookmark: _Toc198557204]2.2        Theoretical Framework 
                The theoretical framework for this study incorporate two prominent theories that can explain how social media marketing influence the audience perception,motivation and behavior. these theories are social cognitive theory uses and gratification theory and diffusion of innovation theory .in the  section ,we will describe each theory and its relevance to the study’s context and objectives 
2.2.1 Social Cognitive Theory (SCT)
                   Social cognitive theory (SCT) used in psychology education and communication hold that portion of an individual knowledge acquisition can be directly related to observing other with in the context of social interaction, experience and outside media influence. This theory was advanced by Albert bandura as an extension of his social learning theory. The theory state that when people observe a model performing a behavior and the consequences of the behavior. They remember the sequence of event and use this information to guide subsequent behavior. Observing a model can also prompt the viewer to engage in behavior they already learned depending on whether people are rewarded or punished for their behavior and the outcome of the behavior the observer may choose to replicate behavior modeled media provide provides model for a vast array of people in many different environment setting 
                    Bandura’s (1986) social cognitive theory posit that individual learn by observing other act emphasizes the reciprocal interaction between personal behavioral and environment factor .personal factor include cognitive affective and biological  aspect of the individual behavioral factor include the action and reaction of the individual. Environment factor include the physical and social stimuli that influence the individual.in the context of social media marketing. SCT can help illuminate how audiences perception are shape by observing the experience and interaction of their peer on these platform 
                   According to SCT individual can acquire new knowledge skill or attitude through observational learning which is the process of learning from the behavior and outcome of others (bandura .1986). observational learning can occur through four process: attention retention reproduction and motivation. Attention refers to the extent to which the individual pay attention to the behavior and its consequences retention refer to the extent to which the individuals remember the behavior and it’s consequences. retention refer to the extent to which the individual remember the behavior and its consequence reproduction refer to the extent to which the individual can perform the behavior motivation refers to the extent to which the individual is willing to perform the behavior 
Observation learning can be influenced by several factor, such as the characteristic of the model the observer and the situation (bandura 1986) for example ,the model attractiveness credibility similarity, or status can affect the observer attention and retention .the observer self - efficacy outcome expectations. Or goal can affect the observer reproduction and motivation. The situation reward punishment or norm can affect the observer motivation.
            Applies to social media marketing sct can help understand how individual can learn from the social media content and interactions of other consumer, influences or marketer for instance individual can learn about the features benefit or drawbacks of a product or service by observing the reviews ratings comments or testimonial of trends related to a product or services by observing the like share or follows of other user moreover Indian learn about the desired or appropriate behavior or action related to a product or services by observing the demonstration, recommendations or invitation of other user 
                Therefore, SCT can provide a useful framework for analyzing how social media marketing can influence the audience perception motivation and behavior by understanding the process and factor of observation learning social media marketer can design and implement more effective and persuasive strategies to reach and engage the audience 


2.2.2.         Uses and gratification theory
                     The uses and gratification theory as outline by Kate et al . (1973)focuses on the active role audiences in selecting media for specific gratification. Gratification are the need and motive that drive media confuses and gratification theory identifies five main categories of gratification: cognitive affective personal integrative social integrative and escapist .cognitive gratification refer to the expression of emotions feelings and mood personal integrative gratification refers to the enhancement of credibility confidence and status social integrative gratification refer to the maintenance of interpersonal relationship and social connection. Escapist gratification refers to the diversion from realized the relief of boredom. Applied to social media this theory can help uncover the underlying motivation that drive individual within kwara state polytechnic to engage with marketing content on these platform
         According to user and gratification theory individual can choose and user media based on their based on their gratification preferences and expectation. Media can satisfy or frustrate the gratification of the individual depending on  the content format and quality of the media. Media can also attractiveness of the media media can also influence or be influenced by the gratification of the individual depending on the feedback interaction and adaptation of the media 
                     Applied to social media marketing uses and gratification theory can help understand how individual can choose and use social media platforms and content based on their gratification preferences and preferences and expectation. For example, individual can use social media platform and content to satisfy their cognitive gratification such as learning about new product or service, or comparing different option or alternative individual can also use social media platform and content to satisfy their affective gratification such as expressing their opinion or feelings or enjoying the entertainment or humor moreover individual can use social media platform and content to satisfy their personal integrative gratification such as enhancing their image or reputation or receiving recognition or praise 
                 Furthermore individual can be social media platform and content to satisfy their social integrative gratification such as maintaining or expanding their social network, or participating in online communities or group lastly individual can use social media platform and content to satisfy their escapist gratification. Such as escaping form their problems or stress or relieving their boredom or loneliness 
           Therefore, used and gratification theory can provide a useful framework for analyzing how social media marketing can appeal to and satisfy the audience gratification preferences and expectation by understanding the need implement more relevant and appealing strategies to attract and retain the audience 
[bookmark: _Toc198557205]2.3	Empirical Review
Here are some of the reviews of empirical studies related to the audience perception of competitive advertising on image laundering in the 2023 general election. These include the work of Udeze and Akpan (2013) on ‘’ influence of political advertising on electoral activities in Nigeria and voter’s choice ‘’ revealed that political advertising influences the electorate and the message must be accepted as credible 
            These research adopted the quantitative data analysis method using frequencies and table .it uses a structure questionnaire to collect data for the study .demographic information such as age sex religion and education status was also collected so as to have insight into the electorate political choice also to assess the different medium use by electorate 
            The aims and objectives of the study was to find out the influence of practical advertising on electoral activities and the electorate political choice, also to assess the different medium use by electorate 
              The study indicated that (100%) of the respondent mainly access political advertising message through the electronic media radio in particular. This is in contrast to the finding that most respondent got the message information they needed for voting from optical campaign and speeches (44%) Udeze and Akpan’s research finding corroborate the assertion by scholars that In Africa radio is the major mass medium because it overcomes the triple barriers of illiteracy, language and distance (Nwasu, 2003 and Osuji, 2001 )
                  In similar study by Owaumalam  (2014) on audience perception of the television advertising prior to 2015 presidential election. The objective of the student was to evaluate voters disposition to select either good luck Jonathan of the PDP or the Muhammad Buhari of the APC  ,in the march 2015 presidential election in Nigeria, the study was achieved on uses and gratification theory and selective perception theory. the theory explain that audience select the message they want and uses bases on their own personal instinct
                 The finishing of the study revealed that voter disposition and behavior were base on how each candidate presented political message related to voter expectations, that the choice of a unique selling proposition in political advertisements is not a major compelling force for candidate’s selection at election 
                    The research design for the study Yk’s a descriptive survey method which was used to highlight the attributes of audience toward the tv advertising in 2015 elections, the open and close ended questionnaire were used as  instrument for collection if primary data from respondent while secondary data was sourced from journal book newspapers and online -peer  review work .A sample size of 77 respondent were drawn from resident in Lagos state 
             Less two - fifths or 36.87% were disposed to selecting candidate based on the present usp. the also confirm that voter were able to differentiate Jonathan proposal from that of Buhari in their political advertisements 
              Another study conducted by Ojekwe (2016) on political advertising campaign and voting behavior. the scientific study of voting behavior can be classified into there research school .these are the sociological model which focus on influence of social factor .the psychosocial model which posits that party identification is the major factor behind voting behavior and rational choice theory which is also referred to as a model of economic voting .this study .this study was under pinned by the sociological model of voting behavior proposed by lazer berelson gaudet 1944
            The theoretical assumptions of the sociological model are identified in three  work ,namely the people choice ( Katz and lazarsfeld 1955) .research conducted by lazarsfeld in 1944 used a questionnaire for the first time in studying the us presidential election according to rossi (1964) lazarsfeld had two main objectives in this research firstly to study the effect of exposure to the media -that is how voters arrives at their decision and the role of media in this process and secondly, to test a new methodology of successive interview with a panel of subjects and a control group. lazarsfeld previous interest were the study of psychological mechanism involved in the process of choice, and the effect of publicity advertising and mass media on consumer behavior. 
         The 1944 study began by characterizing the supporter of two main political parties in the us using a panel of 600 subject who were interviewed seven time over the seven month of the campaign the researcher then identified voters who changed their position during the campaign period and compared the group: those who decided their vote before the campaign began those decisions was take during the party convention, and those decided their vote only at an advanced stage of the campaign period and compared three group those who decided their vote before the campaign began those decision was take during the party convention and those who decided their vote only at an advanced stage of the campaign ( Antunes 2010) the premises the theory by Learfield et al ( 1944) centered on the fact that voting is an individual choice that is largely affected by the voters personality and the work exposure  to the media. that is voter choice of candidates is greatly influenced by the amount of media they are exposed to and the kind of person they are in the case of Akinwumi Ambode this explain his immense use of political ad campaign to influence voters choice in his favours .it’s common knowledge that both media and advertising are pervasive in the nature and influence their audience to behave in the certain way
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[bookmark: _Toc198557207]RESEARCH METHODOLOGY
[bookmark: _Toc198557208]3.1.  Research design
                Research design is the logical sequences that connect  empirical data to the research question  and research concision  research design is an approach to thinking about doing research  which is the summary of the produce for conducting a study that include when from whom and under what condition the research data was obtained as well as how a study was conducted it is the theoretical aspect of the study that specifies how a study was carried out and the manner in which it answer the research question (Mc Milan and Schumacher  2006  Ikoja. odongo  2000)
The research design that was adopted for the study is the descriptive  survey method descriptive survey method is considered appropriate for the study because it arrives at dependable solution to problem through systematic analysis and interpretation  of data collected  from the respondent  on the subject matter thereby making it possible for  generalization (Neumann 20211)
The research design employed for this study is a mixed-method approach encompassing both quantitative and qualitative  methodologies this hybrid design aim to provide a comprehensive understanding of the audiences perception of social media as a tool for marketing good and service at Kwara state polytechnic  according to cress well and Plano Clark (2018) mixed method  research is a research  design with philosophical assumption as well as method of inquiry that combines element of quantitative and quantitative research  approaches (p.4 ) The rationale for choosing this design is to obtain a holistic and nuanced  picture of the phenomenon under investigation as well as to  triangulate and validate the finding from different sources of data 
The mixed - method design adopted for this study follows the concurrent triangulation strategy which involves collecting and analyzing both quantitative data simultaneously and then comparing and integrating the result (crewel and Plano Clark  2018 ) this strategy allow the research to cross  validate and corroborated the finding from different method as well as to explore any discrepancies or contradiction that may emerge the quantitative while the quantitative  component will employ an interview method to elicit the participant view and experience 
[bookmark: _Toc198557209]3.2	Population of the study 
              best and katnn (2006) defined population as any group of individual that has one or more characteristics in common distinguishing the group from others individuals  the research population is described as the entire group of people on when the result of study are intended to be applied ( Johnson and Christensen 2012; Nkomo 2009; Frankel And Wallen 2000)
The study is being undertaken to examine the impact of social media usage on the information behavior of student tertiary institutions in Kwara state  
            Population of study population of study is an interdisciplinary field of scientific study that uses various statistical method and model analysis determines address and product population challenges and trends  from data collected through various data collection methods such as population census . Registration method sampling and some other system of data sources in the various field of healthcare,a population study is a study of a group of individual taken from the general population who share a common characteristic such as age sex or heath condition. This group maybe studied for different reasons, such as their response to a drug or risk of getting a diseases. 
            The target population for this research comprises student at kwara state polytechnic. These individual collectively represent the diverse audiences who perception and experience with social media marketing will be investigated. according to the kwara state polytechnic website, the institution has a total of 15,000 student enriched in various program across six institution the population is heterogeneous in terms of gender age enthnicity  academic level and social media usage 
[bookmark: _Toc198557210]3.3	Sample size and sampling technique
Is large and when studying all its element is not possible (Bodies.2011, and Mindoro,2001) sampling technique is the approach used in taking a small group from a larges group investigate it. And draw an accurate conclusion that can be generalized onto the larger group (rea and paler, 2005) 
Based on the aforementioned, this study adopts simple random probability sampling techniques to select undergraduate student in kwara state. according to Ana ( 2002) . Simple random sampling is the basic sampling method of survey research and it aim at giving each person in the sampling frame an equal chances of being selected in the sample. Thus. Th sample size comprises of the portion of the population for the study. This ensure that sample aretentative to enable generalization of the population (John and Cinnllstensen 2012, Crewell 2009, Best and Kahn 2006)
A stratified random sampling technique for I’ll be employed ensure representative participation from each group with in the population (student) the sample size will be determined base on statistical considerations aiming to achieve a balance between feasibility and reliability. according to Krejeie and Morgan (1970) the minimum sample size required for a population of 15.000 is 315 with a 95% confidence level and a 5% Morgan of error therefor the sample size for this study will be 375 students selected randomly from each stratum institute 
The stratified random sampling technique involve dividing the population into homogeneous subgroups (state) based on a relevant criterion and there selecting a random sample from each stratum proportionate to it size (Eres Well and Plano Clark 2018) the advantage of this technique is the it ensure that each sub group is adequately represented in the sample ,and that the sample reflect the diversity and characteristics of the population the criterion used for stratification in this study is the institution of Kwara State Polytechnic are : institution of general student  (IGS) institute of applied science (IAS) institute of of environment studies  (IES ) institute of information and communication technology (IICT) institute of finance and management studies (IFMS) and institute of technology (IOT) 
[bookmark: _Toc198557211]3.4.   Instrumentation 
According to Kipling at and ocholla  (2015) data collection instrument are expected to provide accurate and adequate data in line with the objective of the study .fir this study questionnaire tittle ‘’influences of social media usage on the information behavior of undergraduate student in selected universities in kwara state questionnaire’’ was used as the data collection instrument. The questionnaire was develop by the research in accordance to the research objective. The questionnaire was divided into five section, section a of the questionnaire focused on the demographic information of the respondent section B of the questionnaire on identifying the social media tool used by undergraduate student section C of three questionnaire which is the determine the extent of social media utilization by undergraduate student was divided into two sub-section the first sub-section was to determine the frequency of social media usage while the second sub-section was to determine the average time spend by undergraduate students when using social media. Section D of the questionnaire investigated the purpose of social media usage by undergraduate student. The section has ten  (10) item using four (4) likert scale of agree (A) strongly agree (SA) disagree (D) and strongly disagree (SA) section E of the questionnaire focused on the r information behavior of undergraduate student in social media.the section has 11 item using four (4) likert scale of strongly disagree (SA) disagree (D) agree (A)or  strongly agree  (SA)
               The primary instrument for data collection will be a structure questionnaire designed to gather both quantitative and qualitative data. The questionnaire will incorporate established scale for quantitative responses and open ended questions to capture nuanced qualitative insights. Additionally in -depth interview will be conducted with a subset of participants to complement and enrich the quantitative finding ,the questionnaire will consist of four section demographics information social media usage social media marketing awareness and social media marketing perception. The questionnaire will be administered online using google form an free and user -friendly platform for creating and distributing survey 
             The demographic section will collect information on the participant gender age institute and academic level the social media usage section will measure the participants frequency duration and purpose of using various social media platforms such as Facebook twitter instagram YouTube WhatsApp and other .the social marketing awareness section will assess the participants knowledge and exposure to social media marketing campaigns such as the type source and example of such campaigns. The social media marketing perceptions section will evaluate the participants attitudes s as bf opinion toward social media marketing such as the credibility effectiveness and influence of such campaigns the scale and items used for the quantitative section of the questionnaire on adapted from Previous studies on social media marketing such as alawan et al (2017)Felix et al ( 2017 ) and Kim and Ko (2012)the open-ended questions used for the qualitative section of the questionnaires are derived from the research object and quest as well as the literature review 
The interview will be conducted with 20 participants selected purposively based on their responses to the questionnaire. The interview will be semi-structured meaning that they will follow a flexible and adaptable guide that cover the man topic and themes of the study but also allow for probing and follow up question to elicit more depth also detail from the participants ( crewel and Plano Clark 2018) .the interview guide will consist of open -ended questions that explore that participant view and experience will social media marketing such as the benefit .challenge and recommendation for improvement the interview will be audience corded and transcribed first analysis 

[bookmark: _Toc198557212]3.5.    Validity and Reliability of the Instrument 
Validity of the instrument show how will research what it’s supposed to measured ( bosire 2011) the self structure questionnaire was validated using content related approaches to achieve to achieve this four copies fir the questionnaire were given to lecture of the department of library and information science.
            Reliability of an instrument is the consistency of sb instrument is measuring what is meant to measure mate (2011)opined that reliability had to do with consistency of a measure or an instrument like questionnaire and that high reliability is obtained when the measure or instrument given that same result if the research is repeated on the same sample in order to ensure consistency of scores obtained this study was subjected to reliability test by administering fifty (50)copies of the questionnaire to undergraduate student of Kwara State Polytechnic. Oke ose however forty four (44) copies of the questionnaires were retrieved and were subject to comeback alpha to determine the overall reliability of the questionnaire. For three purpose of this study. The reliability for the scaled item are presented in table 3.3 
To enhance the validity and reliability for research instrument established scale and validated survey item will be utilized-testing of the question will be conducted to ensure clarity relevance and the appropriateness of the item for the context of Kwara State Polytechnic reliability will be assessed through the consistency and stability of response according to palate (2016)reliability can be measured using Cronbach alpha , and statistic that indicated the internal consistency of a scale or a set of item. A Cronbach alpha value of 0.7 or higher is considered acceptable for reliability 
Validity refer to the extent to which the research instrument measure what it intended to measure and how well its reflect the construct or concept under investigation ( Oakland 2016) there are different type of validity. Such as content validity construct validity and criterion validity. Content validity refer to the degree to which the items of the instrument cover the content and scope of the construct or concept. Construct validity due to the degree to which the instrument captures the underlying theoretical dimension and relationship of the construct or concept. Criterion validity refer to the degree to which the instrument correlated with other measure or indicator of the same related construct or concept to ensure the validity of the research instrument the following the following step will be taken 
· Construct validity will be ensured by conducting a literature review and consulting expert in the field of social media marketing to identify the relevant and appropriate item and scale for the questionnaire 
· Construct validity will be ensured by conducting a factors analysis to examine the dimensionality and structure of the scale and items and to confirm that they reflect the theoretical from and hypotheses of the study
· Criterion validity will be ensured by conducting a correlation analysis to compare the score if the scale and items with other measure or indicator or social media marketing perception such behavioral intention word-of-mouth and purchase decision 
[bookmark: _Toc198557213]3.6     Method of Data Gathering 
         The study employs a quantitative research using survey research to collect data from Kwara State Polytechnic student method of data gathering in computer science refer to technique such as questionnaires interview and workshop used to collect data subject matter expert to assess the criticality of business function. These methods ensure consist, focus and concise response from participant increasing the likelihood of meaningful data collection 
Question data will be collected through the distribution of electronic survey to the selected sample. quantitative data will be obtained through in-depth interview with a subject of participant. The structured questionnaire will serve as primary tool for quantitative data collection while semi-structured interview will facilitate a more in-depth exploration of participant perception. The questionnaire will be sent via email to the participant along with a consent from and on information sheet explaining the purpose and procedures of the study. The participant will be given two weeks to complete and submit the questionnaire. The interview will be conducted with 20 participants selected purposely based on their response to the questionnaire the interview will be audio- recorded and transcribed for analysis 
The data collection process will follow the ethical principle and guideline if the Kwara State Polytechnic research ethics committees a well American psychological association (APA) code of conduct the ethical issues that will he considered and addressed in this study include 
· Informed consent: - the participant will be informed about the nature purpose and procedure of the study as well as their right and responsibilities before they agree to participate. They will be given option to withdraw from the study at any time without any penalty or consequence 
· Confidentiality: - the participants personal informant response will be kept confidential and anonymous and will be disclose to any third party without their permission. The data will be stored securely and encrypted and accessible only to the researcher and the supervisor 
· Privacy:- the participant privacy will be respected and perfected and they will not be asked to reveal any sensitive or personal information that is irrelevant or unnecessary for the study .the data will be used only for the purpose of the study and will not be shared or published without the participant consent and approval 
· Harm:- the participant will not be exposed to any physical psychological or emotional harm or distress as a result of their participation in the study .the  study will not involve any deception coercion or manipulation of the participant the participant will be the contact detail of the research and the supervisor in case of shy question or concern 
[bookmark: _Toc198557214]3.7      Method of Data Analysis 
The frequency count and percentage was to analysis the five objective of the study. The data collected were coded and analyzed using statistical package for social science (IBM -SPSS) version 21.0 the presentation of the data for the research objective were done using table while spearman rank order correlation was used to test the for mutated hypothesis and regression analysis was used to determine of social media on information behavior if undergraduate student
Quantitative data will be analyzed using statistical software to generate descriptive and inferential statistic this will involve measure of central tending frequency distribution and correlation analysis descriptive statistics will be used to summarize the demographic characteristics social media usage and social media marketing awareness of the participant inferential statistics will be used to test the hypothesis and examine the relationship between the variables of interest correlation analysis will be performed to measure the strength and direction of the association between social media marketing perception and other factor such as gender age academic level and  social media ( statistical package for the social sciences) a widely used Powerful tool for conducting quantitative research 
Quantitative data from interview will be transcribed and analyzed thematically to identify key otters’ theme and insight thematic Malays, is a method of quantitative data analysis that involve. ‘M identify analyzing and reporting pattern (themes) with in data (Brian and clark2006.p 79) the themes will be derived from both the data (inductive approach) and the research question (deductive approach). The quantitative data analysis software will be used for the data analysis is NVIVO, a user friendly and comprehensive tool for organizing coding and interpreting quantitative data 
The mixed-method data analysis will involve comparing and interpreting the quantitative and finding to answer the research question and active the research objectives. The data integration will be done at the interpretive and reporting stage using a triangulation approach. Triangulation is a technique that involve ‘’ using multiple methods data source research or theories to enhance the credibility and validity of research finding (Crewel And Plano Clark 2018.p. 25a) the triangulation approach will allow the research to cross - validation and corroborate the finding from different method as well as to explore any discrepancies or con-tradition that may emerge.


[bookmark: _Toc198557215]CHAPTER FOUR
[bookmark: _Toc198557216]DATA PRESENTATION AND ANALYSIS
[bookmark: _Toc198557217]4.0 Introduction
This chapter deals with the presentation, analysis, and interpretation of data gathered during the course of this research work. A total of 100 questionnaires were administered to respondents via Google Form. The form was shared through their WhatsApp numbers and groups, and the responses were retrieved through Google Drive. Therefore, the analysis is based on 100 retrieved questionnaires.
[bookmark: _Toc198557218]4.1 Data Presentation
Table 1: Participant Category
	Response
	Frequency
	Percentage

	Student
	92
	92%

	Staff
	7
	7%

	Graduate
	1
	1%

	Total
	100
	100%


Source: Field Survey, 2025
Table 1 shows that the majority of the respondents are students, accounting for 92% of the total participants. 7% are staff of the polytechnic, and 1% are graduates. This implies that students are the major users of social media among the groups surveyed.
Table 2: Gender Distribution
	Gender
	Frequency
	Percentage

	Male
	55
	55%

	Female
	45
	45%

	Total
	100
	100%


Source: Field Survey, 2025
Table 2 reveals that 55% of the respondents are male, while 45% are female. This indicates a fairly balanced gender participation in the study, with slightly more male respondents.


Table 3: Educational Level
	Educational Level
	Frequency
	Percentage

	Undergraduate
	50
	50%

	Postgraduate
	36
	36%

	Non-staff
	12
	12%

	Graduate
	2
	2%

	Total
	100
	100%


Source: Field Survey, 2025
Undergraduates make up the highest percentage (50%) of the social media users in the institution. This is followed by postgraduate students (36%), non-staff (12%), and a minimal percentage of graduates (2%). This implies that students form the dominant audience for social media marketing in this environment.
Table 4: Age Range
	Age Range
	Frequency
	Percentage

	Under 18
	7
	7%

	19 – 26
	51
	51%

	27 – 36
	42
	42%

	Total
	100
	100%


Source: Field Survey, 2025
The majority of respondents fall between the ages of 19–26 years (51%), followed by those aged 27–36 years (42%), and only 7% are below 18. This indicates that the youth and young adult population form the core users of social media for marketing in the polytechnic community.
Table 5: Types of Social Media Used
	Social Media Platform
	Frequency
	Percentage

	Facebook
	35
	35%

	Instagram
	56
	56%

	LinkedIn
	1
	1%

	WhatsApp
	1
	1%

	X (Twitter)
	8
	8%

	Total
	100
	100%


Source: Field Survey, 2025
Instagram is the most frequently used platform with 56% usage, indicating its popularity for visual marketing among students. Facebook follows with 35%. Other platforms like Twitter (8%), LinkedIn (1%), and WhatsApp (1%) have minimal engagement, suggesting Instagram is the primary channel for reaching this audience.
Table 6: Frequency of Social Media Usage
	Frequency of Use
	Frequency
	Percentage

	Daily
	47
	47%

	Weekly
	38
	38%

	Monthly
	12
	12%

	Rarely
	3
	3%

	Total
	100
	100%


Source: Field Survey, 2025
Daily usage dominates at 47%, followed by weekly use at 38%. Monthly and rare users make up a small fraction. This indicates a highly engaged audience, making social media marketing a viable and consistent strategy within the community.
Table 7: Forms of Tax Evasion Prevalent in SMEs
	Response
	Frequency
	Percentage (%)

	Underreporting of income
	38
	38.0

	Failure to file returns
	30
	30.0

	Inflating expenses
	17
	17.0

	Use of fake documents
	15
	15.0

	Total
	100
	100.0


Source: Field Survey, 2025
The data shows that the most prevalent form of tax evasion in SMEs is underreporting of income at 38%. Failure to file tax returns also constitutes a significant portion at 30%. Inflating expenses and use of fake documents, though less frequent, still represent notable methods of evasion.






Table 8: Major Challenges to Effective Tax Monitoring
	Response
	Frequency
	Percentage (%)

	Inadequate manpower
	32
	32.0

	Corruption
	26
	26.0

	Poor technological infrastructure
	21
	21.0

	Lack of taxpayer cooperation
	21
	21.0

	Total
	100
	100.0


Source: Field Survey, 2025
The primary challenge faced in tax monitoring is inadequate manpower, representing 32% of responses. Corruption is also a major barrier (26%), alongside poor technology infrastructure and lack of cooperation from taxpayers, both at 21%. These challenges hinder effective tax enforcement.
Table 9: Perception of Tax Audit Effectiveness in SMEs
	Response
	Frequency
	Percentage (%)

	Very effective
	25
	25.0

	Effective
	34
	34.0

	Neutral
	20
	20.0

	Ineffective
	13
	13.0

	Very ineffective
	8
	8.0

	Total
	100
	100.0


Source: Field Survey, 2025
Most respondents perceive tax audits as effective (59% combining “very effective” and “effective”). However, 21% regard audits as ineffective or very ineffective, indicating dissatisfaction or distrust in audit procedures among some SMEs.
Table 10: Awareness of Taxpayer Registration Requirements
	Response
	Frequency
	Percentage (%)

	Yes
	72
	72.0

	No
	28
	28.0

	Total
	100
	100.0


Source: Field Survey, 2025
A majority of SMEs (72%) are aware of taxpayer registration requirements, suggesting that tax authorities’ awareness campaigns may be effective. However, 28% remain unaware, highlighting the need for increased educational efforts.
Table 11: Use of Digital Platforms in Tax Reporting
	Response
	Frequency
	Percentage (%)

	Yes
	44
	44.0

	No
	56
	56.0

	Total
	100
	100.0


Source: Field Survey, 2025
Less than half of the respondents (44%) use digital platforms for tax reporting. The majority (56%) do not utilize these platforms, showing a significant gap in technology adoption in tax processes among SMEs.
Table 12: Effectiveness of Penalties in Deterring Tax Evasion
	Response
	Frequency
	Percentage (%)

	Strongly effective
	20
	20.0

	Effective
	37
	37.0

	Neutral
	18
	18.0

	Ineffective
	15
	15.0

	Strongly ineffective
	10
	10.0

	Total
	100
	100.0


Source: Field Survey, 2025
A combined 57% of respondents view penalties as effective or strongly effective deterrents. Nevertheless, 25% feel penalties are ineffective, indicating that enforcement mechanisms may require strengthening to improve compliance.
Table 13: Frequency of Taxpayer Audits in SMEs
	Response
	Frequency
	Percentage (%)

	Annually
	18
	18.0

	Every 2 years
	24
	24.0

	Every 3 years
	28
	28.0

	Rarely/Never
	30
	30.0

	Total
	100
	100.0


Source: Field Survey, 2025
The data indicates that only 18% of SMEs are audited annually, while 28% experience audits every three years. Alarmingly, 30% of respondents report being rarely or never audited, which may undermine the effectiveness of tax enforcement.
Table 14: Level of Satisfaction with Tax Monitoring Authorities
	Response
	Frequency
	Percentage (%)

	Very satisfied
	15
	15.0

	Satisfied
	32
	32.0

	Neutral
	23
	23.0

	Dissatisfied
	20
	20.0

	Very dissatisfied
	10
	10.0

	Total
	100
	100.0


Source: Field Survey, 2025
While 47% of SMEs are satisfied or very satisfied with tax monitoring authorities, a combined 30% are dissatisfied or very dissatisfied. This split highlights room for improvement in taxpayer relations and service delivery.
Table 15: Use of Software in Tax Record Keeping
	Response
	Frequency
	Percentage (%)

	Yes
	36
	36.0

	No
	64
	64.0

	Total
	100
	100.0


Source: Field Survey, 2025
Only 36% of SMEs use software for tax record-keeping, while a majority (64%) rely on manual or non-digital methods. This low level of technology adoption could impede accurate tax reporting and monitoring.


Table 16: Impact of Tax Monitoring on Compliance Behavio
	Response
	Frequency
	Percentage (%)

	Very positive
	27
	27.0

	Positive
	35
	35.0

	Neutral
	18
	18.0

	Negative
	12
	12.0

	Very negative
	8
	8.0

	Total
	100
	100.0


Source: Field Survey, 2025
A combined 62% of respondents believe tax monitoring positively influences compliance behavior, indicating that monitoring efforts do encourage better tax adherence. However, 20% feel the impact is negative, suggesting some resistance or skepticism towards tax authorities.
Table 17: Preferred Method of Tax Education for SMEs
	Response
	Frequency
	Percentage (%)

	Workshops/Seminars
	38
	38.0

	Online training
	22
	22.0

	Printed materials
	20
	20.0

	Radio/TV programs
	12
	12.0

	One-on-one counseling
	8
	8.0

	Total
	100
	100.0


Source: Field Survey, 2025
Workshops and seminars are the most preferred method of tax education among SMEs (38%), followed by online training (22%) and printed materials (20%). This shows a preference for interactive and accessible learning modes.
Table 18: Adequacy of Institutional Capacity for Tax Monitoring
	Response
	Frequency
	Percentage (%)

	Adequate
	25
	25.0

	Somewhat adequate
	32
	32.0

	Inadequate
	43
	43.0

	Total
	100
	100.0


Source: Field Survey, 2025
Only 25% of respondents believe institutional capacity for tax monitoring is adequate, while 43% view it as inadequate. This highlights a critical institutional gap that could compromise effective tax enforcement.
Table 19: Kwara State Polytechnic Should Invest in Social Media Marketing
	Response
	Percentage
	Frequency

	Strongly Agree
	28%
	28

	Agree
	50%
	50

	Neutral
	10%
	10

	Disagree
	10%
	10

	Strongly Disagree
	2%
	2

	Total
	100%
	100


Source: Field Survey, 2025
Table 19 shows the perception of the Polytechnic community regarding investment in social media marketing. A majority of 28% strongly agree and 50% agree that Kwara State Polytechnic should invest in social media marketing. Meanwhile, 10% are neutral, another 10% disagree, and 2% strongly disagree.
Table 20: You Often Interact (Like, Share, Comment) with Marketing Content from Kwara State Polytechnic on Social Media
	Response
	Percentage
	Frequency

	Strongly Agree
	23%
	23

	Agree
	41%
	41

	Neutral
	14%
	14

	Disagree
	21%
	21

	Strongly Disagree
	1%
	1

	Total
	100%
	100


Source: Field Survey, 2025
The data shows that a majority of respondents (64%) either strongly agree (23%) or agree (41%) that they often interact with marketing content from Kwara State Polytechnic on social media. This indicates a generally positive engagement level with the institution’s online marketing efforts. Meanwhile, 14% remain neutral, neither agreeing nor disagreeing with the statement. On the other hand, 22% disagree (21%) or strongly disagree (1%) with frequently interacting with the content, suggesting a smaller segment of the audience is less engaged or indifferent.
Table 21: Social Media Influences My Decision to Attend Events or Activities at Kwara State Polytechnic
	Response
	Percentage
	Frequency

	Strongly Agree
	18%
	18

	Agree
	63%
	63

	Neutral
	10%
	10

	Disagree
	8%
	8

	Strongly Disagree
	1%
	1

	Total
	100%
	100


Source: Field Survey, 2025
Table 21 highlights the influence of social media on respondents’ decisions. About 18% strongly agree and 63% agree that social media influences their decision to attend events or activities at Kwara State Polytechnic. Meanwhile, 10% are neutral, 8% disagree, and 1% strongly disagree.
Table 22: Confidence in the Authenticity of Reviews and Testimonials Shared on Social Media
	Response
	Percentage
	Frequency

	Strongly Agree
	27%
	27

	Agree
	21%
	21

	Neutral
	11%
	11

	Disagree
	39%
	39

	Strongly Disagree
	2%
	2

	Total
	100%
	100


Source: Field Survey, 2025
Table 22 shows the respondents' confidence in the authenticity of reviews and testimonials about Kwara State Polytechnic’s goods and services shared on social media. While 27% strongly agree and 21% agree, 11% are neutral, 39% disagree, and 2% strongly disagree.


[bookmark: _Toc198557219]4.2 Analysis of Research Questions
Research Question 1: What Are the Types and Frequency of Social Media Usage Among the Polytechnic Community?
The data from Table 5 indicates that Instagram is the most preferred platform, used by 56% of the respondents, followed by Facebook with 35%. LinkedIn, WhatsApp, and X (formerly Twitter) collectively make up 10%, showing a strong preference for visually driven platforms.
Table 6 reveals that 47% of respondents use social media daily, 38% weekly, 12% monthly, and only 3% rarely. This suggests that social media is deeply embedded in the daily communication and information-sharing practices within the community.
Research Question 2: What Are the Types and Characteristics of Goods and Services Marketed on Social Media Within the Polytechnic Community?
According to Table 7, fashion leads with 30%, followed by electronics (20%), educational materials and food items (16% each), entertainment (14%), and services (3%). This distribution shows that lifestyle and tech-related items dominate the market.
Table 8 explores marketing characteristics, showing user engagement at 34%, influencer partnerships at 31%, visual content at 21%, and both promotional materials and customer reviews at 7%. This reflects the importance of interaction and authenticity in marketing strategies.
Research Question 3: What Are the Benefits and Challenges of Social Media Marketing for the Polytechnic Community?
Table 9 shows that the main benefits of social media marketing include increased brand awareness (41%) and higher engagement (38%). Cost-effective promotion (12%) and community building (9%) are also valued benefits.
On the other hand, Table 10 presents challenges, with maintaining consistent content quality as the top challenge (42%), followed by managing public relations (37%). Difficulty in measuring ROI and the time required for effective social media engagement are also noted at 18% and 3% respectively.
Research Question 4: How Can Social Media Marketing Practices Be Improved Within the Polytechnic Community?
Table 19 indicates strong support for enhanced investment in social media marketing. A total of 78% (28% strongly agree and 50% agree) support this idea, 10% remain neutral, and 12% (10% disagree and 2% strongly disagree) are against it.
[bookmark: _Toc198557220]4.3 Discussion of Findings
Demographic insights 
The demographic data from table 1 and 3 reveal that students, particularly those aged 19-26, are the primary users of social media. This demographic is crucial for shaping the polytechnic’s social media policies and content strategies. Tailoring content to this age group’s interest and consumption habits could increase engagement and support educational objectives.
 Social media usage and engagement 
The data indicates a strong presence for visual and interactive platforms, with Instagram and Facebook being the most utilized among student and staff. The daily use of social media by nearly half of the respondents suggests that these platforms are not merely for leisure but have become integral to the community’s routine. This habitual engagement presents an opportunity for targeted communication and marketing initiatives.
Good and service marketed on social media 
Fashion, electronic, and educational materials are the most marketed goods, reflecting the community’s and needs. The prominence of user engagement and influencer partnerships as marketing characteristics point to a culture that values authenticity and peer recommendations. This insight could guide marketers to invest more in influencer collaborations and user-centric content to enhance visibility and trust.
Benefits and challenges of social media 
Marketing the perceived benefits of social media marketing, such as increased brand awareness and engagement, align with the high usage rates. However, the challenges highlighted particularly content quality and public relations management, indicate a need for professional development in these areas. Training workshops and seminars on content creation and crisis management could be beneficial.
Improving social media marketing practices 
The community’s strong support for investment in social media marketing underscores its recognized potential. The polytechnic could consider establishing a dedicated social media team to develop and implement a cohesive strategy that aligns with the community’s preferences and behaviors.

Implications for policy and strategy 
The finding suggest that social media is a powerful tool for fostering a connected and informed community. The polytechnic should consider formalizing social media use policies that encourage responsible use while promoting the institution’s values and goals. Additionally, there is room for strategic improvements such as leveraging analytics to refine marketing efforts and exploring new platforms to expand reach.
In conclusion, the analysis of the research of the research questions reveals that social media is a dynamic and influential force within the polytechnic community. By understanding the patterns of usage, preferences, and challenges, the institution can harness this force to enhance communication, and community engagement, ultimately enriching the education experience and institution brand.


[bookmark: _Toc198557221]CHAPTER FIVE
[bookmark: _Toc198557222]SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc198557223]5.1 Summary
This study investigated the perception and influence of social media marketing on the community of Kwara State Polytechnic. Specifically, it examined the types and frequency of social media usage among students and staff, the characteristics of goods and services marketed through these platforms, the perceived benefits and challenges associated with social media marketing, and the strategies for improving its effectiveness within the Polytechnic.
Chapter One presented the background, objectives, research questions, and significance of the study. Chapter Two reviewed theoretical frameworks like Social Cognitive Theory and Uses and Gratification Theory, as well as empirical studies. Chapter Three discussed the methodology, including the use of a 100-person sample and questionnaires for data collection. Chapter Four analyzed and interpreted the data and findings. Chapter Five summarizes, concludes, and recommends actions based on the research.
Findings from the research revealed that Instagram and Facebook dominate as the preferred social media platforms among respondents, with a majority engaging with these platforms daily or weekly. This frequent usage highlights the integral role social media plays in communication, social interaction, and information dissemination within the Polytechnic community.
The study also found that fashion items, electronics, and educational materials are the most commonly marketed products, demonstrating that social media serves as a versatile channel not only for commercial purposes but also for educational and social engagement. Marketing strategies heavily rely on user engagement and influencer partnerships, emphasizing the importance of peer influence and authentic interactions in shaping purchasing decisions.
Respondents identified significant benefits of social media marketing, including increased brand awareness, enhanced engagement with target audiences, and cost-effective promotion of goods and services. However, challenges such as maintaining consistent content quality, managing public relations, and accurately measuring marketing outcomes were also highlighted as critical obstacles to effective social media marketing.
[bookmark: _Toc198557224]5.2 Conclusion
The findings confirm that social media—particularly Instagram and Facebook—plays a central role in the lives of students and staff at Kwara State Polytechnic. This provides a powerful avenue for institutional communication and marketing.
Goods and services marketed on these platforms are largely fashion, electronics, and educational materials. Marketing strategies that emphasize engagement and influencer endorsement resonate most with the audience.
While the benefits of increased engagement and brand visibility are clear, challenges like maintaining content quality and handling public relations remain. These need targeted solutions, such as staff training and clearer content strategies.
Demographically, the data highlights students as the primary users, pointing to the need for age-appropriate and interest-driven content. With strategic investment and improved policies, social media can be harnessed as a tool for institutional growth and student connection.
[bookmark: _Toc198557225]5.3 Recommendations
1. The Marketing Department should develop a social media strategy focused on Instagram and Facebook to improve student engagement.
1. The Academic Board should provide workshops on digital literacy to empower staff and students in content creation and dissemination.
1. The IT Department should collaborate with Marketing to integrate analytics tools for improved campaign performance and insights.
1. The Administration should develop a social media policy with input from legal and communication experts to ensure proper use and maintain a positive online image.
1. The Marketing Team should explore emerging social media platforms to enhance the institution's digital presence and competitiveness.
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APPENDIX
QUESTIONNAIRE
Dear Participant,
My name is Adebayo Akeem Oniwasi with matric number HND23/MAC/FT/0233, a final year student of the Department of Mass Communication at Kwara State Polytechnic. I am conducting a research study to understand AUDIENCE PERCEPTION OF SOCIAL MEDIA AS A TOOL FOR ENHANCING MARKETING OF GOODS AND SERVICES AMONG KWARA STATE POLYTECHNIC STUDENT. Your participation in this survey will provide valuable insights into the station's impact and role in the community. All responses will be kept confidential and used solely for academic purposes. 
Thank you for your time and valuable input.
SECTION A: DEMOGRAPHIC INFORMATION
1. Participant Category:  ( ) Student      ( ) Faculty       ( ) Staff  
2. Gender:     ( ) Male      ( ) Female      ( ) Other    (please specify) _________
3. Age:    ( ) 18-24      ( ) 25-34    ( ) 35-44      ( ) 45-54      ( ) 55 and above
4. Educational Level:  ( ) Undergraduate    ( ) Postgraduate   ( ) Non-student (Faculty/Staff)  
SECTION B: SOCIAL MEDIA USAGE
5. What are the types of social media usage among the polytechnic community?
( ) Facebook   ( ) Twitter   ( ) Instagram   ( ) LinkedIn   ( ) Other (please specify) __________
6. How frequent are you on social media? ( ) Daily      ( ) Weekly      ( ) Monthly      ( ) Rarely
7. What are the types of Goods and Services you are exposed to?
( ) Educational materials   ( ) Electronics     ( ) Fashion and apparel     ( ) Food and beverages ( ) Services (e.g., tutoring, career counseling)
8. What are the Characteristics of goods and services marketed on social media within the polytechnic community?
( ) Visual content ( ) User engagement ( ) Influencer partnerships ( ) Promotional offers ( ) Customer reviews
9. What are the benefits of social media marketing for the polytechnic community?
( ) Increased brand awareness ( ) Higher engagement rates ( ) Cost-effective promotions ( ) Community building
10. What are Challenges of social media marketing for the polytechnic community?
( ) Maintaining consistent content quality    ( ) Managing public relations    ( ) Measuring return on investment (ROI)     ( ) Time investment.
SECTION C: SOCIAL MEDIA MARKETING AWARENESS
11. Have you come across marketing content related to Kwara State Polytechnic on social media platforms?     ( ) Yes     ( ) No
12. How do you usually come across marketing content related to Kwara State Polytechnic on social media? (Select all that apply)
( ) Sponsored posts   ( ) Official Kwara State Polytechnic page/profile   ( ) Shares/retweets by friends or peers ( ) Recommendations from social media algorithms ( ) Other (please specify)
13. Are you aware of any events or activities at Kwara State Polytechnic promoted through social media?   ( ) Yes      ( ) No
SECTION D: SOCIAL MEDIA MARKETING PERCEPTION
14. To what extent do you believe social media is effective for promoting events and activities at Kwara State Polytechnic? ( ) Extremely effective    ( ) Very effective    ( ) Moderately effective      ( ) Slightly effective ( ) Not effective at all
15. How influential do you find social media in shaping your perception of goods and services offered at Kwara State Polytechnic?     ( ) Extremely influential    ( ) Very influential              ( ) Moderately influential    ( ) Slightly influential ( ) Not influential at all
16. How trustworthy do you consider the information provided about goods and services on social media platforms related to Kwara State Polytechnic? ( ) Completely trustworthy           ( ) Trustworthy   ( ) Neutral    ( ) Untrustworthy   ( ) Completely untrustworthy
17. Do you believe that social media marketing has positively impacted your awareness of goods and services offered at Kwara State Polytechnic?
( ) Yes, significantly  ( ) Yes, to some extent  ( ) Neutral  ( ) No, not really  ( ) No, not at all
Instruction: From 19–25, Please indicate your level of agreement with the following statements: Strongly Agree, Agree, Neutral, Disagree, Strongly Disagree
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	Social media marketing as a valuable tool for staying informed about news, events, and updates at Kwara State Polytechnic?
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	Kwara State Polytechnic should invest in social media marketing
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	You often interact (like, share, comment) with marketing content from Kwara State Polytechnic on social media
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	The social media marketing of Kwara State Polytechnic reflects a positive image of the institution
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	Social media campaigns are effective in driving actual sales of goods and services at Kwara State Polytechnic
	
	
	
	
	

	23
	Social media influences my decision to attend events or activities at Kwara State Polytechnic to a great extent
	
	
	
	
	

	24
	I am confident in the authenticity of the reviews and testimonials about Kwara State Polytechnic’s goods and services shared on social media
	
	
	
	 
	



