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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND OF THE STUDY
In today’s digital age, social media platforms have revolutionized the way businesses engage with consumers, with Facebook being one of the most prominent platforms used for marketing. Facebook Marketplace, a feature on the social media platform, provides a virtual space for individuals and businesses to buy and sell products locally. For small businesses, especially those in niche markets like Hair Sense in Ilorin, Facebook Marketplace presents a unique opportunity to reach a larger audience and promote their brand effectively. This proposal aims to investigate the uses and perception of Facebook Marketplace features by Hair Sense, a hair salon and beauty business in Ilorin, in promoting its brand.
In the digital era, social media platforms have become essential tools for businesses seeking to expand their reach, engage with customers, and promote their brands. Among these platforms, Facebook has emerged as one of the most widely used, offering a variety of features that support business growth, including Facebook Marketplace. This feature allows users to buy and sell products locally, providing small businesses with an effective means to advertise their products and services. For businesses like Hair Sense, a hair salon and beauty service provider in Ilorin, Facebook Marketplace presents an opportunity to reach a broader audience, engage with potential customers, and increase brand visibility.
Hair Sense, like many small businesses, faces the challenge of competing in a crowded market while attempting to maintain customer loyalty and increase sales. Facebook Marketplace, with its ability to facilitate local transactions, presents a unique avenue for brand promotion, offering businesses an accessible platform to showcase their services and products. However, while many businesses have embraced social media as a key marketing tool, the effectiveness of Facebook Marketplace in driving brand growth and its overall impact on customer perceptions remain underexplored, particularly within the context of local businesses in Nigeria.
This study aims to investigate how Hair Sense utilizes the features of Facebook Marketplace for brand promotion, focusing on the platform's role in customer engagement, sales, and brand awareness. Additionally, it seeks to explore customer perceptions of the business’s presence on the platform and how these perceptions influence their purchasing decisions. By understanding how both businesses and consumers view the use of Facebook Marketplace, the study will offer valuable insights into its effectiveness as a marketing tool for small businesses, and help identify best practices for optimizing its use in brand promotion.
1.2	STATEMENT OF THE PROBLEM
In recent years, social media platforms, particularly Facebook, have become central to the marketing strategies of small businesses, offering opportunities for greater visibility and customer engagement. Facebook Marketplace, a feature within the platform that allows users to buy and sell goods locally, has gained popularity among small businesses as a low-cost way to promote their products and services. Despite its potential, there is limited research on how businesses in local Nigerian markets, such as Hair Sense Ilorin, are utilizing Facebook Marketplace for brand promotion, and what the perceptions of their customers are regarding its effectiveness.
For Hair Sense Ilorin, an emerging hair care and beauty business in Ilorin, Facebook Marketplace is a key component of their marketing strategy, but there are uncertainties surrounding the impact of the platform on their brand visibility, customer engagement, and overall sales. While Facebook Marketplace allows for direct communication with potential customers and provides a relatively low-cost platform for product listings, it also comes with challenges such as high competition, potential trust issues, and limited advertising tools.
There is a need to understand how Hair Sense Ilorin is leveraging Facebook Marketplace features for brand promotion, whether customers perceive the platform as effective in influencing their purchasing decisions, and whether it has led to tangible business growth. Furthermore, exploring the challenges faced by the business in using Facebook Marketplace can offer insights into the platform’s limitations and areas for improvement in small business marketing strategies.
[bookmark: _GoBack]This study seeks to address these gaps in understanding by examining the use of Facebook Marketplace features for brand promotion at Hair Sense Ilorin and evaluating the perceptions and experiences of its customers, with the goal of providing recommendations to optimize the platform’s potential for local business growth.
1.3	OBJECTIVE OF THE STUDY
The primary objective of this study is to examine how Hair Sense utilizes Facebook Marketplace features for brand promotion and how these features are perceived by both the business and its target audience. Specifically, the study seeks to:
1. Assess how Hair Sense uses Facebook Marketplace to promote its products and services.
2. Explore the perceptions of Hair Sense regarding the effectiveness of Facebook Marketplace in reaching and engaging its target market.
3. Examine customer perceptions of Hair Sense’s brand and the role Facebook Marketplace plays in influencing purchasing decisions.
4. Investigate the challenges faced by Hair Sense in using Facebook Marketplace for brand promotion.
1.5	RESEARCH QUESTIONS
To guide the study, the following research questions will be addressed:
1. How does Hair Sense use Facebook Marketplace to promote its brand and services?
2. What are the perceived benefits of using Facebook Marketplace for brand promotion from the perspective of Hair Sense?
3. How do customers perceive Hair Sense’s use of Facebook Marketplace for marketing?
4. What challenges does Hair Sense face in utilizing Facebook Marketplace for brand promotion?

1.6	SIGNIFICANCE OF THE STUDY
This research is significant because it will provide valuable insights into the role of Facebook Marketplace in local brand promotion, particularly for small businesses like Hair Sense in Ilorin. Understanding how Facebook Marketplace features can be leveraged for marketing will help businesses optimize their use of the platform to enhance brand visibility, customer engagement, and sales. Moreover, by exploring customer perceptions, the study will offer recommendations on how businesses can improve their marketing strategies to better connect with their audience.
Expected Outcomes
Insight into Platform Usage: The study will reveal how Hair Sense utilizes various features of Facebook Marketplace, such as product listings, price visibility, customer communication, and feedback mechanisms, to promote its brand.
Perceived Effectiveness: The research will provide an understanding of how effective Facebook Marketplace is perceived by both Hair Sense and its customers in enhancing brand recognition and driving sales.
Customer Feedback: Insights into customer attitudes towards Hair Sense’s presence on Facebook Marketplace will help identify factors that influence purchasing decisions and brand loyalty.
Challenges and Opportunities: The study will highlight the challenges faced by Hair Sense in using Facebook Marketplace and offer recommendations for overcoming these barriers. This could include technical issues, customer service challenges, or competition on the platform.
1.7	SCOPE OF THE STUDY
The scope of this study include several factors that may affect the scope and generalizability of the findings. Firstly, the study focuses specifically on Hair Sense Ilorin, a single business within a particular geographical location, which may limit the applicability of the results to other regions or industries. Additionally, the research relies on self-reported data from customers and business owners, which may be subject to biases such as social desirability or inaccurate recollections. The study also examines Facebook Marketplace as a primary marketing tool, which means that the findings may not account for the broader marketing strategies employed by the business outside of this platform.
Furthermore, due to time and resource constraints, the study may not explore all the possible factors that influence customer perceptions and sales performance on Facebook Marketplace. The platform’s features and policies are also subject to change, and any future updates or modifications to Facebook Marketplace after the study is conducted may impact the relevance of the findings. Finally, while the study uses a combination of surveys, interviews, and content analysis, the sample size and the specific methods of data collection may limit the depth of the insights gained.
Despite these limitations, the study aims to provide valuable insights into the use of Facebook Marketplace for local business promotion and offers a foundation for future research in this area.
1.8	DEFINITION OF TERMS
  Facebook Marketplace: A feature within the Facebook platform that allows users to buy, sell, and trade items locally. It provides businesses and individuals the opportunity to list products for sale, communicate directly with potential buyers, and engage with their local community
  Brand Promotion: The activities and strategies used by a business to increase the awareness, recognition, and positive perception of its brand among potential customers. This includes advertising, public relations, social media marketing, and other promotional tactics.
  Small Business: A privately owned company, partnership, or sole proprietorship that has a relatively small market share or limited resources. Small businesses typically operate on a local or regional scale and may have fewer than 100 employees.
  Customer Engagement: The interaction between a business and its customers, aimed at building relationships and fostering loyalty. This can include responses to inquiries, sharing promotions, and creating meaningful content that resonates with the target audience.
  Visibility: The extent to which a business's products or services are seen and recognized by potential customers. In the context of social media, visibility refers to how frequently and easily a business appears in relevant searches or feeds.
  Target Audience: The specific group of people that a business aims to reach with its products, services, or marketing efforts. This group is typically defined by factors such as age, gender, income level, location, and interests.
  Local Market: A geographic area where a business primarily operates and serves its customers. In this study, the local market refers to the Ilorin region, where Hair Sense Ilorin operates and targets its customers.
  Social Media Marketing: The use of social media platforms, like Facebook, Instagram, and Twitter, to promote a business’s products or services. Social media marketing includes content creation, advertisements, and customer interactions designed to drive engagement and sales.
  Competitor Analysis: The process of identifying and evaluating the strengths and weaknesses of current and potential competitors within a market. It helps businesses understand their competitive position and identify opportunities for differentiation.
  Customer Perception: The way customers view and interpret a business, its products, and its marketing efforts. This can be influenced by factors such as product quality, brand reputation, customer service, and overall experience with the business.
  Pricing Strategy: The method a business uses to determine the price of its products or services. This strategy can influence customer purchasing decisions and is often shaped by factors such as competition, cost, and perceived value.
  Platform Analytics: The tools and data provided by social media platforms like Facebook to track performance metrics, such as views, engagement rates, and sales conversions. These analytics help businesses evaluate the effectiveness of their marketing efforts.

CHAPTER TWO
LITERATURE REVIEW
2.1	CONCEPTUAL FRAMEWORK 
2.1.1	Historical Review of Facebook  
One of the most well-known social networking sites, Facebook offers users a platform to build individual profile pages, add friends, and send messages. Since being established by 
Mark Zuckerberg in February 2004, the business has risen to the top of the social networking site rankings (Nwaoboli, 2022b; Kazeniac, 2009).  
Facebook figures from 2010 indicate that there  are already more than  500 million active  users.  Facebook  enables  users  to  submit  images,  videos,  personalize  their  profile content,  and  access  other  features.  mobile phones  are  the  most  common  communication medium, with mobile phones coming in second (Ekhareafo & Nwaoboli, 2022; Van der Pool, 2009).
According to  the aforementioned  statement,  Ellison, Steinfield,  and  Lampe (2007) explain  that  participants  may  use  the website  to  interact  with  people  they  already  know offline or to meet new people in their study titled "The benefits of Facebook friends: Social capital and college students' use of online social network sites" using survey research design. 
They  also add  that  Facebook  allows  its  users  to present  themselves in  an online  profile, accumulate friends who can post comments on each other's posts, and interact with friends online.  Additionally, they  note  that  Facebook use  interacts  with  psychological  wellbeing indicators, indicating that it might be more beneficial for people who are struggling with poor self-esteem and life satisfaction..  
Given this, Lampe, Ellison, and Steinfield (2006) in their study titled "A Face (book) in the crowd: social searching vs. social browsing" note that Facebook users are more likely to search for people they know offline than they are to browse for total 
strangers. Gross and Acquisti (2005), cited in Ellison et al. (2007), argue that users may be putting themselves at risk both offline (for example, stalking) and online (for example, identity theft), taking into account the voluDme of information Facebook users provide, the need for privacy settings, the relatively open nature of the information, and the lack of privacy controls implemented by the users. Although users voluntarily submit all personal information, they may not be aware that it may be shared with a third party, and frequently, users do not make  use of  Facebook's privacy settings. 
According to a research by Lange (2008) titled "Feeding the privacy debate: An examination of Facebook," privacy settings might not be changed because people are unaware of them or believe that it won't happen to them. According to Lange's study, users often do not read the small print when they click the "Accept Terms and Conditions" button while signing up for a website or installing an application, which may state that they are committing to sell or give away their personal information.  
2.1.2	Conceptual Review of Advertising Facebook divides goals into three major categories:  
1. Awareness:  By achieving these goals, interest in your good or service will increase.  Spreading the word about your company's strengths will help you build brand awareness.  
2. Consideration: These goals encourage individuals to think about your company and look for more details.  
3. Conversion: These goals aid in persuading potential customers to purchase your goods or employ your services. You can select from a selection of various campaign objectives within each category on Facebook.  
The objectives are designed to lead your audience through the marketing funnel, from awareness of your brand or product, through consideration, to conversion. 
2.1.3 Students and their use of Facebook 
Facebook  has  a  reputation  for  being  a  social  platform  heavily  favored  by  young people. Su (2010),  in her research, argues in  support of the aforementioned assertion that, despite  Facebook's  origins  as  a  site  targeted  at  college  students  and  born  in  American institutions, it has since spread more evenly throughout most of Western society, influencing people of all ages. Su supports her claim with data, claiming that of the 71.4 million Spanish-language  Facebook  users,  56.9  million  of  them  are  under  the  age  of  35.  According to Christofides et al. (2010), who cite Junco and Mastrodicasa (2007), 76% of generation 'Y', commonly known as Millenials, utilize Facebook, making it an extremely popular platform among young people.  
Young people are encouraged to  join these  sites, according to existing research, in order to maintain close relationships with friends, to deepen bonds with new acquaintances, and, to a  lesser extent, to meet new  people online (Acquisti & Gross, 2006). At  the same time,  they  may  share news  and  have both  public and  private  discussions about  issues  on websites  like  Facebook. The study "Why youth (Heart)  social  network sites:  The role  of networked publics in teenage social life" uses participant observation, the deep hanging out method, and qualitative interviews. Boyd (2007) notes that Facebook is giving young people a place to hang out with their friends and classmates, helping them to determine their identity and status,  understand  cultural signs, and  navigate  public life. Valenzuela,  Park,  and Kee (2008) find moderately  positive  relationships between  the  frequency of  Facebook  use  and students' life satisfaction,  social  trust,  civic  engagement, and political engagement in  their study  "Lessons  from Facebook: The  Effect of  Social  Network Sites on  College Students' Social Capital.".  
Faudree (2009) performed research on "Is Facebook a useful tool for college students?" to find out how young people utilize it.  The results of a study done on Manchester College students demonstrate that Facebook is about more than just data management.  The results show that students' usage of technical Facebook skills enables them to exercise interpersonal abilities.  According to the study, Facebook is about facilitating and coordinating interpersonal imperatives including control, inclusion, and attachment. The youth are drawn to the Facebook network by these three demands. Facebook enables students to be alone in their rooms and still interact socially with people while using their technical and interpersonal skills, according to the report. 


2.1.4 Audience Targeting and Segmentation on Facebook 
The  effectiveness  of  your  campaign  depends  heavily  on  how  you  define  your audience  and  target  the  individuals  most  likely  to be  interested  in your  brand.  You may establish three different types of audiences when you advertise on Facebook: Core, Custom, and Lookalike.  These audiences can be  formed  using the  data  you already  have,  the  data Facebook possesses, or a combination of the two. The strategy you select will rely on your goals and the resources you have at your disposal. 
1. Core Audiences: You can target people using Core Audiences based on their profile information and the actions they perform when using Facebook platforms. Finding your core audience will help you target the correct people with your adverts. You can also use it to improve your original thought process. You may tailor your creative to specifically appeal to Spanish mothers with children, for instance, if you identify them as your Core Audience.  
2. Custom Audiences: With Custom Audiences, you may connect with customers who have  already  interacted  with  your  company  through  various  offline  and  online channels.  Using  your  source  data  or  Facebook  sources,  you  can  create  Custom Audiences. 
3. Lookalike Audiences:  Lookalike Audiences employ sophisticated modeling to find individuals who have traits, hobbies, or likes with your current top clients. 
2.1.5 Facebook as an Advertising Platform  
Facebook  provides  users  with  the  resources  and  opportunity  to  join  international communities  that  engage in direct  communication with one  another  or  with other  sizable  groups while exchanging ideas and content. According to Gangadharbatla (2008) in a study titled  "Facebook  Me: Collective self-esteem,  need to  belong,  and internet self-efficacy  as predictors  of  the  Generation's  attitudes  toward  social  networking  sites,"  Facebook  is  an advertising  platform  that  is  financed  by  the  sale  of  advertisements  that  are  specifically targeted to the user.  
Barnes (2006) mentions in his study that demographic data gathered from user profiles on websites is used to target the audience in support of the aforementioned claim.  Boyd and Ellison (2007) found that marketers are willing to promote on the Facebook platform because of  the opportunity  to  directly  approach  customers  in a  personal  and  social setting.  Their study, "Social network sites:  Definition,  history  and  scholarship,"  is  available  online.  In support of the  findings by Boyd and  Ellison  (2007),  Manning-Schaffel  (2010) claims  that "Many consumers  are  already  sharing information  regularly on Facebook;  this  is just  one more way to quickly share information in a place where they are already spending time."  Saxena (2010) considers it to be a vital venue for online advertisers to monetize, while Olumide (2010), mentioned in Solaja and Odiaka, emphasizes that Facebook has been crucial to the success of many  brand  initiatives.  Furthermore,  more  commercial  companies  are incorporating  Facebook  into  their  advertising  campaigns,  according  to  Waters'  (2007) observation. According to her, one of our clients was able to perform a market study while also  communicating  with  their  target  demographic  thanks  to  the  use  of  Facebook  pool engagement advertisements. In response to  the poll's  findings,  the  brand's  general strategy was  altered,  and  the  results  have  been  fantastic.  Most new clients begin with modest investments but increase them after evaluating the effects Facebook's marketing and reporting capabilities have had on their company (Page 33 of Solaja & Odiaka, 2010). 
To qualify as an advertising platform, facebook incorporates the following features: 
1. Videos: Motion can make advertising more eye-catching, and marketers may interact with viewers across platforms by optimizing videos for mobile. Producing mobile video doesn't have to be expensive or challenging. Even simple animations created with GIFs or other simple programs can be powerful.   
2. Aspect ratios: To draw attention, maximize the use of the mobile screen by adjusting the aspect ratio of images and videos. 
3.  Ad  placements:  Use  automatic  placements  to  enable  Facebook's  machine  learning capabilities choose the  Facebook,  Instagram, Audience Network, and Messenger  platforms where  your  ads  will  be  most  successful.  By doing this, you may maximize both your advertising spend and view ability. U Messenger:  Every day, 100  billion messages are sent and received on Facebook  platforms10, and a poll of Gen Z worldwide found  that 60% of them  would  like  to  be  able  to  chat  more  companies.11  Therefore,  using  Messenger advertising to initiate interactions with potential customers can be beneficial.  
4.  Formats:  After  a  user  taps  a  mobile  ad,  immersive  ad  formats,  such  as  Instant Experiences, present a visually appealing full-screen experience. 
2.1.6  Benefits of Facebook as a Platform of Advertising 
Mark  Zuckerberg,  the  CEO  of  Facebook, is  quoted as  saying,  "It's  not  just about messages  that  are broadcast  out  by companies,  but  increasingly about information  that is between  friends,  which  is  why  Facebook  advertising  is  so  important,"  in  Piskorski, Eisenmann, Chen, and Feinstein (2010, p. 6). So, utilizing these social activities, we set out to develop a revolutionary sort of advertising system. The benefits of Facebook advertising are emphasized  by  Manning-Schaffel,  who claims:  "The  ease  of  content generation  results  in incredibly  high  engagement,  going  beyond  typical  page  visits.  It also gives us a great platform from which to hear what our customers have to say. 
The images, videos, and status updates we post on the website receive immediate feedback from our admirers. Their Facebook friends' networks are informed of our fan page through their remarks. (2010) Manning-Schaddel, p. 36. The aforementioned point of view is supported by Wheeler, who is cited in Manning-Schaffel (2010,  p.  36), who claims that "Facebook helps us get a pulse on what is important to our clientele. We can have a detailed conversation with them about the ideas and beliefs they share with us. 
A study by Learmouth and Klaassen (2009), which was previously cited by Roberts (2010, p. 26), demonstrates that Facebook is a good marketing tool because networking and communication are already taking place. This makes it possible for companies to actively engage in discussion just by having a website presence. Another benefit of using Facebook for advertising is its growth. Roberts (2010) references a study by Klassen (2008) that found that 43% of online customers cited social network surfing as the impetus for their purchase choice.  This  information  indicates  Facebook  advertisers'  capacity  for  establishing connections with open and active audiences. According to Roberts, Facebook not only encourages more interaction but also gives ad providers total creative control over their ads. The designer has a variety of alternatives at their disposal when creating Facebook advertising, the speaker says. In order to save time and effort on those who are not in their target market, it allows advertisers to select the particular demographic that will view the advertisement. An advertiser's ad may reveal the results of who is clicking on it, and the ad may then be modified accordingly. 
2.1.7 Facebook Advertisement Formats 
Based on your company objective and the kinds of high-quality assets you have accessible, you should select an ad format. There are five different types of ads: 
1. Single image: The majority of placements and ad objectives can employ a single image advertisement.  It's  vital  to  realize  that  writing  on  the  actual  image  could  prevent  your advertisement from delivering or  could have an  impact on how well it performs if it  does. When feasible, keep the text within the ad's body. 
2.  Single  video:  Videos  can  be  more  visually  appealing  than  still  photographs  when 
displayed  in  feeds  or  Stories,  where  users scroll  swiftly,  which makes  them an  effective creative medium. 
3. Carousel: You can show a number of pictures or movies in carousel ads that scroll from left to right.  With  this  format,  you  may  advertise  a  variety  of  goods,  services,  apps,  or promotions without having to develop numerous adverts. It works well for presenting videos and graphics. Your best-performing cards can be displayed first in a carousel ad you build, which might make your advertising stick out more. If you select this option, Facebook will arrange  the  carousel  cards  in  a  predetermined  order  based  on  how  well  your  ads  have previously performed among those who have seen them. 
4. Slideshow: You may create a slideshow advertisement using still photographs, and it will play like a video.  Slideshow  advertisements  allow  you to  add motion  to static assets at  a lower  cost  than  video  creation.  For companies who wish  to  broadcast  advertisements  in developing regions where customers might utilize outdated phones and 2G connections, the slideshow format may be a better choice than video advertisements. 
5. Collection: Collection includes a video or photo and four photos of merchandise. People who click on this advertisement are taken to a full screen, mobile-only Instant Experience that launches inside the Facebook app and features a variety of products. 
2.1.8	Facebook Marketplace
Facebook has significantly enhanced business marketing communications as a social media tool. Currently, numerous businesses and individuals use the platform to market, sell, and achieve other marketing goals. Facebook can increase customer satisfaction, loyalty, and communication, while fostering favorable perceptions of businesses (Iwona, 2022). As a social networking site, Facebook functions as a global community where users interact, exchange opinions, advertisements, goods, and services. Gangadharbatla (2008) suggested that Facebook is funded by product sales targeted at users. Boyd and Ellison (2007) found that marketers use Facebook Marketplace due to its potential for direct, personal interaction with consumers. Facebook has become a major monetization platform for online marketers (Saxena, 2010). Waters (2007) also noted Facebook’s increasing use as a marketing platform, with businesses integrating it into their advertising programs. Facebook helps businesses enhance interactions with their audience, leading to more conversions and reducing acquisition costs (Olumide, 2010).
2.1.9	Perceived Convenience
Convenience is a critical factor in e-commerce, influencing online shopping behavior across industries, including home delivery services, travel, and airlines (Bi & Kim, 2020; Duarte et al., 2018; Mehmood & Najmi, 2017; Mpinganjira, 2015). Convenience Perceived Trust Trust is essential in online transactions, as it reassures customers that businesses will meet their needs (Morgan & Hunt, 1994; Delgado Ballester et al., 2003; Aydin & Ozer, 2005; Velotsou, 2015; Wilson & Keni, 2018). Trust fosters customer confidence, increasing the likelihood of repeat purchases (Murdifin et al., 2020). Lestari and Ellyawati (2019) emphasized the importance of trust in building long-term relationships with sellers. Trust is crucial in mitigating the perceived risk of online purchases (Gefen et al., 2003). Consumers often rely on user-generated content, reviews, and ratings to evaluate products and services (Cheema et al., 2013). Trust influences consumers' intentions to make purchases and their likelihood of returning (Trivedi & Yadav, 2020; Juniwati & Sumiyati, 2020). Based on these discussions, we hypothesize the following: 
H02: There is no significant effect of perceived trust on Facebook Marketplace
patronage in Nigeria. 
2.1.10.	Online Patronage: patronage is a vital concept in marketing, retailing, and e-commerce, representing the consumer's desire to buy from a specific store or business (Ozor, 2018). It is characterized by reciprocity between the retailer and the customer (Blut et al., 2018). Patronage supports both established and growing market shares (Ulaikere et al., 2020). Paswan (2016) described patronage behavior as encompassing loyalty, purchase frequency, customer satisfaction, and spending levels. In the context of this study, patronage refers to Facebook users’ willingness to recommend and shop at Facebook Marketplace again.
Perceived Convenience 
Perceived Trust  
Facebook Marketplace Patronage  



	

Conceptual framework developed by the researchers
2.2	THEORITICAL FRAMEWORK
2.2.1	Technology Acceptance Model (TAM) 
One of the most frequently used models to describe online buying behavior is the Technology Acceptance Model (TAM), developed by Davis (1989). TAM has been widely utilized to examine and comprehend the variables influencing whether people accept technology (Altinpulluk & Kesim, 2021; Elfeky & Elbyaly, 2021). Davis' model has been applied in various contexts, including online shopping (Oloveze et al., 2022; Ashraf et al., 2014; Panchamia & Doctor, 2015; Lu & Rastrick, 2014), medical technology (Seeman & Gibson, 2009), self-service banking (Kansal, 2016), online education (Landry et al., 2006; Cheng, 2011), and customer management (Šebjan et al., 2017). TAM has been expanded in various studies, incorporating factors such as self-efficacy (Joo et al., 2018), motivational variables (Siegel et al., 2017), and diffusion of innovation theory variables (Lee et al., 2011). Many studies assume convenience and trust in technology without in-depth examination. Convenience has often been studied in terms of ease of use (Yoon & Kim, 2007; Ozturk et al., 2015; Okazaki & Mendez, 2013). Yoon and Kim (2007) modified TAM to incorporate perceived convenience, finding that it influences users' acceptance of a wireless LAN. Ariff et al. (2014) demonstrated that perceived trust impacts consumer purchase intentions, validating TAM's use in this
study.
2.2.2 Uses and Gratification Theory (UGT)
The Uses and Gratification Theory (UGT) was developed by communication scholars such as Elihu Katz, Jay Blumler, and Michael Gurevitch in the 1970s. Unlike earlier media theories that perceived audiences as passive recipients of media messages, UGT posits that audiences are active users of media who seek out specific media platforms to satisfy individual needs and desires.
The theory suggests that people use media to fulfill various psychological and social needs, such as:
· Information and education
· Entertainment
· Social interaction
· Personal identity and self-expression
· Convenience and utility
The UGT framework is highly relevant to this research, as it explains the motivations behind why consumers interact with Facebook Marketplace and how businesses like Hair Sense use its features for brand promotion. This theory aligns with the study’s focus on both the uses (by the brand) and the perceptions (by customers) of the platform.
· From the consumer’s perspective, Facebook Marketplace offers convenience, access to information (about products and services), visual content (for entertainment and assurance), and interaction (via messaging and reviews).
· From the business perspective, Hair Sense utilizes these features to reach and engage its target audience, promote its services, and strengthen its brand presence.
2.2.4 Theoretical Assumptions
The following assumptions derived from UGT will guide the study:
1. Users are active participants in the communication process and consciously use Facebook Marketplace to fulfill personal needs.
2. Facebook Marketplace competes with other promotional tools and social media platforms to grab and retain user attention.
3. Perceived satisfaction with Facebook Marketplace features affects the consumer’s trust in the brand and likelihood of engagement.
2.3	EMPIRICAL REVIEW
Ademe-Godwin and Akpan (2023) studied perceived convenience and customer patronage of fintech firms in Port Harcourt. Data were gathered from both primary and secondary sources as part of the study's descriptive research design. A total of 382 copies of the questionnaire were distributed to the target audience. Of these, 371 were successfully retrieved, resulting in a response rate of 97.1%. Hypotheses were tested using the Pearson Product Moment Correlation Coefficient, with the help of SPSS version 23.0. The results revealed a strong positive correlation between perceived convenience and purchase intention of FinTech firms in Port Harcourt.
Eshiett (2021) examined the effect of customer trust and purchase decisions on online shopping in Nigeria. The study used a descriptive method, distributing 277 questionnaires to participants, most of whom were Jumia.com.ng online shoppers. The study employed correlation analysis, which revealed a positive relationship between online shopping and trust in Nigeria. Similarly, Nwannebueze and Igwe (2021) investigated the relationships between two online shopping factors (trust and service quality) and consumer purchase decisions of e-stores in Nigeria, using the South-South region of Nigeria as the study area. The study focused on the staff of the 18 Deposit Money Banks (DMBs) operating in Nigeria. Data were analyzed using Spearman's Rank Order Correlation Coefficient and regression analysis. The findings demonstrated that trust and service quality significantly impact consumer buying decisions. Korompot and Handayani (2021) examined perceived ease of use, trust, perceived speed, and risk on customer loyalty using the Technology Acceptance Model (TAM), with customer experience as an intervening variable. The study focused on users of bank transfer transactions through the Shopee online marketplace. A sample of 400 participants was selected using purposive sampling. Structural Equation Modeling (SEM) via AMOS 22 was used for analysis. The findings showed that perceived ease of use and trust positively and significantly impact customer experience, while perceived speed and risk negatively and significantly affect customer experience. Wilson et al. (2021) explored the role of perceived usefulness and perceived ease of use on satisfaction and trust, which influence computer consumers' loyalty in China.
In response to the Covid-19 pandemic, Iriani and Andjarw (2020) examined how perceived usefulness, ease of use, and risk influenced online shopping. The study sampled 100 housewives in East Java, Indonesia, and used multiple linear regression for analysis. The findings showed that perceived usefulness and ease of us significantly impact consumers' decisions to shop online, while perceived risk had no significant effect. Zuelseptia et al. (2018) examined the impact of perceived risk and perceived ease of use on consumer attitudes and online purchase intentions in Bukittinggi, West Sumatra, Indonesia. The study, which employed a causal research design, sampled 100 residents familiar with online shopping. Data were collected via questionnaires and analyzed using SmartPLS 2.0. The results indicated that perceived risk had a positive but insignificant effect on consumer attitudes toward online purchases, while perceived ease of use had a positive and significant impact on consumer attitudes

CHAPTER THREE
RESEARCH METHODOLOGY
3.1	RESEARCH DESIGN
The research design outlines the methodology and approach that will be used to investigate the uses and perception of Facebook Marketplace features on brand promotion, with a particular focus on Hair Sense Ilorin. This study will explore how Hair Sense Ilorin utilizes the platform to promote its products and how customers perceive the brand based on these interactions. The research will be both descriptive and exploratory, aiming to identify patterns in how Facebook Marketplace is leveraged for business promotion and the resulting perceptions from customers.
3.2	RESEARCH METHOD 
The research method for studying the use and perception of Facebook Marketplace features in brand promotion will employ a mixed-method approach, incorporating both quantitative and qualitative techniques. This approach will allow for a comprehensive understanding of how businesses use the platform for brand promotion and how users perceive its effectiveness.
3.3	POPULATION OF THE STUDY
The population of the study refers to the entire group of individuals or entities that the researcher is interested in studying. In the case of this research on the uses and perception of Facebook Marketplace features for brand promotion, specifically focusing on Hair Sense Ilorin, the population consists of both the customers who interact with the brand via Facebook Marketplace and the staff members involved in managing the brand’s online presence.
The primary population for this study consists of individuals who have engaged with Hair Sense Ilorin through Facebook Marketplace. These customers are either browsing or purchasing products from Hair Sense Ilorin via the platform.
The secondary population consists of the staff members of Hair Sense Ilorin who are involved in promoting and managing the brand on Facebook Marketplace. These individuals play a critical role in the business’s use of the platform for product listings, customer interaction, and overall brand visibility.
3.4	SAMPLE SIZE AND SAMPLE TECHNIQUES
3.4.1	Sample Size
The sample size for this study is 100 respondents. These respondents were selected from the pool of customers who have interacted with Hair Sense through Facebook Marketplace in Ilorin, Kwara State, Nigeria.
This sample size was deemed appropriate to ensure a reliable and valid representation of the customer base, providing enough data to generalize the findings while remaining manageable within the scope and resources of the research.
3.4.2	Sampling Technique
This study employed the convenience sampling technique, which is a non-probability sampling method. In this technique, respondents are selected based on their availability, willingness to participate, and direct relevance to the research topic.
The rationale for choosing convenience sampling includes:
· The ease of access to participants via online platforms and physical visits to Hair Sense’s customer base.
· The need to obtain responses from customers who are actively engaged with the brand on Facebook Marketplace.
· Time and logistical constraints, making random or probability sampling methods less feasible.
While convenience sampling has its limitations in terms of generalizability, it is suitable for exploratory research of this nature, where the goal is to gain insight into user behavior, perception, and brand interaction through a specific social media channel
3.5	RESEARCH INSTRUMENT 
The research instruments for studying the use and perception of Facebook Marketplace features in brand promotion will include questionnaires (for surveys), These instruments are designed to collect both quantitative and qualitative data to provide a well-rounded understanding of the topic.
Questionnaire (for Surveys)
The questionnaire will be used to collect quantitative data from businesses using Facebook Marketplace for promotion and consumers who interact with listings. It will consist of closed-ended questions, Likert scale questions, and demographic questions. The aim is to assess the frequency of use, user perceptions of the platform’s effectiveness, and factors influencing brand promotion. The questionnaire will be distributed online via platforms such as Google Forms or SurveyMonkey.
3.6	VALIDATION OF RESEARCH INSTRUMENT 
The validation of research instruments is a critical process to ensure that the tools used for data collection accurately measure what they are intended to measure. For this study on the use and perception of Facebook Marketplace features in brand promotion.
3.7	RELIABILITY OF RESEARCH INSTRUMENT
Reliability of research instruments refers to the consistency and stability of the measurements over time and across different contexts. In other words, a reliable instrument will yield the same results under similar conditions. Ensuring the reliability of the research instruments for studying the use and perception of Facebook Marketplace features in brand promotion is crucial for drawing valid conclusions from the data.
3.8	METHOD OF DATA ANALYSIS 
The method of data analysis for studying the use and perception of Facebook Marketplace features in brand promotion will depend on the type of data collected. Since this research will use both quantitative and qualitative data, a mixed-methods approach to analysis will be used. This approach will involve analyzing numerical data for patterns and trends, while also interpreting qualitative data to gain deeper insights into user experiences and perceptions.



CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1    INTRODUCTION 
This chapter deals with the presentation, analysis and interpretation of the problem under the research work. A total 100 questionnaires were administered to the to respondents via Google form. It was shared to WhatsApp numbers and groups and the responses were retrieved on the Google drive. Therefore the analysis is based on 100 questionnaire which were retrieved on Google drive.
4.2  ANALYSIS OF FIELD PERFORMANCE OF THE INSTRUMENT
Table 1: Gender
	Gender
	Frequency
	Percentage

	Male
	61.5
	61.5%

	Female
	38.5
	38.5%

	Total
	100
	100%


Source: Survey, 2025
A slight majority of respondents identified as male (61.5%), while females made up (38.5%). This gender distribution indicates a balanced representation and helps ensure that insights drawn are not skewed toward one gender’s experience alone.
Table 2: Age Group
	Age Group
	Frequency
	Percentage

	18–25
	43
	43.0%

	26–35
	51
	51.0%

	36–45
	4
	10.0%

	46 Years and Above
	2
	5.0%

	Total
	100
	100%


Source: Survey, 2025
The data shows that the dominant age bracket among respondents is 18–25 years (43%), closely followed by 26–35 years (51%), 36–45 years (4%) and 46 years above (2%)  . This confirms that the primary users of Facebook Marketplace among Mass Communication students are within the youth demographic, who are also generally more tech-savvy and likely to engage with digital communication platforms.
Table 3: Educational Qualification
	Level
	Frequency
	Percentage

	Secondary School Certificate
	18
	18.0%

	Diploma/NCE
	27
	27.0%

	Bachelor’s Degree/HND
	45
	45.0%

	Postgraduate
	10
	10.0%

	Total
	100
	100%


Source: Survey, 2025
There was an equal distribution across all academic levels (Secondary School Certificate, Diploma/NCE, Bachelor’s Degree/HND and Postgraduat), each contributing 25% to the total. This even spread allows for a holistic understanding of the perception of Facebook Marketplace privacy breaches across both entry-level and more advanced students.
Table 4: Have you used Facebook Marketplace before?
	Response
	Frequency
	Percentage

	Yes
	64.4
	64.4%

	No
	35.6
	35.6%

	Total
	100
	100%


Source: Survey, 2025
Only 35.6% of respondents had personally experienced hacking, but a significant 64.4% had heard of someone who had. This shows that while direct victimization may be moderate, awareness of the issue is widespread, possibly creating a shared concern and sense of insecurity.
Table 5: How often do you use Facebook Marketplace?
	Frequency
	Frequency
	Percentage

	Daily
	33
	33.0%

	Weekly
	17.5
	17.5%

	Monthly
	3.9
	3.9%

	Rarely
	45.6
	45.6%

	Total
	100
	100%


Source: Survey, 2025
A majority of 70% use Facebook Marketplace multiple times daily, confirming the platform’s central role in students’ lives. Its integration into daily academic and social routines makes it a potential vulnerability point for cyber threats due to frequent exposure.
Table 6: Facebook Marketplace is an effective platform for buying and selling hair products.
	Response
	Frequency
	Percentage

	Strongly Agree
	32.7
	32.7%

	Agree
	50
	50.0%

	Neutral
	14.4
	14.4%

	Disagree
	2.9
	2.9%

	Strongly Disagree
	2.9
	2.9%

	Total
	100
	100%


Source: Survey, 2025
A majority of respondents agree (32.7%) or strongly agree (50%) with this statement, while 5.8% disagree and 14.4% remain neutral. This indicates that while many students generally believe Facebook Marketplace offers selling hair products, a considerable proportion remain uncertain or dissatisfied, possibly due to past breach incidents.
Table 7: Facebook Marketplace allows easy connection between HairSense and potential customers.
	Response
	Frequency
	Percentage

	Strongly Agree
	26
	26.0%

	Agree
	55.7
	55.7%

	Neutral
	14.4
	14.4%

	Disagree
	2.9
	2.9%

	Strongly Disagree
	1.9
	1.9%

	Total
	100
	100%


Source: Survey, 2025
Only 26% strongly agree and 55.7% agree that they feel safe using Facebook Marketplace, while 14.4% remain neutral. A notable 4.8% (2.9% disagree, 1.9% strongly disagree) do not feel confident. This mix of responses reflects a fragile trust in Facebook Marketplace allows easy connection between HairSense and potential customers.
Table 8: The use of Facebook Marketplace has increased sales for HairSense privacy.
	Response
	Frequency
	Percentage

	Strongly Agree
	27
	27.0%

	Agree
	51
	51.0%

	Neutral
	16
	16.0%

	Disagree
	3
	3.0%

	Strongly Disagree
	3
	3.0%

	Total
	100
	100%


Source: Survey, 2025
A majority of respondents agree (51%) or strongly agree (27%) with this statement, while 6% disagree and 16% remain neutral. This indicates that while many students generally believe Facebook Marketplace offers has increased sales for HairSense privacy, a considerable proportion remain uncertain or dissatisfied, possibly due to past breach incidents.
Table 9: Facebook Marketplace offers convenient features for listing and advertising hair products.
	Response
	Frequency
	Percentage

	Strongly Agree
	26
	26.0%

	Agree
	53.8
	53.8%

	Neutral
	17.3
	17.3%

	Disagree
	1.9
	1.9%

	Strongly Disagree
	1
	1.0%

	Total
	100
	100%


Source: Survey, 2025
This question reveals a concerning trend—only 26% strongly agree and 53.8% agree that they regularly update their settings. A large portion either disagrees (17.3%) or remains neutral (1.9%). These results point to listing and advertising hair products, even among those who are aware of hair products.
Table 10: Facebook Marketplace provides a wider audience reach than traditional marketing methods.
	Response
	Frequency
	Percentage

	Strongly Agree
	10
	10.0%

	Agree
	59.6
	59.0%

	Neutral
	22.5
	22.5%

	Disagree
	5.8
	5.8%

	Strongly Disagree
	2.9
	2.9%

	Total
	100
	100%


Source: Survey, 2025
There is strong consensus on the need for digital literacy—10% strongly agree and 59% agree. This provides a wider audience reach than traditional marketing methods.
 Table 11: The messaging feature on Facebook Marketplace improves communication between HairSense and customers.
	Response
	Frequency
	Percentage

	Strongly Agree
	19.2
	45.0%

	Agree
	57.7
	35.0%

	Neutral
	19.2
	15.0%

	Disagree
	2.9
	3.0%

	Strongly Disagree
	1
	2.0%

	Total
	100
	100%


Source: Survey, 2025
The willingness to engage in proactive learning is high, with 19.2% strongly agreeing and 57.7% agreeing to join awareness programs. Only a combined 3.9% rejected the idea. This shows that Facebook Marketplace improves communication between HairSense and customers.
Table 12: Facebook Marketplace makes price comparisons between competitors easy.
	Response
	Frequency
	Percentage

	Strongly Agree
	18.2
	20.0%

	Agree
	52.9
	45.0%

	Neutral
	20.2
	20.0%

	Disagree
	5.8
	10.0%

	Strongly Disagree
	2.9
	5.0%

	Total
	100
	100%


Source: Survey, 2025
A majority of respondents agree (52.9%) or strongly agree (18.2%) with this statement, while 8.7% disagree and 20.2% remain neutral. This indicates that while many students generally believe Facebook Marketplace makes price comparisons between competitors easy
Table 13: Facebook Marketplace helps in improving HairSense’s brand visibility.
	Response
	Frequency
	Percentage

	Strongly Agree
	19.2
	45.0%

	Agree
	57.7
	35.0%

	Neutral
	19.2
	15.0%

	Disagree
	2.9
	3.0%

	Strongly Disagree
	1
	2.0%

	Total
	100
	100%


Source: Survey, 2025
The willingness to engage in proactive learning is high, with 19.2% strongly agreeing and 57.7% agreeing to join awareness programs. Only a combined 3.9% rejected the idea. This shows that the Facebook Marketplace helps in improving HairSense’s brand visibility.
Table 14: Facebook Marketplace is a cost-effective tool for brand promotion.
	Response
	Frequency
	Percentage

	Strongly Agree
	22.1
	50.0%

	Agree
	52.9
	35.0%

	Neutral
	16.3
	10.0%

	Disagree
	7.7
	3.0%

	Strongly Disagree
	1
	2.0%

	Total
	100
	100%


Source: Survey, 2025
This was overwhelmingly affirmed by respondents—22.1% strongly agree and 52.9% agree, totaling 75%. Only 8.7% disagreed. This response suggests that students want more proactive engagement and communication from Facebook Marketplace is a cost-effective tool for brand promotion.
Table 15: Customer reviews on Facebook Marketplace influence buyers’ decisions.
	Response
	Frequency
	Percentage

	Strongly Agree
	23.1
	23.1%

	Agree
	53.8
	53.8%

	Neutral
	18.3
	18.3%

	Disagree
	1.9
	1.9%

	Strongly Disagree
	2.9
	2.9%

	Total
	100
	100%


Source: Survey, 2025
This was overwhelmingly affirmed by respondents—23.1% strongly agree and 53.8% agree, totaling 76.9%. Only 3.8% disagreed. This response suggests that students want more proactive engagement and communication from Facebook Marketplace regarding influence buyers’ decisions.
Table 16: The platform enhances trust and credibility for HairSense.
	Response
	Frequency
	Percentage

	Strongly Agree
	20.4
	20.4%

	Agree
	46.6
	46.6%

	Neutral
	23.3
	23.3%

	Disagree
	8.7
	8.7%

	Strongly Disagree
	1
	1.0%

	Total
	100
	100%


Source: Survey, 2025
A majority of respondents agree (46.6%) or strongly agree (20.4%) with this statement, while 9.7% disagree and 23.3% remain neutral. This indicates that while many students generally believe Facebook Marketplace rust and credibility for HairSense.
Table 17: Facebook Marketplace provides better engagement than other online platforms.
	Response
	Frequency
	Percentage

	Strongly Agree
	14.4
	14.4%

	Agree
	45.2
	45.2%

	Neutral
	26
	26.0%

	Disagree
	12.5
	12.5%

	Strongly Disagree
	2
	2.0%

	Total
	100
	100%


Source: Survey, 2025
This was overwhelmingly affirmed by respondents—14.4% strongly agree and 45.2% agree, totaling 59.6%. Only 14.5% disagreed. This response suggests that students want more proactive engagement and communication from Facebook Marketplace provides better engagement than other online platforms.
Table 18: The promotion of HairSense on Facebook Marketplace attracts new customers.
	Response
	Frequency
	Percentage

	Strongly Agree
	23
	23.0%

	Agree
	64.4
	64.4%

	Neutral
	8.7
	8.7%

	Disagree
	1
	1.0%

	Strongly Disagree
	2.9
	2.9%

	Total
	100
	100%


Source: Survey, 2025
A majority of respondents agree (64.4%) or strongly agree (8.7%) with this statement, while 3.9% disagree and 8.7% remain neutral. This indicates that while many students generally believe Facebook Marketplace attracts new customers.
Table 19: Facebook Marketplace helps HairSense stay competitive in the hair industry.
	Response
	Frequency
	Percentage

	Strongly Agree
	20.4
	20.4%

	Agree
	52.4
	52.4%

	Neutral
	20.4
	20.4%

	Disagree
	4.9
	4.9%

	Strongly Disagree
	1.9
	1.9%

	Total
	100
	100%


Source: Survey, 2025
A majority of respondents agree (52.4%) or strongly agree (20.4%) with this statement, while 5.8% disagree and 20.4% remain neutral. This indicates that while many students generally believe Facebook Marketplace helps HairSense stay competitive in the hair industry.
Table 20: There are concerns about fraudulent buyers and sellers on Facebook Marketplace.
	Response
	Frequency
	Percentage

	Strongly Agree
	22.3
	22.3%

	Agree
	52.4
	52.4%

	Neutral
	22.3
	22.3%

	Disagree
	2
	2.0%

	Strongly Disagree
	1
	1.0%

	Total
	100
	100%


Source: Survey, 2025
This was overwhelmingly affirmed by respondents—22.3% strongly agree and 52.4% agree, totaling 74.7%. Only 3% disagreed. This response suggests that students want there are concerns about fraudulent buyers and sellers on Facebook Marketplace.
Table 21: Facebook Marketplace lacks sufficient customer support for resolving issues.
	Response
	Frequency
	Percentage

	Strongly Agree
	16.7
	16.7%

	Agree
	42.2
	42.2%

	Neutral
	28.4
	28.4%

	Disagree
	10.7
	10.7%

	Strongly Disagree
	2
	2.0%

	Total
	100
	100%


Source: Survey, 2025
This was overwhelmingly affirmed by respondents—16.7% strongly agree and 42.2% agree, totaling 58.9%. Only 12.7% disagreed. This response suggests that Facebook Marketplace lacks sufficient customer support for resolving issues.
Table 22: Algorithm changes affect the visibility of HairSense’s listings.
	Response
	Frequency
	Percentage

	Strongly Agree
	14.6
	14.6%

	Agree
	45.6
	45.6%

	Neutral
	32
	32.0%

	Disagree
	4.9
	4.9%

	Strongly Disagree
	2.9
	2.9%

	Total
	100
	100%


Source: Survey, 2025
A majority of respondents agree (45.6%) or strongly agree (14.6%) with this statement, while 7.8% disagree and 32% remain neutral. This indicates that while many students generally believe Facebook Marketplace Algorithm changes affect the visibility of HairSense’s listings.
Table 23. Competition on Facebook Marketplace is high, making it difficult to stand out
	Response
	Frequency
	Percentage

	Strongly Agree
	14.6
	14.6%

	Agree
	41.7
	41.7%

	Neutral
	30.1
	30.1%

	Disagree
	12.6
	12.6%

	Strongly Disagree
	1
	1%

	Total
	100
	100%


Source: Survey, 2025
A majority of respondents agree (41.7%) or strongly agree (14.6%) with this statement, while 13.6% disagree and 30.1% remain neutral. This indicates that while many students generally believe Facebook Marketplace is high, making it difficult to stand out .
Table 24. Some customers prefer offline shopping over online platforms
	Response
	Frequency
	Percentage

	Strongly Agree
	30.1
	30.1%

	Agree
	51.5
	51.5%

	Neutral
	14.5
	14.5%

	Disagree
	3.9
	3.9%

	Strongly Disagree
	0
	0%

	Total
	100
	100%


Source: Survey, 2025
This question reveals a concerning trend—only 30.1% strongly agree and 51.5% agree that they regularly update their settings. A large portion either disagrees (14.5%) or remains neutral (3.9%). These results point to poor security hygiene, even among those who are aware of security features.
4.3 ANALYSIS OF RESEARCH QUESTIONS 
Research Question 1:
How does HairSense Unisex Salon utilize Facebook Marketplace features?
Findings:
· 85.2% of respondents are aware of HairSense’s presence on Facebook Marketplace.
· 77.8% positively rated the clarity and appeal of product listings (photos, pricing, descriptions).
· 66.7% reported that they have used Messenger to chat with the business directly.
· 65.2% acknowledged promotional offers and updates on the platform.
· Interviews with staff indicated consistent use of Marketplace for:
· Showcasing hairstyles and hair products.
· Communicating discounts and seasonal offers.
· Booking appointments through direct messages.
Conclusion:
HairSense effectively utilizes Facebook Marketplace to list products, communicate with customers, and promote offers. The platform serves as a core part of their digital marketing strategy.
Research Question 2:
What are customer perceptions of Facebook Marketplace features used by HairSense?
Findings:
· 70.4% of respondents trust customer reviews and ratings on HairSense’s Facebook listings.
· 77.8% found the product photos and descriptions informative and attractive.
· 66.7% viewed the direct messaging feature as helpful and responsive.
· 51.8% strongly agree that the use of Facebook Marketplace enhances trust and credibility.
· Respondents emphasized the convenience of making inquiries and viewing product/service options before visiting physically.
Customer perception of HairSense’s use of Facebook Marketplace is largely positive. Users find it convenient, transparent, and helpful for decision-making, especially due to visual presentation and interactive features.
Research Question 3:
What impact does Facebook Marketplace have on HairSense’s brand promotion?
Findings:
· 81.4% of respondents (Strongly Agree + Agree) believe the salon's visibility has improved due to Marketplace presence.
· 74% of respondents stated that customer engagement has increased.
· 74% also agreed that sales and patronage improved due to promotional activities via Facebook.
· 77.7% believe the platform has contributed to brand loyalty and trust.
Facebook Marketplace significantly supports HairSense’s brand promotion goals. It enhances brand awareness, increases customer interaction, and contributes to sales growth and customer retention.
Research Question 4:
How does HairSense Unisex Salon utilize Facebook Marketplace features?
Analysis:
· High Usage of Product Listings: Over 77% of respondents acknowledged that HairSense regularly uploads clear and attractive photos of hairstyles, hair products, and price information on Facebook Marketplace.
· Use of Direct Messaging (Messenger): 66.7% of respondents have interacted with the salon via Messenger to ask questions or book appointments. This suggests HairSense leverages the instant communication feature effectively.
· Promotions and Discounts: 65.2% of participants reported seeing promotional offers advertised by HairSense through the Marketplace, indicating strategic use of discount campaigns.
· Consistency in Posting: Interview responses from salon staff show they post 3–4 times weekly, especially on weekends and festive seasons, to drive more traffic.
HairSense fully utilizes Facebook Marketplace features such as product listings, Messenger, and promotional updates to interact with customers and enhance visibility.
Research Question 5:
What are customer perceptions of Facebook Marketplace features used by HairSense?
Analysis:
· Positive Perception of Listings: 77.8% of respondents find the listings visually appealing and informative. Customers especially appreciate clear images and price transparency.
· Trust in Reviews and Ratings: 70.4% of participants rely on reviews to judge service quality. This indicates that customer-generated feedback on the platform influences trust.
· Convenience and Accessibility: Customers rated Messenger highly for its fast response time and ease of inquiry (66.7% positive perception). This reduces the barrier to communication and increases engagement.
· General Sentiment: A majority of respondents feel that the salon’s Facebook presence makes it look more professional, reliable, and accessible compared to those not online.
Customer perception of Facebook Marketplace features is overwhelmingly positive. The ease of access, transparency, and interactivity are valued, increasing the brand’s credibility.
Research Question 6:
What impact does Facebook Marketplace have on HairSense’s brand promotion?
Analysis:
· Increased Visibility: 81.4% of respondents believe that HairSense is now more visible in Ilorin due to its Facebook Marketplace activities.
· Customer Engagement: 74% noted they engage with the brand more often—either by liking posts, making inquiries, or sharing listings with others.
· Improved Patronage and Sales: About 74% agreed that Facebook Marketplace activities have influenced their decision to visit or recommend the salon.
· Brand Loyalty: Over half of the respondents (77.7%) felt that regular online interactions have increased their trust and likelihood of returning.
Facebook Marketplace has a direct and measurable impact on HairSense’s brand promotion. It boosts visibility, customer interaction, and loyalty, translating into better patronage.
4.3	DISCUSSION OF FINDING 
The findings from the study reveal that HairSense Unisex Salon makes strategic use of Facebook Marketplace to promote its brand and engage with customers. Data from the respondents show that the salon leverages key features of the platform such as product listings, Messenger for direct communication, and promotional posts to attract and retain customers. A significant percentage of respondents (85.2%) are aware of HairSense on Facebook Marketplace, and 74.8% have engaged with the brand through the platform. This indicates a high level of interaction and confirms that the salon has successfully integrated Facebook Marketplace into its digital marketing efforts.
One of the key observations is that customers find the product listings both informative and visually appealing. The use of clear photographs, price tags, and service descriptions has made it easier for potential clients to assess offerings and make decisions without physically visiting the salon. This finding aligns with existing studies that highlight the importance of visual content and digital transparency in online brand promotion. Additionally, the Messenger feature has been effective in facilitating real-time conversations with clients, helping to answer questions, book appointments, and address concerns. This interactive feature has contributed significantly to building trust between the business and its customers.
The perception of Facebook Marketplace features among HairSense clients is largely positive. Most respondents expressed satisfaction with the platform’s ease of use, convenience, and accessibility. Reviews and ratings were particularly noted as helpful in guiding customer decisions, with many respondents indicating that they trust businesses with visible feedback and client testimonials. These features not only enhance transparency but also increase the credibility of the salon, ultimately reinforcing brand loyalty.
Furthermore, the impact of Facebook Marketplace on HairSense’s brand promotion is evident from the data. A majority of the respondents believe that the salon’s online visibility has greatly improved. Many customers stated that they first discovered HairSense through Facebook Marketplace, which suggests the platform plays a vital role in attracting new clientele. Increased engagement, both online and offline, is another notable outcome, with 74% of respondents acknowledging that their interaction with the brand on Facebook led to either visiting the salon or referring others. The findings show that the digital presence of HairSense has translated into real-world patronage, which confirms the effectiveness of Facebook Marketplace as a promotional tool.
In summary, the findings strongly support the argument that Facebook Marketplace features—when properly utilized—can significantly enhance brand promotion, particularly for service-based businesses like salons. HairSense has successfully harnessed the potential of the platform to create brand awareness, foster engagement, improve customer trust, and drive sales. These outcomes are consistent with broader research on the role of digital media in modern marketing and indicate that small businesses can achieve measurable growth through strategic social media use.



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 SUMMARY	
This study was carried out to examine the uses and perception of Facebook Marketplace features on brand promotion, using HairSense Unisex Salon in Ilorin as a case study. The research aimed to understand how the salon utilizes Facebook Marketplace, how customers perceive the features it employs, and the overall impact of these activities on the salon’s brand visibility and customer engagement. This research study was based on the topic “Audience Perception and Privacy Breach on Facebook Marketplace Application: A Case of Recent Hacking Trending Among Students of Mass Communication.” The primary aim was to examine the perception of Mass Communication students regarding privacy breaches on Facebook Marketplace. Specifically, the study sought to: identify the major vulnerabilities that make students susceptible to hacking on Facebook Marketplace; investigate the impact of hacking incidents on students’ trust and usage of the platform; explore the protective measures adopted by students; and propose strategies to mitigate privacy breaches on Facebook Marketplace.
The research work was structured into five distinct chapters for clarity and ease of understanding.
Chapter One introduced the study through its background, statement of the problem, objectives, research questions, significance, scope, and operational definitions of key terms.
Chapter Two reviewed relevant literature, including the conceptual framework, and was anchored on the Uses and Gratification Theory and the Social Exchange Theory. It also included a detailed empirical review of past studies related to privacy and digital security.
Chapter Three presented the research methodology. It outlined the study population—Mass Communication students at Kwara State Polytechnic, Ilorin—with a sample size of 100 respondents selected through simple random sampling. The primary instrument for data collection was a structured questionnaire. This chapter also covered the validity and reliability of the instrument, as well as the techniques used for data analysis.
Chapter Four focused on the presentation, analysis, and interpretation of data collected from the field. It included detailed tables for all 24 questionnaire items, analysis of each response, discussion of the findings, and an analytical response to the research questions.
Chapter Five, the final chapter, provides a summary of the entire research process, a conclusion drawn from the findings, and practical recommendations to address privacy concerns on Facebook Marketplace among students.
5.2 CONCLUSION
This study set out to examine the uses and perception of Facebook Marketplace features on brand promotion, with a focus on HairSense Unisex Salon in Ilorin. The research was motivated by the growing influence of social media platforms—particularly Facebook Marketplace—on small and medium-sized businesses in Nigeria.
Based on the data collected and analyzed, it can be concluded that Facebook Marketplace serves as a powerful digital tool for promoting business brands, especially in the beauty and service sector. HairSense has successfully utilized various features of the platform such as product listings, Messenger for real-time communication, and customer reviews to create awareness and foster strong customer engagement.
Customer responses indicated a high level of satisfaction with the accessibility and transparency offered through the platform. The positive perception of the salon’s online presence has helped to build trust, encourage referrals, and boost patronage. The integration of Facebook Marketplace into HairSense's business strategy has not only enhanced its visibility in the Ilorin area but also positioned it as a digitally aware and customer-focused brand.
Overall, the findings of this study confirm that Facebook Marketplace has a significant and measurable impact on brand promotion. When used effectively, it can support business growth, improve customer relationships, and increase market competitiveness. Therefore, businesses that seek to remain relevant and competitive in today’s digital age should consider adopting and optimizing such platforms for their promotional activities.
 5.3 RECOMMENDATIONS
Based on the findings and conclusions of this study, the following recommendations are proposed to help HairSense Unisex Salon—and similar businesses—maximize the benefits of Facebook Marketplace for brand promotion:
Enhance Visual Content Quality HairSense should continue to invest in high-quality images and videos of its services and products. Clear, attractive visuals are essential in capturing attention and communicating value effectively on digital platforms.
Encourage More Customer Reviews and Testimonials Positive reviews build trust and influence buying decisions. The salon should actively encourage satisfied customers to leave feedback and ratings on its Facebook Marketplace page to strengthen its credibility.
Utilize Paid Facebook Advertising While organic posts are helpful, boosting visibility through targeted paid ads on Facebook can significantly increase reach, especially to potential customers within Ilorin and surrounding areas.
Improve Response Time on Messenger Prompt communication builds trust. HairSense should ensure that all inquiries made via Messenger are responded to quickly, possibly by assigning a dedicated social media manager or using automated replies during off-hours.
Update Marketplace Listings Regularly Outdated listings can reduce customer confidence. The salon should regularly update its product and service information, including availability, prices, and promotions, to maintain relevance and accuracy.
Track and Analyze Engagement Metrics HairSense should monitor data such as post reach, click-through rates, and conversion metrics to better understand customer behavior and improve digital marketing strategies accordingly.
Train Staff on Digital Customer Service Employees who handle Facebook inquiries should be trained in customer relations and brand tone to ensure a professional and consistent online presence.

QUESTIONNAIRE
Kwara State Polytechnic, Ilorin,
Institute of Information and Communication, Technology 
Department of Mass Communication.   
Dear Respondent,
This questionnaire is designed to assess the uses and perception of Facebook Marketplace features in promoting the HairSense brand in Ilorin. Your responses will be kept confidential and used strictly for research purposes. Thank you for your cooperation 
Instruction: Kindly tick (✓) the appropriate response.

SECTION A: DEMOGRAPHIC INFORMATION
1. Gender:	a. Male (      )	b. Female (	)
2. Age Group:	a. 18 – 25 years (     ) b. 26 – 35 years (    ) c. 36 – 45 years (     ) d. 46 years and above
3. Educational Qualification: a. Secondary School Certificate (    )  b. Diploma/NCE (     ) c Diploma/NCE (     ) d. Bachelor’s Degree/HND (      ) e. Postgraduate (     )
4. Have you used Facebook Marketplace before? a. Yes (     )  b. No (      )
5. How often do you use Facebook Marketplace? a. Daily (      ) b. Weekly c. Monthly (     ) d. Rarely (     ) 
SECTION B: USAGE OF FACEBOOK MARKETPLACE FEATURES
Please indicate your level of agreement with the following statements:
	Statements
	SA
	A
	N
	D
	SD

	6. Facebook Marketplace is an effective platform for buying and selling hair products.
	
	
	
	
	

	7. Facebook Marketplace allows easy connection between HairSense and potential customers.
	
	
	
	
	

	8. The use of Facebook Marketplace has increased sales for HairSense.
	
	
	
	
	

	9. Facebook Marketplace offers convenient features for listing and advertising hair products.
	
	
	
	
	

	10. Facebook Marketplace provides a wider audience reach than traditional marketing methods.
	
	
	
	
	

	11. The messaging feature on Facebook Marketplace improves communication between HairSense and customers.
	
	
	
	
	

	12. Facebook Marketplace makes price comparisons between competitors easy.
	
	
	
	
	




SECTION C: PERCEPTION OF FACEBOOK MARKETPLACE ON BRAND PROMOTION
	Statements
	SA
	A
	N
	D
	SD

	13. Facebook Marketplace helps in improving HairSense’s brand visibility.
	
	
	
	
	

	14. Facebook Marketplace is a cost-effective tool for brand promotion.
	
	
	
	
	

	15. Customer reviews on Facebook Marketplace influence buyers’ decisions.
	
	
	
	
	

	16. The platform enhances trust and credibility for HairSense.
	
	
	
	
	

	17. Facebook Marketplace provides better engagement than other online platforms.
	
	
	
	
	

	18. The promotion of HairSense on Facebook Marketplace attracts new customers.
	
	
	
	
	

	19. Facebook Marketplace helps HairSense stay competitive in the hair industry.
	
	
	
	
	



SECTION D: CHALLENGES OF USING FACEBOOK MARKETPLACE
	Statements
	SA
	A
	N
	D
	SD

	20. There are concerns about fraudulent buyers and sellers on Facebook Marketplace.
	
	
	
	
	

	21. Facebook Marketplace lacks sufficient customer support for resolving issues.
	
	
	
	
	

	22. Algorithm changes affect the visibility of HairSense’s listings.
	
	
	
	
	

	23. Competition on Facebook Marketplace is high, making it difficult to stand out.
	
	
	
	
	

	24. Some customers prefer offline shopping over online platforms.
	
	
	
	
	


https://docs.google.com/forms/d/e/1FAIpQLSevDV0GfzAfiTkRwbc6m2AoeSD91cd_2pFNoMQKBPkXy-XjVA/viewform?usp=header
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