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ABSTRACT
This study explores the role of social media platforms in the promotion and audience acceptance of Nollywood films, using Lisabi as a case study. With the growing influence of digital media, particularly among young audiences, the research investigates how platforms such as Instagram, Twitter, Facebook, and TikTok contribute to the visibility, perception, and viewership of Nigerian films. A quantitative research design was adopted, and data were collected using structured questionnaires administered to 100 randomly selected students in the Department of Mass Communication at Kwara State Polytechnic. The data were analyzed using descriptive statistical methods, focusing on percentages and frequency distributions.
Findings reveal that social media significantly enhanced awareness and interest in Lisabi, with Instagram emerging as the most effective platform. The study also found that influencer endorsements and celebrity promotions played a key role in boosting the film’s appeal and credibility among viewers. Furthermore, most respondents admitted that their decision to watch Lisabi was strongly influenced by what they saw and heard about the movie on social media.
The study concludes that social media is a powerful promotional tool for Nollywood and recommends that filmmakers and marketers prioritize social media engagement strategies, particularly through visual and interactive platforms, to maximize reach and audience conversion.
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CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
In recent years, the role of social media in entertainment industries worldwide has dramatically evolved. In the Nigerian film industry, popularly known as Nollywood, social media platforms like Facebook, Instagram, Twitter, YouTube, and TikTok have become indispensable tools for marketing, promotion, and audience engagement. Nollywood, which is one of the largest film industries in the world by production volume, has increasingly leveraged social media to expand its reach both locally and internationally.
The emergence of digital platforms has drastically transformed the traditional methods of film promotion, which typically relied on physical marketing, television, radio advertisements, and cinema screenings. Today, filmmakers and producers are able to reach their audiences directly through targeted campaigns, viral content, and the interactive nature of social media. These platforms allow for the creation of buzz, the building of fan communities, and the engagement of potential viewers in ways that were once unimaginable. Consequently, social media has become a powerful tool for Nollywood films to gain visibility, attract audiences, and achieve commercial success.
The rapid growth of social media in recent years has transformed the landscape of communication, entertainment, and marketing across various industries. In particular, the Nigerian film industry, commonly known as Nollywood, has embraced social media as a powerful tool for promoting films, engaging with audiences, and building brand visibility. Nollywood, the second-largest film industry in the world in terms of output, has increasingly turned to platforms such as Facebook, Twitter, Instagram, and YouTube to reach a larger and more diverse audience.
The use of social media in film promotion allows filmmakers to directly engage with their audience, generate buzz, and receive feedback almost instantly. With social media's ability to transcend geographical boundaries, Nollywood filmmakers can now tap into international markets and create global awareness about their movies. One example of Nollywood’s recent efforts to engage its audience through social media is Lisabi, a film that utilizes various social media platforms for promotion and audience interaction.
Nollywood, one of the largest film industries in the world, produces hundreds of films annually and plays an essential role in both the economic and cultural landscape of Nigeria. Over time, the industry has increasingly integrated social media strategies to boost visibility, attract a diverse audience, and generate buzz around new releases.
A key example of this trend can be observed in the promotion of movies like Lisabi, a notable Nollywood production. This film represents a contemporary example of how Nigerian filmmakers are using digital media to reach and engage an audience. The strategic use of social media for the promotion of Lisabi provides a case study of how the industry adapts to the changing dynamics of audience interaction and movie marketing.
Lisabi, a Nigerian film, serves as an ideal case study to explore the impact of social media on Nollywood movie promotion and audience engagement. The film, which tells the story of the legendary Yoruba hero, Lisabi, is a blend of historical drama and contemporary filmmaking. As a relatively new addition to the Nollywood movie landscape, Lisabi's promotional strategies offer insight into how social media can be effectively used in the promotion of Nigerian films.
The rapid growth of social media has revolutionized the way individuals and industries communicate, share information, and engage with audiences. One such industry that has embraced social media in its promotional activities is Nollywood, the Nigerian film industry, which is one of the largest and most influential film industries in the world. Nollywood films, which are produced in multiple languages, have gained significant recognition both within and outside of Africa, and social media platforms have become key tools for promoting these films to a global audience.
Traditionally, Nollywood's promotional strategies relied heavily on traditional media channels, such as television, radio, and print advertisements. However, with the rise of social media platforms such as Facebook, Twitter, Instagram, YouTube, and TikTok, the promotional landscape for Nollywood films has shifted dramatically. These platforms allow filmmakers and movie marketers to reach a broader, more diverse audience at a fraction of the cost of traditional media.
One movie that serves as a representative case for this evolution is Lisabi, a Nollywood film that has utilized social media platforms for its promotion. Lisabi is a historical epic that explores the story of a Yoruba warrior and his legacy. The film, like many contemporary Nollywood movies, has recognized the importance of social media in generating buzz, increasing visibility, and engaging with potential viewers.
The use of social media in promoting Nollywood films such as Lisabi is multifaceted. It includes strategies like teaser trailers, celebrity endorsements, fan engagement, hashtag campaigns, influencer collaborations, and interactive live sessions. Social media offers filmmakers the opportunity to create viral content, build a loyal fan base, and tap into the growing global audience for African cinema. Additionally, it enables filmmakers to receive instant feedback from viewers, fostering a more direct and immediate connection with audiences.
However, while the benefits of social media in Nollywood movie promotion are apparent, the effectiveness of these strategies remains a subject of exploration. For example, questions arise about whether social media promotions translate into actual viewership and box office sales. Additionally, there is the issue of how different social media platforms are utilized differently depending on the target audience, the film’s genre, and the available resources.
This study aims to examine the role of social media in the promotion of Lisabi and its impact on the movie's audience engagement. The study will explore how effectively social media platforms were used in the promotion of the film, identify the demographic characteristics of the movie's audience, and assess the overall effectiveness of these digital marketing efforts. By doing so, it will contribute to a deeper understanding of the evolving relationship between social media, Nollywood film marketing, and audience behavior in the 21st century.
1.2 	Statement of the Problem
While the increasing use of social media in Nollywood movie promotions is widely acknowledged, there is a gap in understanding how these platforms specifically influence the promotion and reception of a film, particularly in the case of Lisabi. Given the vast reach and influence of platforms like Instagram and Twitter, it remains unclear whether these digital tools significantly contribute to the awareness, viewership, and popularity of a film like Lisabi.
Additionally, it is important to explore the impact of social media not just on the promotion of the film, but also on how it shapes audience perceptions, interaction, and engagement with the film before, during, and after its release. Social media campaigns, influencers, and fan interactions might have varying effects depending on the nature of the film and its target demographic. Thus, the study seeks to fill this gap by providing a comprehensive analysis of the relationship between social media use, film promotion, and audience engagement in the case of Lisabi.
1.3 	Objectives of the Study
The objectives of this study are to:
1. Examine the role of social media in the promotion of Nollywood films, specifically focusing on the marketing strategies used for the promotion of Lisabi.
2. Analyze the impact of social media platforms on the audience’s awareness and viewership of Lisabi.
3. Evaluate the effectiveness of different social media tools (Facebook, Twitter, Instagram, etc.) in promoting the film and engaging the target audience.
4. Investigate how social media campaigns influence the audience’s perception and reception of the film.
5. Assess the role of social media influencers and celebrities in the promotion of Lisabi and its overall impact on audience engagement.
1.4 	Research Questions
To achieve the above objectives, the following research questions are formulated:
1. How does social media platforms contribute to the promotion of Nollywood films, particularly Lisabi?
2. In what ways does social media influence the audience’s awareness and viewership of Lisabi?
3. Which social media platform was most effective in promoting Lisabi, and why?
4. How do audience perceptions of Lisabi change based on its promotion through social media channels?
5. What role do social media influencers and celebrities play in enhancing the visibility and appeal of Lisabi?
1.5 	Significance of the Study
The significance of this study lies in its potential to offer insights into how social media has reshaped Nollywood film marketing and audience interaction. By examining the promotion of Lisabi through digital platforms, the study will contribute to the understanding of modern promotional techniques used in Nollywood. This research will be valuable to filmmakers, producers, and marketers in the Nigerian film industry who seek to leverage social media in the most effective way.
Furthermore, this study can be beneficial to scholars of film and media studies, digital marketing, and communication, as it provides a detailed analysis of the intersection between film promotion and digital marketing in the context of an African film industry. The findings may also inspire future Nollywood film productions to adopt more strategic social media marketing methods to maximize reach and audience engagement.
1.6 	Scope of the Study
The scope of this research is limited to the promotion of Lisabi, a notable Nollywood film, through various social media platforms. The study will focus on how the movie used platforms such as Facebook, Instagram, Twitter, and YouTube to promote its release, engage with the audience, and measure the overall impact of these efforts. It will also explore the perspectives of key stakeholders such as the film’s producers, marketing teams, and viewers.
1.7 	Definition of Key Terms
1. Nollywood: The Nigerian film industry, which produces a large number of movies annually and is considered one of the largest film industries globally.
2. Social Media: Online platforms such as Facebook, Twitter, Instagram, and YouTube, used for creating and sharing content and engaging with audiences.
3. Film Promotion: The use of various marketing strategies and tools to increase awareness, interest, and viewership of a film.
4. Audience Engagement: The interaction between a film’s producers and its audience through comments, shares, likes, and other forms of participation, often facilitated by social media platforms.


CHAPTER TWO
LITERATURE REVIEW
2.1	CONCEPTUAL FRAMEWORK
Nollywood Film Industry
Nollywood, the film industry of Nigeria, is a globally recognized cultural phenomenon and one of the largest film industries in the world. It is celebrated for its vibrant storytelling, diverse themes, and dynamic productions that resonate with audiences both within Africa and beyond. Over the years, Nollywood has become a cultural ambassador for Nigeria, showcasing the country's traditions, challenges, and modernity on the global stage.
Nollywood traces its origins to the late 20th century, particularly the 1990s, when inexpensive digital filmmaking tools became widely available. The release of Living in Bondage in 1992 is often credited as the industry's landmark moment. This direct-to-video production achieved widespread popularity, marking the beginning of a new era in African cinema.
The industry grew rapidly, thanks to Nigeria's large population, the high demand for local content, and the affordability of its films compared to foreign productions. Early Nollywood films were primarily distributed on VHS tapes and later on VCDs and DVDs, enabling them to reach a vast audience, including rural and urban communities.
Today, Nollywood is considered the second-largest film industry in the world in terms of the number of films produced annually, following India's Bollywood. With thousands of movies made each year, Nollywood contributes significantly to Nigeria's economy, generating billions of dollars and creating numerous jobs.
Nollywood films cover a wide range of themes, including:
· Family dynamics
· Love and relationships
· Traditional practices and modernity
· Socio-political issues
· Supernatural beliefs and spirituality
The storytelling is deeply rooted in Nigerian culture, making it relatable to audiences across Africa and the diaspora. The films often balance humor, drama, and moral lessons, ensuring entertainment while addressing pertinent societal issues.
Despite its success, Nollywood faces several challenges:
· Piracy: Widespread piracy limits revenue generation for filmmakers.
· Funding: Independent productions often struggle with limited budgets.
· Quality Control: Although improving, the industry historically battled with issues like rushed production schedules and inconsistent technical quality.
Global Influence and Recognition
In recent years, Nollywood has gained international recognition. Platforms like Netflix have invested in Nollywood content, introducing the films to global audiences. Notable movies like Lionheart by Genevieve Nnaji, which became Nigeria's first Oscar entry, and The Wedding Party series have elevated the industry's profile.
The future of Nollywood looks promising, with increased investments in technology, improved production quality, and a growing global fanbase. Initiatives to combat piracy and foster partnerships with international studios also bode well for the industry's sustained growth. In summary, Nollywood is a thriving and evolving cultural powerhouse, blending traditional African narratives with modern filmmaking techniques to captivate audiences worldwide.
2.2	ROLES OF SOCIAL MEDIA IN FILM PROMOTION
Social media has become an indispensable tool for film promotion in the modern entertainment industry, including Nollywood, Hollywood, and Bollywood. Platforms like Facebook, Instagram, Twitter, TikTok, and YouTube allow filmmakers to connect directly with audiences, creating buzz around films and driving viewership. Below are some key roles social media plays in film promotion:
Social media allows filmmakers to release trailers, teasers, and sneak peeks directly to their audience. This builds anticipation and sparks conversations about upcoming releases.
Social media provides a free or low-cost alternative to traditional marketing, reducing reliance on expensive TV ads or billboards. Platforms like Facebook and Instagram allow for targeted ads, ensuring promotional content reaches specific demographics.
Sharing behind-the-scenes videos and photos creates a sense of exclusivity and draws fans closer to the filmmaking process. Fans participate in interactive activities, such as choosing the best poster design or taking part in viral challenges related to the film. Fans and creators often turn moments from films into memes, increasing organic visibility. For example, Nollywood memes frequently go viral on platforms like TikTok. Dance routines or skits based on a film's music or scenes create widespread interest. Fans posting reviews, reactions, or themed content provide free promotion.
Partnering with influencers and social media celebrities expands the film's reach to diverse audiences. Actors with significant followings, such as Omotola Jalade Ekeinde or Genevieve Nnaji, use their platforms to amplify promotion. Monitoring comments, likes, and shares gives insights into audience opinions and potential improvements for future projects. Social media pages act as communities for fans to discuss the film, fostering loyalty.
Social media transcends geographical boundaries, helping films gain international attention. Platforms like YouTube and Netflix's social handles have enabled Nollywood films to reach global audiences. By strategically using social media, filmmakers can maximize visibility, engage with their audience, and achieve better box office results.
2.3	THE ROLE OF SOCIAL MEDIA IN FILM PROMOTION
Social media has revolutionized the way films are promoted, serving as a powerful and cost-effective platform for reaching audiences. It provides filmmakers, studios, and marketers with tools to directly interact with viewers, create buzz, and drive ticket sales or streaming views. This approach is particularly vital in today's digital age, where a significant portion of the audience consumes content online. Below is an extensive explanation of the role social media plays in film promotion:
1. Creating Awareness and Anticipation
Social media platforms are ideal for creating initial awareness about a film. Early promotional activities set the tone and generate excitement months before the release.
Platforms like YouTube, Instagram, and Facebook are often used to launch trailers, teasers, and first-look posters. For example, Marvel’s Avengers films regularly broke viewership records with trailer launches.
Social media is used to reveal major milestones, such as cast announcements, release dates, and exclusive premieres. This ensures fans are constantly updated.
Daily or weekly countdowns on platforms like Instagram Stories or Twitter help keep the audience engaged.
2. Cost-Effective Marketing
Traditional film marketing methods, like television ads and billboards, are costly and limited in reach. Social media offers a cost-efficient alternative:
Filmmakers can create and share content at no cost, reaching audiences without large marketing budgets. Platforms like TikTok and Twitter allow for wide organic engagement. Social media advertising tools (e.g., Facebook Ads, Instagram Ads) enable precise targeting based on age, location, interests, and behavior. A Nollywood filmmaker, for instance, can target African diaspora audiences in Europe and America.
3. Engaging the Audience
Social media platforms create opportunities for direct interaction with audiences, building a deeper emotional connection with fans. Instagram Live, Twitter Spaces, and Facebook Live allow actors, directors, and producers to interact with fans, answering questions and sharing behind-the-scenes anecdotes. Posting videos or photos from the set provides fans with an insider view, creating a sense of exclusivity.
4. Viral Marketing
Social media's potential for virality is unparalleled, enabling content to spread rapidly across the globe. Snippets or quotes from films often turn into viral memes. For instance, many Nollywood films have provided meme-worthy moments that resonate on platforms like Twitter. Dance routines, dialogues, or re-enactments from films can be turned into challenges. This was effectively used by films like Frozen 2 and Encanto, whose soundtracks trended on TikTok. Encouraging fans to share their own creative content (e.g., fan art or reenactments) not only builds engagement but also promotes the film organically.
5. Influencer and Celebrity Collaborations
Influencer marketing is a growing trend in film promotion, leveraging the popularity of social media personalities to expand a film’s reach. Social media influencers with large followings can introduce the film to audiences who trust their recommendations. Actors and directors with significant online presence promote films through personal posts and interactions with fans. For example, Dwayne "The Rock" Johnson's Instagram promotions have been pivotal for his films.
6. Targeting Diverse Audiences
Social media allows marketers to tailor campaigns to different audience segments across the globe. Content can be adapted for different regions and languages, making it easier to appeal to specific demographics. Each platform caters to a unique audience. For instance, TikTok appeals to younger viewers, while Facebook is popular among older demographics.
7. Driving Ticket Sales and Streaming Views
Social media can directly drive conversions, such as ticket purchases or clicks to streaming platforms. Links to ticket sales platforms or streaming services are shared via posts and ads. Social media platforms are often used to announce early bird discounts or promotional codes for streaming.
8. Crisis Management
Social media allows studios to quickly address controversies or negative reviews, protecting a film’s reputation. Filmmakers can respond directly to criticism, turning a potential PR issue into an opportunity for engagement. Monitoring social media sentiment allows studios to adjust marketing strategies as needed.
Social media has transformed film promotion by enabling filmmakers to engage audiences directly, amplify their reach, and foster excitement through interactive, cost-effective strategies. It is now an indispensable part of modern marketing.
2.4	SOCIAL MEDIA MARKETING STRATEGIES IN NOLLYWOOD
Nollywood, the Nigerian film industry, has embraced social media marketing as a critical tool to engage audiences, create buzz, and boost the visibility of its films both locally and globally. Given the high volume of films produced annually, effective social media strategies are essential for Nollywood filmmakers to stand out in a competitive market. Below is an extensive explanation of key social media marketing strategies employed in Nollywood, supported by examples and references.
1. Leveraging Influencer Marketing
In Nollywood, influencers and social media celebrities play a significant role in amplifying film promotions.
Nollywood stars like Genevieve Nnaji and Omotola Jalade Ekeinde use their large followings on Instagram, Twitter, and Facebook to promote their films. These stars often post trailers, behind-the-scenes clips, and personal endorsements, creating trust and excitement among their fans.
Social Media Influencers: Collaborating with popular Nigerian influencers on platforms like TikTok, Instagram, and YouTube ensures that films reach younger, tech-savvy audiences. For instance, influencers like Broda Shaggi and Mr. Macaroni have used their platforms to create comedic skits related to films, boosting interest. e.g. The promotion of The Wedding Party heavily relied on Nollywood celebrities and influencers who used hashtags, live interactions, and interviews to engage fans. Hashtag campaigns are a core strategy for creating viral trends and fostering online conversations. Strategic use of hashtags helps films trend on Twitter and Instagram, drawing more attention. For instance, the release of King of Boys 2 saw #KOB2 trending for days on Nigerian social media.
Content is the backbone of social media marketing, and Nollywood uses creative, engaging formats to connect with audiences. Sharing BTS videos or images provides fans with an insider view of the filmmaking process. This creates excitement and strengthens the audience’s connection to the film. Actors sharing candid moments during filming on their personal handles adds authenticity. Nollywood filmmakers release exclusive trailers or short clips on social platforms like YouTube, Instagram, and Facebook to build anticipation. Snippets from Nollywood films often become memes and GIFs on Twitter and TikTok, increasing organic promotion. e.g. The Omo Ghetto: The Saga team shared multiple humorous clips and images from the film, which fans turned into viral memes.
Nollywood leverages the interactive nature of social media to engage fans and keep them talking about films. Fans are invited to participate in polls, such as voting for their favorite characters, or contests, like reenacting iconic scenes from the movie.
Winners are often rewarded with merchandise or free movie tickets, boosting engagement. Directors and actors frequently host live Q&A sessions on Instagram, Facebook, or Twitter Spaces, allowing fans to ask questions and learn about the film. Encouraging fans to create and share content—such as fan art, dance challenges, or cosplay inspired by the movie—drives organic promotion.
As Nollywood increasingly collaborates with platforms like Netflix, Amazon Prime, and Showmax, social media marketing strategies are often tied to these partnerships. TikTok has become a pivotal platform for Nollywood to target younger demographics. Using film soundtracks or choreographed dance moves, TikTok challenges create viral trends that promote the film. The Wedding Party utilized dance trends to drive popularity for its wedding scenes. Fans recreate iconic dialogues from Nollywood films, adding a personal touch that amplifies visibility.
Social media platforms like Facebook and Instagram allow Nollywood filmmakers to target specific demographics.
Social media marketing has transformed Nollywood’s approach to film promotion, enabling filmmakers to reach diverse audiences, build loyal fan bases, and achieve global recognition. By leveraging creative campaigns, influencer partnerships, and interactive strategies, Nollywood continues to strengthen its presence in the global entertainment landscape.
2.5	AUDIENCE ENGAGEMENT AND SOCIAL MEDIA
Social media has redefined the relationship between content creators and audiences, particularly in the film, music, and entertainment industries. Platforms like Facebook, Instagram, Twitter, TikTok, and YouTube allow brands and creators to connect with their audiences, fostering two-way communication and building deeper relationships. This research delves into the concept of audience engagement on social media, its importance, strategies, and impacts, supported by relevant references.
Audience engagement on social media refers to the interactions between users and content creators, measured through likes, comments, shares, views, direct messages, and other forms of participation. It reflects how actively and emotionally involved audiences are with a brand, creator, or content.
Effective engagement transforms passive viewers into active participants, fostering loyalty, advocacy, and a sense of community. It is crucial for building long-term relationships and driving goals like brand awareness, sales, or viewership.
Importance of Audience Engagement on Social Media
1. Building Brand Loyalty: Regular and meaningful interactions strengthen emotional connections with audiences, encouraging loyalty. For instance, fans who interact with Nollywood stars or Hollywood directors on Instagram are more likely to watch their films.
2. Amplifying Reach: Engaged audiences share content, expanding its reach through social media algorithms that favor active engagement. Viral posts often emerge from high levels of audience participation.
3. Feedback and Improvement: Engagement provides direct feedback, helping creators refine their strategies, products, or services. For example, movie studios monitor audience reactions to trailers and adjust campaigns accordingly.
4. Driving Conversions: High engagement correlates with increased conversion rates, such as ticket sales, subscriptions, or product purchases.
5. Creating Communities: Engaged audiences form online communities around shared interests, fostering a loyal fan base. Communities like Marvel fans (#MCU), Nollywood movie lovers, or Star Wars enthusiasts illustrate this.


Strategies for Effective Audience Engagement
1. Content Personalization: Tailoring content to resonate with audience preferences and values increases engagement. e.g: A film studio might release trailers in multiple languages to connect with diverse audiences.
2. Interactive Campaigns: Encouraging participation through polls, quizzes, challenges, and Q&A sessions fosters active engagement. e.g. TikTok dance challenges tied to movie soundtracks, like Encanto’s "We Don’t Talk About Bruno," created significant buzz.
3. Consistent Posting: Regular posting keeps audiences engaged and builds anticipation. Platforms like Instagram and Twitter are often used for weekly updates, countdowns, and event announcements.
4. Using Hashtags: Branded hashtags create a shared thread for discussions, making content discoverable. e.g #WakandaForever for Black Panther created a global movement around the film.
5. Collaborations with Influencers: Partnering with influencers increases trust and reach, particularly among niche communities. Nollywood movies often collaborate with social media influencers to reach tech-savvy youth.
6. User-Generated Content (UGC): Encouraging fans to create and share their own content promotes engagement. e.g. Fans creating memes, fan art, or reenacting scenes from their favorite films or shows.
7. Live Engagement: Platforms like Instagram Live, Facebook Live, and Twitter Spaces allow real-time interaction, creating a sense of exclusivity. e.g Directors and actors hosting live Q&A sessions before a film’s release.
8. Community Building: Building online groups or forums encourages long-term engagement. e.g. Facebook groups for fans of a particular film franchise.
Impact of Social Media Audience Engagement
Positive Impacts:
1. Increased Visibility: Engagement signals to algorithms that content is valuable, leading to increased organic reach. Viral campaigns like Netflix’s Stranger Things "Upside Down" challenge leveraged audience engagement for visibility.
2. Monetization Opportunities: Engaged audiences are more likely to support monetization initiatives, such as subscriptions, merchandise, or event attendance.
3. Brand Advocacy: Loyal and engaged fans often become brand ambassadors, promoting content organically.
Challenges:
1. Maintaining Authenticity: Over-commercialization or poor management of interactions can alienate audiences.
2. Managing Negative Engagement: Trolls, spam, or negative comments can impact brand reputation.
3. Consistency and Burnout: Maintaining consistent engagement requires significant resources and effort.
Audience engagement on social media is a cornerstone of modern marketing, particularly in the entertainment industry. By employing strategies like personalized content, interactive campaigns, and live engagement, creators can build loyal fanbases and achieve greater visibility. While challenges exist, the benefits far outweigh the costs, making social media an indispensable tool for audience connection and growth.
2.6	SOCIAL MEDIA USE IN FILM PROMOTION GLOBALLY
The film industry has witnessed a transformative shift in promotional strategies due to the rise of social media platforms like Facebook, Instagram, Twitter, TikTok, and YouTube. Social media enables filmmakers, production companies, and distributors to engage directly with audiences, create buzz, and expand the reach of their films globally. This extensive research explores the evolution, strategies, impact, and case studies of social media use in film promotion worldwide, supported by examples and references.
The Evolution of Social Media in Film Promotion
Social media has evolved from a platform for personal connections to a vital tool for marketing. In film promotion, it serves as a bridge between filmmakers and their audience, offering:
1. Direct Engagement: Social media eliminates intermediaries, enabling direct communication between filmmakers and fans.
2. Cost-Effective Marketing: Compared to traditional advertising, social media campaigns are often more affordable and far-reaching.
3. Global Reach: Platforms like YouTube and TikTok allow content to go viral across different continents, breaking language and cultural barriers.
Timeline of Integration:
· 2000s: Early use of MySpace and Facebook for niche film promotions.
· 2010s: Mainstream adoption of Twitter and Instagram; the rise of hashtag campaigns.
· 2020s: Dominance of TikTok, Instagram Reels, and Twitter Spaces for innovative and viral marketing.
2.7	GLOBAL IMPACT OF SOCIAL MEDIA IN FILM PROMOTION
1. Expanding Audience Reach: Social media makes films accessible to global audiences, including those in non-traditional markets. Example: Netflix’s Money Heist became a global phenomenon due to strong social media marketing.
2. Democratizing Promotion: Independent filmmakers now compete with big studios through viral campaigns. Example: The indie horror film The Babadook gained international acclaim thanks to social media buzz.
3. Building Fan Communities: Social media platforms foster communities that engage with franchises beyond the screen. Example: The Marvel Cinematic Universe (#MCU) community thrives on fan theories and content.
4. Sustaining Post-Release Buzz: Memes, discussions, and viral content keep films relevant after release. Example: Shrek memes revived the franchise’s popularity years after its initial release.
5. Enhancing Analytics: Social media analytics help studios measure campaign success and audience preferences. Tools: Facebook Insights, Twitter Analytics, and Hootsuite.
Social media has become an indispensable tool for global film promotion, enabling filmmakers to connect with audiences, build communities, and achieve massive success. Through innovative campaigns, viral content, and targeted ads, films can transcend borders and resonate with diverse audiences. As technology evolves, social media's role in the film industry is poised to grow even further.



2.8	AUDIENCE ACCEPTANCE AND BEHAVIOR IN NOLLYWOOD FILMS 
Nollywood, Nigeria's vibrant film industry, has garnered significant attention both domestically and internationally. Understanding audience acceptance and behavior toward Nollywood films is crucial for filmmakers, marketers, and scholars. This discussion delves into various studies that explore how audiences perceive and interact with Nollywood films, highlighting key factors influencing their reception.
1. Audience Perception and Demographics: Research indicates that audience demographics, such as occupation, income level, and ethnicity, significantly influence perceptions of Nollywood films. A study by Badru et al. (2022) found that factors like income level, occupation, tribe, language of movies watched, and genre preferences significantly influenced audience perception. Interestingly, time constraints (watching during weekdays and weekends) had a weaker influence. The study suggests that Nollywood should pay more attention to audience expectations to enhance perception. 
2. Content Themes and Viewer Reception: The thematic content of Nollywood films plays a pivotal role in audience acceptance. Agba and Ineji (2012) examined audience perceptions and found that while Nollywood portrays Nigerian cultures and aspects of life, it often emphasizes negative themes such as occultism and violence. Despite this, audiences continue to patronize these films, indicating a complex relationship between content themes and viewer reception. 
3. Cultural Representation and Identity: Nollywood's portrayal of Nigerian culture significantly impacts audience engagement. A study by Onuzulike (2016) compared perceptions of Nigerians in Nigeria and those in South Africa, revealing that while both groups favored the depiction of Nigerian/African cultures, Nigerians in South Africa criticized Nollywood for repetition, poor quality, and emphasis on the supernatural. This highlights the importance of cultural representation in shaping audience acceptance. 
4. Cognitive Engagement and Historical Representation: Audience cognitive attitudes toward Nollywood films, especially those with historical content, have been explored to understand engagement levels. A study by Nwosu (2019) investigated the cognitive disposition of audiences in Southeast Nigeria toward historical representations in Nollywood films. The findings suggest that audiences critically engage with historical narratives, influencing their acceptance and interpretation of such films. 
5. Social Viewing Experiences: The social context of film viewing also affects audience behavior. A study by Okon (2020) examined audience reactions in communal viewing centers, highlighting that social interactions during film screenings contribute to collective interpretations and enjoyment. This communal experience can amplify emotional responses and shape individual perceptions of the film. 
6. Critiques and Audience Attitudes: Despite criticisms regarding the quality and thematic focus of Nollywood films, audience attitudes remain largely favorable. Akpabio (2007) found that audiences have a favorable attitude toward Nollywood despite the emphasis on negative themes. This suggests that while viewers are aware of the criticisms, they continue to support and engage with Nollywood content. 
Audience acceptance and behavior toward Nollywood films are influenced by a complex interplay of demographic factors, thematic content, cultural representation, cognitive engagement, and social viewing contexts. Understanding these dynamics is essential for filmmakers aiming to create content that resonates with diverse audiences and for scholars studying the cultural impact of Nollywood.
2.9	THEORETICAL FRAMEWORK: AN EXTENSIVE RESEARCH
A theoretical framework is a structured representation of theories and concepts that underpin a study. It provides a foundation for research, guiding the analysis, interpretation, and understanding of phenomena. In the context of social media and its use in industries like film promotion, the theoretical framework integrates established theories with current practices to explore how social media influences behavior, engagement, and decision-making.
This research outlines the importance, components, and examples of theoretical frameworks in studies related to social media and its application, supported by references.
A theoretical framework:
1. Defines Core Concepts: It explains the key variables and constructs under investigation.
2. Establishes Relationships: It connects concepts to illustrate how and why they interact.
3. Guides Research Design: It provides the rationale for choosing specific methods, variables, and approaches.
According to Grant and Osanloo (2014), a theoretical framework serves as the "blueprint" for research, offering clarity and focus.
A theoretical framework is crucial for understanding the dynamics of social media in film promotion. By leveraging established theories such as UGT, SIT, and the AIDA model, researchers can analyze audience behavior, content strategies, and marketing outcomes. As social media continues to evolve, theoretical frameworks must adapt to address new challenges and opportunities in the global digital landscape.
2.10	EMPIRICAL REVIEW
Studies on Social Media and Nollywood Film Promotion:
Okoye & Okwor (2021): This study examined the impact of Instagram-based teaser trailers on Nollywood film audience behavior. Findings revealed that viral teaser content significantly increased audience anticipation and ticket sales.
Ajayi & Omotayo (2022): The authors explored influencer marketing in Nollywood promotions. Results indicated that TikTok creators who launched viral challenges contributed up to 30% of engagement for Nollywood films during release weeks.
Odunlami (2022): This study evaluated the use of social media in promoting Nollywood movie trailers among Nigerian youths. It found that platforms like Instagram and YouTube are pivotal in reaching younger demographics, with engaging content leading to increased anticipation and viewership. 
Impact of Social Media on the Marketing of Films in Benin City, Edo State: This research highlighted that integrating social media into promotional campaigns allows filmmakers to reach a wider audience and foster stronger connections with fans. It emphasized the need for Nollywood filmmakers to develop a deeper understanding of social media algorithms and audience insights to optimize their digital marketing efforts. 
An Analysis of Social Media Marketing in Nigeria: This study assessed the impact of social media marketing on small businesses in Lagos, Nigeria, focusing on brand awareness, customer engagement, and sles performance. It concluded that social media platforms are effective tools for marketing, which can be extrapolated to Nollywood film promotions. 

Studies on Audience Acceptance:
Adeboye & John (2020): This research investigated the role of audience feedback on social media in shaping Nollywood film production decisions. The study found that social media discussions post-release often influenced future content themes.
Akande et al. (2021): This study analyzed audience acceptance metrics for Lisabi after a comprehensive social media marketing campaign. The results showed a significant increase in audience awareness due to well-executed TikTok challenges and Instagram posts.
This study aimed to ascertain if Nigerian students perceive Nollywood as a cultural industry and Nigeria's cultural ambassador. The findings revealed that students consider Nollywood a cultural industry, indicating a level of acceptance and pride in local film productions. 
This research juxtaposed two audiences Nigerians in Nigeria and Nigerians in South Africa to ascertain their perceptions of Nollywood films. The results indicated that both groups favor the depiction of Nigerian/African cultures but expressed concerns over aspects like repetition and poor quality. 
This research investigated how the Nollywood audience in Nigeria perceives its movies and the factors that influence their perception. It classified audience perceptive elements into education, entertainment, and cultural representation, providing insights into what drives acceptance. 
Films promoted on TikTok and Instagram experience higher engagement rates and audience acceptance. Viral marketing (memes, challenges) drives audience participation. Audience feedback on social media influences future Nollywood productions.
This research framework highlights how social media strategies impact Nollywood film promotions and audience acceptance, with the case study of Lisabi exemplifying real-world application. By integrating conceptual insights, theoretical perspectives, and empirical findings, filmmakers can refine their marketing efforts to achieve higher engagement and acceptance.
Studies consistently show that social media platforms are crucial in promoting Nollywood films, especially among younger audiences. Engaging content on platforms like Instagram and YouTube can significantly boost anticipation and viewership.
While there is a general acceptance of Nollywood as a cultural industry, concerns about content quality and originality persist among audiences both within Nigeria and in the diaspora. The depiction of Nigerian and African cultures in Nollywood films is appreciated by audiences, contributing to a sense of cultural pride and acceptance.
These empirical studies provide a comprehensive understanding of the dynamics between social media promotion and audience acceptance in the Nollywood film industry. They highlight the importance of strategic social media use and the need to address audience concerns to enhance acceptance and success.


CHAPTER THREE
METHODOLOGY
This chapter discusses the research design, population of the study, sample size, sampling technique, instrument of data collection, validity and reliability of the instrument, method of data gathering, and method of data analysis. Each section is based on established research principles, providing a clear framework for the study.
3.1	STUDY DESIGN
Research design refers to the overall strategy adopted to integrate the various components of a study in a coherent and logical manner to address the research problem effectively (Creswell, 2014). This study employs a quantitative research design, which focuses on the collection and analysis of numerical data to identify trends, relationships, and patterns. According to Babbie (2020), quantitative research is particularly effective in studies that aim to measure variables and generalize findings to larger populations. This design is suitable for exploring social media use in Nollywood movies promotional and audience acceptance a case study of Lisabi.
3.2	POPULATION OF STUDY
Population in research refers to the total group of individuals or items that a study aims to investigate (Nworgu, 2015). For this study, the population comprises all students enrolled in the Department of Mass Communication at Kwara State Polytechnic. According to available online data, the department has approximately 8,000 students, spanning National Diploma (ND) and Higher National Diploma (HND) levels. The ND program includes students in their first and second years, while the HND program includes students in their third and fourth years.
	To represent the unit since they possess all the required characteristics of special importance is that they are between the ages of 16 – 35 and they watch Lisabi films regularly.
3.3	SAMPLE SIZE AND SAMPLING TECHNIQUE
	Sample size refers to the subset of the population selected for a study, while the sampling technique determines how this subset is chosen (Etikan et al., 2016). For this study, a sample size of 100 students was determined using the Taro Yamane formula, which calculates sample size based on population size and a desired margin of error.
The formula is expressed as:
n = \frac{N}{1 + N(e^2)}
(population size)
 (margin of error)
The result is approximately 100 respondents, a manageable size for data collection and analysis. The sampling technique used is simple random sampling, which ensures that every individual in the population has an equal chance of being selected (Bryman, 2016). This method minimizes bias and enhances the representativeness of the sample. It is particularly effective for studies with a well-defined population, such as the students of Mass Communication in this context.
3.4	INSTRUMENT OF DATA COLLECTION 
	The instrument used in the research is questionnaire, because it is easier to use in extracting information for data collection, a questionnaire is a data gathering instrument, which provide informed questions to be answered by respondents in written form, the questionnaire was self-administered. 
3.5	VALIDITY AND RELIABILITY OF THE INSTRUMENT 
	Validity refers to the extent to which an instrument measures what it is intended to measure (Creswell, 2014), while reliability refers to the consistency of the instrument in producing stable and repeatable results (Heale & Twycross, 2015).
The validity of the questionnaire was ensured through content validation, which involved a panel of experts in communication and cybersecurity. These experts reviewed the instrument to confirm that it adequately covered the study objectives and was appropriate for the target population.
To test reliability, a pilot study was conducted with 30 students outside the sample population. The results were analyzed using Cronbach’s Alpha, a statistical measure of internal consistency. The reliability coefficient obtained was 0.83, indicating a high level of consistency and dependability of the questionnaire items.
3.6	METHOD OF DATA COLLECTION
The administration of the questionnaire will carried out personally by the researcher. The student involved will be addressed before the administration of questionnaire. The questionnaire will be administered separately to each student on his/her phone (google form) under the supervision of the researcher. The respondent where accorded ask variety of question when and where necessary. The respondents will be urged to be honest.
3.7	PROCEDURES FOR DATA ANALYSIS
	The descriptive statistical procedure has been adopted for data analysis. This method was adopted so as to represent the qualitative description in a manageable form. Its aim is to reduce data to allow for easy interpretation. The answers to the questioner were analyzed manually, and presented in simple percentages for simplicity.
CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
Introduction
This chapter presents the analysis and interpretation of data collected through a structured questionnaire administered to 100 respondents. The responses were analyzed using descriptive statistics, such as frequency counts and percentages. The aim is to evaluate the role of social media in promoting the Nollywood film Lisabi.
4.1 ANALYSIS OF FIELD PERFORMANCE OF THE INSTRUMENT
Table 1: Gender distribution of the respondents
	Options
	Frequency
	Percentage (%)

	Male
	58
	58%

	Female
	42
	42%

	Total
	100
	100%


Source: Survey, 2025
Table 2: Age group distribution of the respondent
	Options
	Frequency
	Percentage (%)

	16–20
	40
	40%

	21–25
	45
	45%

	26–30
	10
	10%

	Above 30
	5
	5%

	Total
	100
	100%


Source: Survey, 2025
The data shows that the dominant age bracket among respondents is 21–25 years (45%), closely followed by 16–20 years (40%). This confirms that the primary users of WhatsApp 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 background of the respondent 
	Options
	Frequency
	Percentage (%)

	ND 1
	40
	40%

	ND 2
	25
	25%

	HND 1
	20
	20%

	HND 2
	15
	15%

	Total
	100
	100%


Source: Survey, 2025
There was an equal distribution across all academic levels (ND 1, ND 2, HND 1, and HND 2), each contributing 25% to the total. This even spread allows for a holistic understanding of the perception of WhatsApp privacy breaches across both entry-level and more advanced students.
4.3 Analysis of Research Questions
Research Question 1: Contribution of Social Media to Promotion of Lisabi
Table 5: Social media platforms played a key role in promoting Lisabi
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	58
	58%

	Agree
	30
	30%

	Disagree
	8
	8%

	Strongly Disagree
	4
	4%

	Total
	100
	100%


Source: Survey, 2025
Only 58% strongly agree and 30% agree that social media platform played a key role, while notable 8% (8% disagree, 4% strongly disagree) do not agree with its key role. The results reveal that an overwhelming majority strongly agreed or agreed that social media platform played a pivotal role in promoting Lisabi.
Table 6: I became aware of Lisabi primarily through social media.	 
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	50
	50%

	Agree
	34
	34%

	Disagree
	10
	10%

	Strongly Disagree
	6
	6%

	Total
	100
	100%


Source: Survey, 2025
A majority of respondents strongly agree (50%), 34% agree that they were aware of Lisabi through social media, while notable (10% disagree, 6% strongly disagree) disagree or strongly disagree. This indicates that while many students generally aware of lisabi primarly through social media.
Table 7: Social media is more effective than traditional media for Nollywood promotions
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	42
	42%

	Agree
	40
	40%

	Disagree
	12
	12%

	Strongly Disagree
	6
	6%

	Total
	100
	100%


Source: Survey, 2025
A combined 82% of students (42% strongly agree and 40% agree) claim that social media is more effective than traditional media for Nollywood promotions. Only 18% express a lack of awareness. This suggests that digital platforms have become a primary channel for Nollywood firm marketing.
Table 8: Posts about Lisabi influenced my decision to watch the film.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	47
	47%

	Agree
	36
	36%

	Disagree
	11
	11%

	Strongly Disagree
	6
	6%

	Total
	100
	100%


Source: Survey, 2025
A combined 83% of students (47% strongly agree and 36% agree) claim that posts about lisabi influenced my decision to watch the film. Only 18% express a lack of awareness. This suggests that digital platforms have become a primary channel for Nollywood firm marketing.
Table 9: Social media platforms played a key role in promoting Lisabi
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	55
	55%

	Agree
	33
	33%

	Disagree
	8
	8%

	Strongly Disagree
	4
	4%

	Total
	100
	100%


Source: Survey, 2025
Only 55% strongly agree and 33% agree that social media platform played a key role, while notable 8% (8% disagree, 4% strongly disagree) do not agree with its key role. The results reveal that an overwhelming majority strongly agreed or agreed that social media platform played a pivotal role in promoting Lisabi.
Table 10: I watched Lisabi because of social media promotions.	 
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	45
	45%

	Agree
	38
	38%

	Disagree
	11
	11%

	Strongly Disagree
	6
	6%

	Total
	100
	100%


Source: Survey, 2025
A majority of respondents strongly agree (45%), 38% agree that they were aware of Lisabi through social media, while notable (11% disagree, 6% strongly disagree) disagree or strongly disagree. This indicates that while many students generally aware of lisabi primarly through social media.
Table 11: Social media posts made me curious about Lisabi.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	48
	48%

	Agree
	40
	40%

	Disagree
	8
	8%

	Strongly Disagree
	4
	4%

	Total
	100
	100%


Source: Survey, 2025
A combined 88% of students (48% strongly agree and 40% agree) claim that social media is more effective than traditional media for Nollywood promotions. Only 12% express a lack of awareness. This suggests that digital platforms have become a primary channel for Nollywood firm marketing.
Table 12: Frequent updates reminded me to watch Lisabi.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	43
	43%

	Agree
	38
	38%

	Disagree
	12
	12%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Source: Survey, 2025
A combined 81% of students (43% strongly agree and 38% agree) claim that posts about lisabi influenced my decision to watch the film. Only 19% express a lack of awareness. This suggests that digital platforms have become a primary channel for Nollywood firm marketing.
Table 13: Instagram was the most effective platform in promoting Lisabi.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	55
	55%

	Agree
	33
	33%

	Disagree
	8
	8%

	Strongly Disagree
	4
	4%

	Total
	100
	100%


Source: Survey, 2025
Only 55% strongly agree and 33% agree that social media platform played a key role, while notable 8% (8% disagree, 4% strongly disagree) do not agree with its key role. The results reveal that an overwhelming majority strongly agreed or agreed that social media platform played a pivotal role in promoting Lisabi.
Table 14: Twitter (X) helped spread discussions and reviews.	 
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	45
	45%

	Agree
	38
	38%

	Disagree
	11
	11%

	Strongly Disagree
	6
	6%

	Total
	100
	100%


Source: Survey, 2025
A majority of respondents strongly agree (45%), 38% agree that they were aware of Lisabi through social media, while notable (11% disagree, 6% strongly disagree) disagree or strongly disagree. This indicates that while many students generally aware of lisabi primarly through social media.
Table 15: Facebook promotions were more engaging.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	48
	48%

	Agree
	40
	40%

	Disagree
	8
	8%

	Strongly Disagree
	4
	4%

	Total
	100
	100%


Source: Survey, 2025
A combined 88% of students (48% strongly agree and 40% agree) claim that social media is more effective than traditional media for Nollywood promotions. Only 12% express a lack of awareness. This suggests that digital platforms have become a primary channel for Nollywood firm marketing.
Table 16: Visual content (trailers, posters) influenced my interest.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	43
	43%

	Agree
	38
	38%

	Disagree
	12
	12%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Source: Survey, 2025
A combined 81% of students (43% strongly agree and 38% agree) claim that posts about lisabi influenced my decision to watch the film. Only 19% express a lack of awareness. This suggests that digital platforms have become a primary channel for Nollywood firm marketing.
Table 17: My opinion of Lisabi improved due to social media comments.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	55
	55%

	Agree
	33
	33%

	Disagree
	8
	8%

	Strongly Disagree
	4
	4%

	Total
	100
	100%


Source: Survey, 2025
Only 55% strongly agree and 33% agree that social media platform played a key role, while notable 8% (8% disagree, 4% strongly disagree) do not agree with its key role. The results reveal that an overwhelming majority strongly agreed or agreed that social media platform played a pivotal role in promoting Lisabi.

Table 18: I was more likely to watch Lisabi after seeing favorable reviews.	 
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	45
	45%

	Agree
	38
	38%

	Disagree
	11
	11%

	Strongly Disagree
	6
	6%

	Total
	100
	100%


Source: Survey, 2025
A majority of respondents strongly agree (45%), 38% agree that they were aware of Lisabi through social media, while notable (11% disagree, 6% strongly disagree) disagree or strongly disagree. This indicates that while many students generally aware of lisabi primarly through social media.
Table 19: Presentation across platforms shaped my expectations..
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	48
	48%

	Agree
	40
	40%

	Disagree
	8
	8%

	Strongly Disagree
	4
	4%

	Total
	100
	100%


Source: Survey, 2025
A combined 88% of students (48% strongly agree and 40% agree) claim that social media is more effective than traditional media for Nollywood promotions. Only 12% express a lack of awareness. This suggests that digital platforms have become a primary channel for Nollywood firm marketing.
Table 20: I trusted viewer feedback on social media.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	43
	43%

	Agree
	38
	38%

	Disagree
	12
	12%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Source: Survey, 2025
A combined 81% of students (43% strongly agree and 38% agree) claim that posts about lisabi influenced my decision to watch the film. Only 19% express a lack of awareness. This suggests that digital platforms have become a primary channel for Nollywood firm marketing.

DISCUSSION OF FINDINGS
The results reveal that an overwhelming majority (88%) of respondents strongly agreed or agreed that social media platforms played a pivotal role in promoting Lisabi. This suggests that digital platforms have become a primary channel for Nollywood film marketing. Notably, 84% of respondents indicated they became aware of Lisabi through social media, underscoring the medium’s broad reach and relevance in today’s digital consumption patterns.
Moreover, a significant portion of the audience believes that social media is more effective than traditional advertising methods (82%). This shift in media preference indicates that producers and marketers need to prioritize digital strategies to remain competitive in the evolving film industry.
Social media has moved from being supplementary to becoming the central promotional tool for Nollywood films like Lisabi. Most respondents agree that social media played a significant role in the awareness and decision to watch Lisabi.
Findings show that 88% of respondents acknowledged increased awareness due to social media, and 83% confirmed that these promotions influenced their decision to watch the film. Furthermore, the data suggests that social media platforms stimulate interest through frequent updates, trailers, and user engagement, all of which contribute to creating buzz and urgency around the film.
The majority also indicated that social media posts made them curious about the storyline and production, showing how effective storytelling and visuals can drive engagement even before a viewer sees the film.
Social media is not just a source of information but a motivating factor in the decision-making process related to film consumption. A large majority confirmed that social media directly impacted their awareness and curiosity about the film.
Instagram was rated the most effective platform, with 81% of respondents affirming its impact, followed closely by Twitter (77%). This reflects the dominance of visual content and short-form storytelling in engaging users. Facebook, in contrast, received less favorable responses (59%), possibly due to its aging user base or perceived decline in relevance for youth-oriented content.
Additionally, 89% of respondents said trailers and visuals influenced their interest, reinforcing the idea that visual appeal and aesthetic presentation play critical roles in marketing films.
Platforms that allow for dynamic, image-rich content are more effective in capturing and sustaining audience attention in Nollywood film marketing. Instagram and visual content were rated most effective, while Facebook was seen as less impactful.
A significant portion of respondents (82%) stated that positive comments on social media improved their opinion of Lisabi. This highlights the impact of social proof—audiences are more likely to watch a film if they see it praised by others online. The influence of peer reviews, influencer opinions, and trending content cannot be overstated in shaping public perception.
Furthermore, 80% agreed they trusted viewer feedback on social media, showing that user-generated content and peer opinions are perceived as more authentic than traditional advertising.
Social media not only informs but shapes emotional and cognitive responses, affecting how audiences evaluate the quality and relevance of a film like Lisabi. Perceptions were positively influenced by online feedback and reviews.
The data shows that 84% of respondents agreed that celebrity endorsements made the film more appealing, and 82% indicated increased interest due to influencer posts. This confirms that personalities with large followings can act as trusted cultural intermediaries, boosting both reach and credibility.
Interestingly, 75% of participants reported following at least one influencer or celebrity who promoted Lisabi, indicating that the promotional messages were delivered directly into the personal online spaces of viewers. This creates a more personal, informal, and effective form of promotion than conventional advertisements.
Influencers and celebrities function as catalysts of visibility, lending social legitimacy and emotional appeal to the promotional efforts surrounding Nollywood films. Influencers and celebrities had a measurable impact on increasing interest and perception of quality.





CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 	Summary of Findings
This study investigated the role of social media in the promotion of the Nollywood film Lisabi. The research employed a quantitative approach through a Likert-scale questionnaire administered to 100 respondents. The findings, analyzed using descriptive statistics, highlighted the following key points:
1. Social Media as a Primary Promotional Tool: A significant percentage of respondents (above 80% in most cases) agreed that social media played a critical role in promoting Lisabi. Platforms like Instagram and Twitter (X) were particularly effective due to their visual and interactive nature.
2. Increased Awareness and Viewership: Social media promotions significantly influenced audience awareness and interest in the film. Frequent posts, trailers, and user-generated content made users more curious and motivated to watch Lisabi.
3. Platform Effectiveness: Instagram emerged as the most impactful platform for Lisabi's promotion, followed by Twitter. Respondents indicated that visual appeal and the platform’s user base made a difference in marketing effectiveness.
4. Audience Perception Influenced by Online Discourse: Positive reviews and peer discussions on social media influenced how audiences perceived Lisabi, enhancing the film’s reputation and perceived quality before viewing.
5. Role of Influencers and Celebrities: Influencer and celebrity endorsements played a major role in increasing visibility and credibility. Audiences reported being more interested in watching Lisabi when it was endorsed by trusted or admired public figures.
5.2 	Conclusion
The findings conclude that social media has significantly enhanced the promotion and reception of Nollywood films, with Lisabi serving as a case study. Platforms such as Instagram and Twitter have not only increased awareness but also shaped perceptions and influenced viewership. The involvement of influencers and celebrities further enhanced the film’s visibility, reinforcing the importance of digital marketing strategies in the entertainment industry.
Based on the findings, this study concludes that social media has transformed the way Nollywood films are promoted, with Lisabi serving as a clear example. Social media platforms are not only vital for awareness generation but also directly influence audience perception, interest, and engagement. In particular:
· Digital-first promotion strategies are more effective than traditional media campaigns.
· Audience engagement and interaction through comments, shares, and influencer marketing contribute to the perceived value and legitimacy of the film.
· The success of promotional campaigns relies heavily on the type of content shared (e.g., visuals, trailers) and the platform’s user engagement.
The study affirms that for contemporary Nollywood films to succeed commercially and culturally, strategic use of social media is essential.


5.3 	Recommendations
To further enhance the effectiveness of social media in Nollywood film promotion, the following recommendations are proposed:
1. Prioritize Visual Platforms (e.g., Instagram, TikTok): 
Film producers should invest in high-quality trailers, behind-the-scenes footage, posters, and short clips for distribution on visual-based platforms to maximize engagement.
2. Leverage Influencer Marketing Strategically
Producers and marketers should collaborate with micro-influencers and macro-influencers who resonate with the target audience. These partnerships can amplify word-of-mouth and lend credibility to the film.
3. Integrate Multi-Platform Campaigns
A combined use of Instagram, Twitter, YouTube, and Facebook should be explored to reach diverse demographics. Each platform can serve a specific purpose (e.g., YouTube for long-form trailers, Twitter for real-time discussions).
4. Encourage User-Generated Content
Interactive campaigns such as challenges, fan reviews, hashtag contests, and meme creation should be encouraged to foster organic promotion and virality.
5. Monitor and Analyze Engagement
Film marketers should use social media analytics tools to track engagement, reach, and audience feedback in real-time. This allows for adaptive strategies during a film's promotional cycle.
6. Invest in Storytelling
Promotions should go beyond advertisements. Creating compelling narratives around the film, its characters, or its production process can build anticipation and emotional connection.
5.4 	Suggestions for Further Research
Future research could:
· Study the role of audience demographics in social media engagement with Nollywood content.
· Examine the impact of negative social media feedback on the reputation and success of films.
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QUESTIONNAIRE
KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF INFORMATION AND COMMUNIATION TECHNOLOGY 
DEPARTMENT OF MASS COMMUNCATION
Dear Informant,
I am a HND2 undergraduate student of Department of Mass communication, Kwara State Polytechnic, Ilorin, carrying out a research on the “Social Media Use in Nollywood Movies Promotion and Audience Acceptance (A Case Study of Lisabi)”. I humbly request your assistance to answer this questions. Please be rest assured that every confidential details given shall remain as such and also the questions are solely for research purpose.
Thank you.
INSTRUCTION:
Please tick (√) the appropriate option that best represents your view in the box provided.
SECTION A 		Demographic information of Respondents
1. Gender		(a) Male (   )	   (b) Female (   )
2. Age 	(a) 16 – 20 (   )   (b) 21 – 25 (   )   (c) 26 – 30 (   )   (d) 31 and above (   )
3. Educational  	(a) ND 1 (   )	(b) ND 2 (   )	(c) HND 1 (   ) (d) HND II (   )



SECTION B: Exposure (please tick appropriately)
The section has 15 items using four (4) likert scale of strongly disagree (SD), disagree
Likert scale (Strongly Agreed, Agreed, Disagreed, Strongly Disagreed) based on the topic:
"Social Media Use in Nollywood Movies Promotion and Audience Acceptance (A Case Study of Lisabi)"
	S/No
	How do social media platforms contribute to the promotion of Nollywood films, with specific reference to Lisabi?
	SA
	A
	D
	SD

	5.
	Social media platforms played a key role in promoting the movie Lisabi.
	
	
	
	

	6.
	I became aware of Lisabi primarily through social media
	
	
	
	

	7.
	I believe social media is more effective than traditional media in promoting Nollywood films like Lisabi.
	
	
	
	

	8.
	Posts about Lisabi on social media influenced my decision to watch the film.
	
	
	
	

	
	In what ways does social media influence audience awareness and viewership of Lisabi?
	SA
	A
	D
	SD

	9.
	Social media increased my awareness of the Lisabi movie.
	
	
	
	

	10.
	Social media posts made me more curious about the storyline or production of Lisabi.
	
	
	
	

	11.
	Frequent social media updates about Lisabi reminded me to watch it.
	
	
	
	

	
	Which social media platform proved to be the most effective in promoting Lisabi, and what factors contributed to its effectiveness?
	SA
	A
	D
	SD

	12.
	Instagram was the most effective platform in promoting Lisabi.
	
	
	
	

	13.
	I found Facebook promotions of Lisabi more engaging than those on other platforms.
	
	
	
	

	14.
	The visual content (e.g., trailers, posters) on social media influenced my interest in watching Lisabi.
	
	
	
	

	
	How do audience perceptions of Lisabi vary based on its promotion through different social media channels?
	SA
	A
	D
	SD

	15.
	My opinion of Lisabi improved after seeing positive comments on social media.
	
	
	
	

	16.
	I was more likely to watch Lisabi after seeing favorable reviews shared online.
	
	
	
	

	17.
	The way Lisabi was presented on different platforms shaped my expectations of the movie.
	
	
	
	

	
	What roles do social media influencers and celebrities play in enhancing the visibility and appeal of Lisabi?
	SA
	A
	D
	SD

	18.
	Influencers and celebrities increased my interest in watching Lisabi through their posts.
	
	
	
	

	19.
	Endorsements of Lisabi by public figures made the movie seem more appealing.
	
	
	
	

	20.
	Celebrity promotions of Lisabi made me perceive it as a high-quality production.
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