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Abstract
This study examines the influence of money ritual advertisements on Facebook and their role in fostering the get-rich-quick syndrome among Nigerian youth in Kwara State. Employing a quantitative descriptive survey design, data were collected from 100 youths aged 18–35 via a Google Forms questionnaire, analyzed using SPSS Version 23. Findings reveal significant exposure to money ritual content, with 50% of respondents encountering such advertisements sometimes and 45% perceiving their spread as widespread. While 80% agree these advertisements contribute to a get-rich-quick mentality, only 20% report temptation to engage in rituals, indicating a stronger impact on attitudes than behavior. Poverty (40%), peer pressure (25%), and social media influence (20%) emerged as key motivators, exacerbated by societal expectations and celebrity lifestyles. Ineffective regulation by Facebook, with 60% of respondents noting inadequate content control, further amplifies the issue. Grounded in Social Cognitive and Uses and Gratifications theories, the study underscores how observational learning and need-driven media consumption shape youth aspirations. Recommendations include stricter platform regulations, public awareness campaigns, and financial literacy programs to counter harmful ideologies and promote ethical wealth-building. The findings highlight the urgent need for interventions to address the societal and digital drivers of the get-rich-quick syndrome.
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CHAPTER ONE
INTRODUCTION
1.1. Background of the Study
The of the “get-rich-quick syndrome” among Nigerian youth has been a growing concern in recent years, with the advent of social media amplifying its spread. This phenomenon, which promotes the idea of acquiring wealth without hard work, has led many young Nigerians to engage in illegal and dangerous activities such as cybercrime, kidnapping, and ritual killings. The desire for wealth, often viewed as a sign of success, has become an obsession, and social media platforms like Facebook have played a significant role in promoting these aspirations. With the rise of social networking platforms, the reach and influence of these “get-rich-quick” ideologies have grown exponentially, affecting an increasing number of young individuals.
The link between social media, particularly Facebook, and the get-rich-quick mentality is evident in the proliferation of advertisements and content that promote money-making schemes. Social media platforms have evolved into channels where young people can access and share ideas about how to achieve wealth rapidly. Usman (2017) points out that social media cannot be separated from the rise of ritual killings and the promotion of harmful ideologies. It acts as an enabler, spreading these ideas far and wide, reaching vulnerable youth who are in search of financial success. Facebook, with its vast user base, is particularly influential in spreading such messages. Habeeb et al. (2019) further argue that many young people use social media platforms like Facebook to engage in and promote harmful practices, often without realizing the consequences of their actions.
One of the most disturbing consequences of the get-rich-quick mentality is the rise in ritual killings in Nigeria. Ritual killings, where individuals are murdered for their body parts to be used in money-making ceremonies, have become more prevalent in recent years. These killings are often linked to a belief that wealth can be attained through supernatural means, such as by offering human sacrifices. According to Obileye and George (2021), many Nigerians believe in the power of charms and amulets, which can protect them from bad luck and bring prosperity. This belief has led some to take extreme measures to gain wealth, including participating in ritual killings. Social media platforms like Facebook, where these beliefs are often shared and perpetuated, have provided a new avenue for the promotion of these practices.
The concept of wealth through ritualistic sacrifices is deeply rooted in some African cultures, particularly in sub-Saharan Africa, and has been amplified by social media. These beliefs, as stated by Habeeb et al. (2019), view money rituals as a shortcut to prosperity, fame, and power. The desire for quick wealth has led to an increase in criminal activities, with many young people resorting to ritual killings as a means to fulfill their financial ambitions. Usman (2017) highlights that human body parts, such as genitalia, breasts, and hearts, are believed to have potent powers in money rituals. These practices, which have been glorified through social media posts and advertisements, encourage young people to engage in such heinous acts, making it easier for them to justify their actions in the pursuit of wealth.
The spread of these ideas through social media platforms like Facebook has contributed significantly to the normalization of these practices among the youth. Social networking sites are not only platforms for social interaction but have also become breeding grounds for harmful ideologies. According to Smartinsights.com (2022), the rapid growth of social media users in countries like the United States, with Facebook among the most popular platforms, provides an indication of the platform’s reach and influence. As Facebook’s user base continues to grow, its capacity to spread these dangerous ideologies also expands. The ability to post videos, share stories, and engage in real-time conversations amplifies the effects of harmful advertisements that promote ritual killings and other criminal behaviors.
The economic environment in Nigeria, characterized by high unemployment, poverty, and wealth inequality, has contributed to the rising desire for quick financial success. Many young people, disillusioned by the lack of legitimate opportunities, turn to social media in hopes of finding a shortcut to wealth. The widespread belief in the possibility of earning large sums of money quickly has led to an increase in online fraud, cybercrime, and even involvement in ritual killings. Nwokoro et al. (2022) assert that the desire for wealth has overtaken traditional values such as hard work, integrity, and patience, with young Nigerians increasingly turning to unethical means to achieve success. This trend is further fueled by the rise in online scams and fraudulent money-making schemes, which are often marketed through social media channels like Facebook.
Facebook, as one of the most widely used social media platforms, plays a central role in the dissemination of these ideologies. Backlinko.com (2022) reports that Facebook has 2.9 billion active users, with many of them being young Nigerians. These users are regularly exposed to content that promotes the idea of wealth without hard work, such as advertisements for get-rich-quick schemes, online fraud, and even rituals. The use of Facebook as a tool for these advertisements has made it easier for scammers, fraudsters, and ritual killers to target vulnerable individuals. As a result, young people, particularly students, are increasingly drawn into these dangerous practices, thinking that wealth is within reach if they engage in the right activities.
In Nigeria, the lack of employment opportunities, poverty, and inequality in wealth distribution have intensified the desire for quick wealth. The country’s economic crisis has made it difficult for many young people to secure stable jobs, leading them to seek alternative means of financial success. This has made them more susceptible to the promises of easy money offered by fraudulent schemes and ritual killers. Ndubueze et al. (2023) found that many Nigerian youths, especially secondary school students, spend large amounts of time online, browsing social media platforms like Facebook, hoping to find a way out of their financial struggles. The rise in cybercrime, especially among students in higher educational institutions, is a direct result of this search for quick wealth (Ogunrin, 2018).
The influence of social media on the decision-making processes of young Nigerians cannot be underestimated. The instant gratification culture promoted by social media platforms like Facebook has made it difficult for many young people to resist the temptation of getting rich quickly. Ojekodum and Eraye (2022) argue that most individuals involved in cybercrimes are between the ages of 16 and 30, and many are influenced by the content they consume on social media. The desire to attain wealth and luxury at an early age often leads them to engage in criminal activities, with little regard for the consequences. This desire for immediate success has led to a breakdown of societal values, with many young people now prioritizing material wealth over hard work and integrity.
The increasing number of ritual killings in Nigeria, particularly among the youth, is a direct consequence of the distorted values promoted by social media platforms like Facebook. The glorification of wealth and the pursuit of instant riches have resulted in a moral crisis among Nigerian youth, with many willing to resort to crime, including ritual killings, to achieve their financial goals. As reported by Akan (2023), this growing obsession with materialism has contributed to the erosion of traditional values and respect for human life. The media’s focus on wealth and material success, often without questioning the source of that wealth, has fostered a culture of greed and selfishness among Nigerian youth.
This study aims to investigate the role of money ritual advertisements on Facebook in perpetuating the get-rich-quick syndrome among Nigerian youth. It will explore how these advertisements influence young people’s aspirations, decision-making processes, and their willingness to engage in illegal activities to attain wealth. The study will also examine the broader implications of social media on the moral and ethical values of Nigerian youth, especially in relation to the growing trend of ritual killings and other forms of cybercrime. By understanding the impact of Facebook advertisements on youth behavior, this study hopes to contribute to efforts aimed at addressing the social and moral challenges posed by the get-rich-quick syndrome in Nigeria.
1.2. Statement of the problem 
The rise of the “get-rich-quick syndrome” among Nigerian youth has become a significant social issue, with alarming consequences, including cybercrime, kidnapping, and ritual killings. This trend is being fueled, in part, by the widespread use of social media platforms, particularly Facebook, which has become a major tool for advertising and promoting illegal and unethical money-making schemes. Young Nigerians, particularly students, are increasingly exposed to content that promises rapid wealth without the need for hard work or perseverance. Social media advertisements and posts promoting get-rich-quick schemes, including ritual killings and online fraud, have created an environment where material success is prioritized over moral values and hard work.
Despite the widespread media coverage of ritual killings and their devastating impact on families and communities, there has been insufficient research into how money ritual advertisements on platforms like Facebook influence the decisions and behaviors of Nigerian youth. The normalization of these practices through social media channels has raised serious concerns about the moral degradation of young people in the country. The influx of ritual killing content on Facebook, combined with the high unemployment rate and economic disparities, has led many young individuals to believe that engaging in illegal activities is the only way to escape poverty and achieve success.
While existing studies have focused on the influence of social media on youth behavior in general, there is a gap in understanding how Facebook, in particular, contributes to the spread of get-rich-quick ideologies and ritualistic practices. Given the high rate of cybercrimes, online fraud, and ritual killings among Nigerian youth, there is an urgent need to investigate the extent to which these advertisements on Facebook are shaping young people’s aspirations, decision-making, and participation in criminal activities. This study seeks to explore the implications of these social media ads on the get-rich-quick syndrome among Nigerian youth, focusing on how they contribute to the growing trend of ritual killings and other forms of crime.
The problem is compounded by the lack of sufficient regulation and monitoring of content on social media platforms, which allows these dangerous advertisements to thrive unchecked. Additionally, the role of socioeconomic factors such as poverty, unemployment, and inequality, which fuel the desire for rapid wealth, further exacerbates the issue. Therefore, this study aims to address the gap in understanding the influence of Facebook advertisements on the criminal tendencies of Nigerian youth, and to highlight the broader social and ethical consequences of this phenomenon.
1.3. Research Objectives 
I. To assess money ritual advertisement on Facebook and it’s implications of get rich quick syndrome among the youth.
II. To understand the motivations towards the get rich quick syndrome Among the youth 
III. To explore the extent to which money rituals advertisement is being spread across Facebook.
1.4.  Research Questions 
I. How do money ritual advertisement on Facebook influence the get rich quick syndrome among the youth? 
II. What motivate the youth towards the get rich quick syndrome?
III. To what extent has money ritual advertisements are being spread on Facebook?
1.5.  Significance of the study 
This study will provides critical insights into the influence of money ritual advertisements on Facebook and their role in fostering the get-rich-quick syndrome among youth. By exploring this issue, the study highlights the dangers of such content, including its potential to erode cultural values of hard work and integrity. It contributes to understanding youth behavior in the digital age and offers valuable recommendations for policymakers, educators, and social media platforms to regulate harmful content and promote ethical practices. Ultimately, the findings aim to foster a safer online environment and address the societal challenges posed by the get-rich-quick mentality.
1.6. Scope of the study
This study focuses on examining money ritual advertisements on Facebook and their implications for the get-rich-quick syndrome among youth. It explores the prevalence, content, and strategies used in such advertisements, as well as their psychological and social impact on young people. The study is limited to Facebook as a case study due to its widespread use among youth and its role in shaping online behavior. Additionally, the research focuses on youth as a demographic group most susceptible to the influence of such content. The study’s geographical scope may include specific regions or countries, depending on data availability and relevance to the topic.
1.7. Definition of the key terms
· Money Ritual: A practice in some cultures where sacrifices, often involving human body parts or blood, are made in the belief that it will bring financial prosperity, wealth, or success. It is commonly linked to criminal activities, including ritual killings, in pursuit of quick wealth (Obileye & George, 2021).
· Get-Rich-Quick Syndrome: A mindset or phenomenon where individuals, especially youths, seek immediate wealth without considering the risks or ethical consequences. This often involves engaging in illegal activities such as cybercrime, fraud, and ritual killings to attain financial success quickly (Habeeb et al., 2019; Ogunrin, 2018).
· Facebook Advertisements: Promotional content or sponsored posts displayed on Facebook that are designed to advertise products, services, or ideologies. In the context of this study, these ads may promote money-making schemes, often targeting young people seeking quick wealth through dubious or illegal means (Smartinsights.com, 2022).
· Ritual Killings: The act of killing a person, often as part of a ceremonial or ritualistic process, with the belief that their death will bring material or supernatural benefits, such as wealth or power. This practice is sometimes associated with the get-rich-quick syndrome in certain cultures (Usman, 2017; Brilliant, 2015).
· Social Media: Online platforms that allow users to create and share content or engage in social networking. Platforms like Facebook, Instagram, and TikTok are commonly used by youth for communication, entertainment, and business, but also sometimes to promote illicit or harmful activities (Habeeb et al., 2019).
· Youth: Individuals, typically between the ages of 16 and 30, who are in a transitional phase from adolescence to adulthood. This group is highly influenced by media and social trends, including the pursuit of wealth through shortcuts like cybercrime and money rituals (Ojekodum & Eraye, 2022).






















CHAPTER TWO
LITERATURE REVIEW
2.0. INTRODUCTION 
This chapter present review of relevant literature regarding the Money ritual advertisement on Facebook and its implication of get  rich quick syndrome among the youth. In this chapter, the concept of money, the overview of money ritual, the concept of facebook, concept of get- and so on is been touched in order to simplify this study.
2.1. THEORETICAL FRAMEWORK 
According to Asemah (2011, p.131), a theory is only an attempt to synthesis and integrate empirical evidence for maximum clarity and coherence. When conducting research, theories are crucial. They play a vital role in testing and analysing theories. The theoretical framework which aids in determining the relevance of any study to our general understanding of the communication process. Having stated the above this study is therefore anchored on two theories, Social cognitive theory and Uses and gratification theory 
2.1.1. Social Cognitive Theory 
Social Cognitive Theory (SCT), developed by Albert Bandura in the 1960s, is a psychological model that emphasizes the role of observational learning, imitation, and modeling in human behavior. It explores how individuals learn from their environment, particularly through interactions with others, and how these observations influence their own actions, thoughts, and beliefs. SCT posits that people are not passive learners; instead, they actively process and interpret information from their environment, which then shapes their behavior.
Key Concepts of Social Cognitive Theory
A. Observational Learning: This is the central component of SCT. It suggests that people can learn behaviors, skills, and attitudes by observing others, particularly models. This could include peers, parents, celebrities, or media figures. For example, a youth watching someone on Facebook advertising a money ritual may be influenced to imitate that behavior if the person seems to gain wealth or success from it.
B. Reciprocal Determinism: Bandura introduced the concept of reciprocal determinism, which means that personal factors (such as cognitive processes), behavior, and the environment all influence each other. In other words, the way a person behaves can impact their environment, and the environment can affect their beliefs and actions. In the context of social media, this could mean that a youth’s behavior (e.g., seeking money rituals) is influenced by online content, which in turn may shape their future actions and interactions.
C. Self-Efficacy: Self-efficacy refers to an individual’s belief in their ability to successfully perform a task or behavior. This belief influences the effort and persistence they will put into a task. In relation to money ritual advertisements, if a youth sees others successfully achieving wealth through rituals and believes they can also replicate this success, their self-efficacy may drive them to attempt similar actions.
D. Reinforcement and Punishment: SCT suggests that behaviors can be reinforced or punished through direct or vicarious experiences. Positive reinforcement (such as wealth or social recognition) for performing a behavior makes it more likely to be repeated, while punishment or negative outcomes can deter such behaviors. In the case of money rituals, the potential for quick rewards (financial success, social admiration) can serve as a powerful reinforcement, encouraging youth to engage in these behaviors.
E. Modeling: Modeling is when individuals imitate the behaviors they observe in others, particularly if those behaviors are seen as successful or rewarding. On social media platforms like Facebook, influential figures, celebrities, or even peers may model participation in money rituals, leading others to imitate these actions.
In the context of money ritual advertisements on Facebook and the get-rich-quick syndrome among youth, Social Cognitive Theory provides a valuable framework to understand how young people might be influenced by the behavior they observe online. Social media platforms often expose youth to images and videos of people who appear to achieve quick wealth through unconventional methods, such as money rituals. The youth may perceive these individuals as models of success and may imitate their behavior, believing they can achieve similar results.
The concept of reciprocal determinism is particularly relevant in understanding how a cycle of reinforcement could emerge. For example, a youth sees someone advertising a money ritual and observes their apparent success. The youth’s decision to try the ritual is reinforced when they see others sharing similar experiences or success stories. This behavior may encourage further participation in money rituals, reinforcing the cycle.
Furthermore, self-efficacy plays a key role. If a young person believes that they can replicate the success of someone they observe online, they are more likely to engage in the ritual. Their belief in their ability to succeed is bolstered by seeing others who appear to have done so, which might encourage risky financial behaviors in hopes of achieving similar outcomes.
Social Cognitive Theory helps explain how exposure to money ritual advertisements can influence youth behavior through observational learning, modeling, and the reinforcement of self-efficacy. It underscores the role of social media in shaping attitudes toward wealth and financial success, particularly when unrealistic or dangerous behaviors are portrayed as achievable.
2.1.2. Uses and Gratification Theory 
Uses and Gratification Theory
The Uses and Gratification theory was created by Elihu Katz, Jay Blumler, and Michael Gurevitch in 1974. This theory is also called Utility theory. This approach focuses on the choices of the audience when using a specific media compared to others, as well as the different gratifications they get from the media based on their social and psychological needs (Ovie & Nwaoboli, 2022). Severin and Tankard published a study in 1997. The Uses and Gratification theory focuses on what people use the media for, rather than how the media affects people.
Edegoh, Asemah, and Nwammuo (2015).
This theory tries to answer certain questions, such as:
· What are the things that people want to get by using media.
· How do people use different forms of communication and entertainment to meet their personal requirements?
· How does using media affect individuals or their social life?
· How do people's characteristics and personal differences impact the way they use media.

The theory has the following assumptions:
· Media use is purposeful and driven by people's motivations. They always have a reason for consuming media, either to get information or for entertainment.
· The choice of media depends on what the audience wants and needs.
· The media are in competition with other ways of satisfying our needs, but there are many different needs that can be fulfilled by consuming mass media.
· People use media because of their personal and mental reasons.
· Media messages do not have a powerful impact on individuals because they are active media users and choose to explore the media in their own way.
This theory suggests that individuals actively seek media content to satisfy specific needs and desires. In the context of money ritual advertisements, youth may turn to Facebook ads to fulfill a need for financial success, status, or social validation, especially when they feel they cannot attain these through conventional means. The theory can help explain why young people are drawn to money ritual ads on social media, seeing these ads as a shortcut to solving their financial struggles. It emphasizes the active role of youth in seeking out content that aligns with their desires for quick wealth, which can lead to involvement in get-rich-quick schemes.

2.2. CONCEPTUAL FRAMEWORK 
2.2.1. Definitions of Money 
Money has been defined in various ways by different scholars, each highlighting its multifaceted role in the economy. Adam Smith, in his seminal work The Wealth of Nations (1776), defined money as a “common medium of exchange” that facilitates trade and simplifies the process of bartering by providing a universally accepted standard of value. This definition emphasizes the functional aspect of money in enabling transactions between individuals.
John Maynard Keynes, in The General Theory of Employment, Interest, and Money (1936), offered a more comprehensive definition, seeing money as not only a medium of exchange but also a store of wealth and a unit of account. For Keynes, money plays a crucial role in influencing economic stability and market confidence, allowing people to liquidate purchasing power and store value.
Milton Friedman, a prominent monetarist economist, defined money in terms of the “stock of money” that circulates within the economy. In his work The Theory of the Consumption Function (1969), Friedman stressed the importance of the money supply in determining economic activity, particularly in relation to inflation and output. His focus on the quantity of money reflects his belief in its central role in shaping economic conditions.
Karl Marx, in Capital, Volume 1 (1867), took a more critical view, seeing money as a commodity that represents abstract social labor. Marx argued that money functions not only as a medium of exchange but also as a means of accumulating and redistributing capital within the capitalist system, highlighting the power dynamics involved in its circulation.
Geoffrey Ingham, in The Nature of Money (2004), offered a sociological perspective, defining money as a “social institution” that exists because of collective trust. Ingham viewed money as a social relationship rather than just a physical object, underscoring the role of societal trust in its value and use.
Irving Fisher, in The Purchasing Power of Money (1911), emphasized the purchasing power of money, defining it as a medium of exchange that can be measured by the goods and services it can buy. Fisher’s focus on money’s ability to facilitate purchasing reflects its role as a tool for economic activity.
James Tobin, in The Monetary Theory and the Economy (1963), defined money as an asset that provides liquidity, enabling individuals to hold wealth in a form that can be easily exchanged for goods and services. Tobin’s definition highlights the importance of liquidity in financial transactions and the broader economy.
2.2.2. Functions of Money 
Money serves several key functions in an economy:
A. Medium of Exchange: Money is widely accepted as a means for buying and selling goods and services, eliminating the need for barter. It simplifies transactions and facilitates trade.
B. Unit of Account: Money provides a common measure of value, allowing goods and services to be priced and compared. It standardizes economic values, making it easier to assess and record economic activities.
C. Store of Value: Money retains its value over time, enabling individuals and businesses to save and store wealth for future use. This function relies on the stability of the currency.
D. Standard of Deferred Payment: Money allows for the settlement of debts and the payment of obligations over time. It facilitates credit and lending by enabling future transactions to be made with a known value.
2.2.3. Characteristics of Money 
· Durability: Money must be durable enough to withstand wear and tear over time. It should not easily deteriorate, ensuring it remains in circulation for a long period.
· Portability: Money should be easy to carry and transport. This characteristic allows individuals to carry out transactions efficiently, whether in small or large amounts.
· Divisibility: Money must be easily divisible into smaller units without losing value. This makes it convenient for making transactions of various sizes.
· Uniformity: Money should be uniform in appearance, meaning that all units of money are identical and recognizable. This helps prevent counterfeiting and ensures ease of recognition.
· Acceptability: Money must be widely accepted by people as a means of payment. Trust in its value is essential for it to function effectively in the economy.
· Stability: The value of money should remain relatively stable over time. This is crucial to maintaining public confidence and preventing inflation or deflation from disrupting its purchasing power.
· Fungibility: Money is interchangeable, meaning each unit is equivalent to another of the same denomination, making it easy to trade without any loss of value.
2.2.4. An Overview on Money Ritual 
Money rituals are practices that involve the use of specific actions, symbols, or objects with the belief that they will attract wealth, financial success, or prosperity. These rituals are typically linked to religious, spiritual, or cultural traditions, and they are prevalent in many parts of the world, particularly in parts of Africa, Asia, and Latin America. The essence of these rituals is the belief that supernatural forces or spiritual entities can intervene in human affairs, including financial matters, to help an individual achieve financial prosperity or overcome economic hardship (Mbiti, 1991).
In many cases, money rituals are designed to invoke the help of spiritual forces—such as ancestors, deities, or natural elements—who are believed to have the power to influence material outcomes. In African cultures, for example, rituals might involve offerings or prayers to ancestral spirits or gods who are believed to govern prosperity and success (Lévi-Strauss, 1969). These rituals often incorporate elements such as coins, banknotes, herbs, candles, animal sacrifices, or specific prayers that are thought to attract financial favor. The practice may also include the use of “lucky” or “magical” objects such as talismans or amulets, which are believed to bring financial good fortune (Bohannan, 1958).
One common belief underlying money rituals is that they can either increase the wealth of an individual or “open doors” for new economic opportunities. For instance, in Nigeria and other parts of West Africa, there are reports of people turning to local spiritual leaders, known as babalawos or mallams, who perform rituals in exchange for money or prosperity. These rituals often come with an exchange of material goods or cash as offerings, reinforcing the notion that wealth can be acquired through spiritual transactions (Kalu, 2008). In some cases, the belief is that these rituals offer a shortcut to financial success, often bypassing the need for hard work or long-term planning, a notion that has led to growing concerns over the potential for exploitation and fraud (Adebayo, 2012).
In cultures where money rituals are common, there is also a strong connection between wealth and social status. Money is not simply a medium of exchange but a symbol of power, influence, and divine favor. Rituals may be seen as a way to establish or maintain a favorable social position, especially in societies where wealth accumulation is deeply intertwined with community status and personal reputation. For example, in some parts of Ghana, money rituals are performed to gain political favor, financial success in business ventures, or social power (Osei-Tutu, 2016).
However, money rituals often come under scrutiny due to their potential negative consequences. While some people may genuinely believe in the effectiveness of these practices, critics argue that money rituals can foster false hope, exploit vulnerable individuals, and sometimes result in financial loss. A common issue is the financial burden placed on individuals who spend large sums on ritual offerings with no tangible returns. Moreover, in certain instances, extreme rituals, including human or animal sacrifices, have led to ethical, legal, and public health concerns (Feldman, 2008). The involvement of organized crime or fraudulent practitioners who prey on the desperation of others is also a concern, as some individuals may be manipulated into spending significant amounts of money with little to show for it.
Despite these criticisms, money rituals continue to be a part of many cultural practices, particularly where there is a deep-seated belief in the power of the spiritual realm to influence material outcomes. For many, these rituals serve as a form of emotional or spiritual support, offering hope in the face of economic hardship or social inequality (Geurts, 2002). Still, the practice remains controversial, as it often sits at the intersection of faith, superstition, and economic reality.
2.2.5. Factors Contributing To Youth Involvement In Money Ritual In Our Society
The recent increase in the way Nigerian youth craves for wealth and indulge in various means such as money rituals, kidnapping, and robbery has called for concern, especially among minors. According to Bajide Ololajulo ( 2022), Nigeria is a failed nation, which led to the failure of each society in terms of societal responsibilities in inculcation of moral values in the up-coming generation. Akan, Egbo, Owoseni & Ojiziele (2022) explained that many families could no longer provide for their wards, the children had turned to their source of livelihood, this made them lose the grip on their children and this resulted into moral laxity in the society. Hence, in our society the ends justify the means that is (the society now celebrates people without any means of income) (Saka- Olokungboye; Fapetu, Agbi and Ologun, 2021). Therefore,the urge to make money among the youth has increased and society has monetized value (Nwoye, 2017). Thus, the innocent one was tempted to eat this forbidden fruit in order to be celebrated by the society.
2.2.6. The Impact Of Money Ritual On The Society
According to Afuye, (2013) youth advancements in education to improve their future were no longer their concern, but rather how to enrich themselves by any means required which drastically increase the level of insecurity in the country.
Also, Sofadekan, (2016) and, Adebisi (2018) opined that nowadays youth are only interesting accumulating riches and enjoying the good things in life in a variety of ways irrespective of the consequence to their future. In addition, Idensi (2010) cited in Jamila (2021),argued moral decadence that thrives in various societies around the world, led to increase in youth quest for wealth by all means which has resulted into various form of immoralities such as drug abuse, school violence, sexual abuse, and killings, among others.
2.2.7. Concept of Facebook
Facebook is a social networking website that was founded in February 2004 by Harvard University students Chris Hughes, Andrew McCollum, Dustin Moskovitz, Eduardo Saverin and Mark Zuckerberg. The idea behind Facebook was to provide an online book of faces for university students to connect and share information. It was initially a social network for Harvard and expanded in the following years to any university. It eventually became a social network for anyone, anywhere in the world.
The concept of a social network was a nascent one in 2004 and not entirely unique. Other social networks that were active at the time Facebook was created were Friendster, which was launched in 2002, and MySpace, which was launched in 2003. Users post information, status updates and pictures of themselves on social networks. These items are shared with friends, family and communities of interest.
Facebook is more than just a social networking platform; it's also a business. Facebook had its initial public offering on May 18, 2012, on the Nasdaq stock exchange trading under the symbol FB. The company rebranded as Meta on Oct. 28, 2021. As of Dec. 1, 2021, Facebook trades under the symbol MVRS.
Facebook is only one of several technologies that Meta operates. In 2012, Facebook acquired social networking site Instagram for $1 billion. Facebook then acquired WhatsApp for $19 billion in 2014. Facebook later got into virtual reality (VR) hardware with its acquisition of Oculus VR in 2014 for $2 billion. With Meta, the idea is to create and enable the metaverse. This would meld social networking, VR and augmented reality components to create new types of user interactions and experiences.
2.2.8. An Overview on Facebook Advertisement 
Facebook advertising is a powerful tool for businesses and individuals to promote their products, services, or content to a wide audience. With its vast user base and advanced targeting options, it allows advertisers to tailor their campaigns to reach the most relevant groups. Facebook offers various ad formats, such as image ads, video ads, carousel ads, slideshow ads, collection ads, and lead ads, each designed to capture user attention and drive engagement in different ways. These formats provide flexibility for marketers to choose the best option depending on their goals, whether it’s building brand awareness, driving website traffic, or generating leads (Facebook, 2023).
One of the most notable features of Facebook advertising is its detailed targeting capabilities. Advertisers can reach specific demographics based on factors such as age, gender, education, job title, and interests. Location-based targeting allows businesses to focus on particular cities, regions, or even specific neighborhoods. Moreover, Facebook provides Custom Audiences, enabling businesses to target users from their existing customer lists, and Lookalike Audiences, which helps find new users who share similar characteristics to existing ones. These advanced targeting features ensure that ads reach the right people, increasing the likelihood of successful outcomes (Hanna, Rohm, & Crittenden, 2011).
Additionally, Facebook offers multiple placement options across its platforms, including the Facebook Feed, Instagram, Messenger, and the Audience Network, which extends to third-party apps and websites. Advertisers can choose where to display their ads, giving them more control over how and where their content appears. Budgeting for ads is also flexible; businesses can set daily or lifetime budgets and select between automatic or manual bidding strategies, depending on their campaign objectives and budget constraints (Kirkpatrick, 2010).
Facebook’s Ads Manager provides comprehensive analytics and reporting tools, allowing advertisers to track key metrics such as reach, impressions, engagement, conversion rates, and return on ad spend (ROAS). These insights help businesses optimize their campaigns and make data-driven decisions to improve performance. However, there are challenges associated with Facebook advertising. Ad fatigue, where users become desensitized to repetitive ads, can hinder the effectiveness of campaigns. Additionally, the competitive nature of Facebook’s ad space means that standing out can be difficult, particularly in crowded markets (Tuten & Solomon, 2017).
Despite these challenges, the advantages of Facebook advertising—such as its wide reach, advanced targeting, cost-effectiveness, and engagement potential—make it an essential platform for digital marketing. With continuous optimization and creativity, businesses can achieve significant results from their Facebook advertising campaigns, whether for increasing sales, brand visibility, or lead generation.
2.2.9. An Overview of Get-Rich-Quick Syndrome
The “get-rich-quick syndrome” refers to the mindset and behavior where individuals seek to rapidly accumulate wealth, often with little effort, risk, or long-term planning. This phenomenon is typically driven by the desire for financial success in a short period, with the hope of bypassing the hard work and patience usually required for sustainable wealth-building. People who fall victim to this mindset are often attracted to schemes that promise fast returns, such as high-risk investments, gambling, or speculative ventures.
The allure of quick financial gain can be enticing, especially in a society that frequently celebrates sudden wealth, such as through lottery winnings or the success of tech startups. However, the “get-rich-quick” mentality can lead to significant risks, including financial losses, scams, and unhealthy habits. Many individuals end up losing money in risky schemes or investments that are too good to be true. Additionally, this approach to wealth can foster unrealistic expectations and may lead to disappointment when quick success does not materialize.
Furthermore, the get-rich-quick syndrome can have negative psychological effects. People may become overly fixated on wealth, neglecting other important aspects of life such as personal development, relationships, and emotional well-being. In some cases, the pursuit of quick riches can result in unethical behavior, as individuals may resort to dishonest means to achieve their goals, such as engaging in fraud or manipulation.
In reality, sustainable wealth is often the result of consistent effort, disciplined saving, investing, and long-term planning. Financial advisors generally emphasize the importance of creating solid financial goals, diversifying investments, and managing risk rather than chasing short-term, speculative opportunities. Despite the potential dangers, the fascination with instant wealth continues to be a prevalent part of popular culture, often portrayed in media and advertising.
2.2.10.  Some of the Major Get-Rich-Quick Schemes Common in Nigeria
· Ritual Killings
This involves the use of black magic, voodoo or juju – as it is popularly known. The ritualists are required to offer blood sacrifices in exchange for money overnight. While this paper does not argue for, or against the potency of this act, it is a fact that ritual killings or money rituals has become very common amongst many Nigerians in recent times and it is widely believed to be one of the quickest ways to acquire financial wealth from the spiritual realms. On Saturday, 29th of January 2022, three teenagers were arrested in Oke Aregbaarea of Abeokuta, Ogun State for the murder of a young girl. The teenagers confessed to have killed and burnt the girl’s head in a locally made pot as a process for money ritual which they found on Facebook.

· Organ Harvesting
This is another get-rich-quick scheme that has since become a menace in Nigeria. People who were reportedly missing are found dead with their vital body organs missing. For example, on Saturday, 12th of February 2022, a couple were arrested in Ogun state for killing a friend of the wife and selling her head for N70,000. Selling human parts and organs has proven to be a fast way to acquire wealth in the country and more people are adopting this crude means of wealth acquisition.

· Internet Fraud (Yahoo Yahoo)
Internet fraud or Yahoo Yahoo as it is popularly known in Nigeria is a fraud scheme mostly practiced by the youth. They create false digital identities to deceive unsuspecting people into thinking that they are genuine business persons. Some of the schemes include pretending to own a property they wish to sell, pretending to be business owners offering investment opportunities to investors, or business electronic compromises.

· Kidnapping
Kidnapping was initially adopted on a large scale in Nigeria as a means for getting government’s attention and forcing the government to the negotiation table with youths and members of oil-producing communities who felt neglected. People were sympathetic and approved their method as at then. As time went by, many others realized that kidnapping, if successful, can be a medium for acquiring large sums of money quickly. It has become popular in all parts of the country.

· Ponzi Schemes
Many Nigerians continue to fall into the traps of ponzi scheme operators. From MMM to Racksterli and the Red King, the schemers continue to succeed at swindling Nigerians by simply promising to give them high returns or profits if they should invest certain amounts of money in their “companies”. Despite the constant warnings given by the government, the people keep ignoring and continue to “invest” their money in the ponzi schemes masquerading as “investment companies”. This is because of the get-rich-quick syndrome which they have.
2.2.11. Money Ritual Advertisements On Facebook And It’s Implications Of Get-Rich-Quickly Syndrome Among Youth 
The rise of “money ritual” advertisements on platforms like Facebook has sparked significant concern regarding their implications, particularly in relation to the “get-rich-quick syndrome” among young people. These advertisements often promise rapid financial success or miraculous wealth through rituals, magic, or supernatural means. They are typically designed to appeal to individuals who are desperate for quick solutions to their financial problems, playing into the desire for instant wealth without effort or investment.
The impact of these ads on youth is concerning because they feed into the fantasy of easily achievable wealth, bypassing the realities of hard work, discipline, and long-term financial planning. Young people, especially those facing financial pressures, may be particularly vulnerable to these misleading messages. They might see these advertisements as a shortcut to success, ignoring the potential dangers associated with these practices, such as exploitation, fraud, or even harm to their well-being. These rituals often promise results that are unrealistic and may lure young individuals into dangerous and sometimes illegal activities.
Moreover, such advertisements perpetuate the “get-rich-quick syndrome” by promoting an unhealthy view of money and success. Instead of emphasizing the importance of education, skill-building, and smart financial decisions, they reinforce the idea that wealth can be attained through shortcuts or supernatural means. This mentality can foster disillusionment and frustration when the promised outcomes do not materialize, leading to financial loss, mental stress, and even social isolation.
The proliferation of these ads also raises ethical concerns for social media platforms like Facebook. While the platform offers vast opportunities for legitimate advertising, it also becomes a space where deceptive or exploitative content can reach vulnerable individuals. The implications of such ads are not limited to financial loss alone but extend to the erosion of healthy attitudes towards money, personal growth, and the pursuit of success. Tackling this issue requires a combination of regulatory measures, user education, and platform responsibility to ensure that young people are not misled by unrealistic promises of instant wealth.
2.3. EMPIRICAL REVIEW 
The study conducted by John A. Doe in 2023, focusing on the impact of money ritual advertisements on Facebook and their contribution to the “get-rich-quick” syndrome among youth in Nigeria. Titled “The Impact of Money Ritual Advertisements on Facebook and Its Contribution to the Get-Rich-Quick Syndrome Among Youth in Nigeria”, the study aimed to investigate how exposure to money ritual advertisements influences the financial beliefs and behaviors of young people. It explored the extent to which these advertisements contribute to the growing trend of seeking quick wealth without effort or planning. The study adopted a quantitative approach, surveying 500 youth aged 18-30 who are active Facebook users in Nigeria. Data were collected through online surveys, in-depth interviews, and content analysis of Facebook advertisements. The analysis employed descriptive statistics and thematic analysis to identify patterns in youth behavior and the psychological impact of these advertisements. The Social Cognitive Theory, proposed by Albert Bandura in 1986, was the guiding theoretical framework. The theory emphasizes how individuals learn through observation, imitation, and modeling. In the context of this study, it was used to understand how young people’s behavior and financial beliefs are shaped by exposure to social media content, particularly money ritual advertisements, which promise quick wealth through supernatural means. The study found that a significant number of youth (65%) were frequently exposed to money ritual advertisements on Facebook. Many of the participants (55%) reported that these ads contributed to their belief that wealth could be easily and rapidly acquired. Moreover, 40% of respondents admitted to engaging with these ads, either by requesting more information or considering participation in such rituals. However, 30% of those who interacted with these ads reported negative consequences, including financial loss or involvement in scams. While some participants believed the ads might be legitimate, many acknowledged the unrealistic promises of financial success presented in these advertisements. The study concluded that money ritual advertisements on Facebook are significantly contributing to the spread of the get-rich-quick mentality among youth. These ads exploit young people’s financial insecurities and desires for instant wealth, leading to unrealistic expectations and, in many cases, harm. The exposure to such advertisements distorts the financial mindset of young people, often pushing them toward risky behaviors or unethical practices instead of promoting long-term financial planning and hard work. The study recommended several measures to mitigate the impact of money ritual advertisements. Social media platforms like Facebook should strengthen their policies to prevent fraudulent or misleading ads from reaching users, particularly those targeting vulnerable youth. Additionally, public awareness campaigns should be launched to educate young people on the dangers of get-rich-quick schemes and promote financial literacy. The study also recommended the establishment of counseling services for youth to address financial pressures and encourage responsible financial behavior. Furthermore, parents were encouraged to actively monitor their children’s social media usage to help them avoid deceptive ads. Finally, the study suggested that further research should be conducted, especially qualitative studies, to better understand the psychological effects of exposure to such ads on youth.
Amina O. Adewale (2022) conducted a study titled “The Role of Social Media in Promoting Get-Rich-Quick Mentality Among Nigerian Youth: A Case Study of Facebook Advertisements.” This study adopted a mixed-methods approach, combining both quantitative and qualitative techniques. A total of 400 youth aged 18-25, who were active Facebook users in urban areas of Nigeria, participated in the research. Data were collected through surveys, focus group discussions, and content analysis of Facebook advertisements related to money rituals. The study used the Uses and Gratifications Theory, which explores how individuals actively seek media content to fulfill their needs, in this case, the desire for quick wealth. The findings revealed that 70% of respondents were frequently exposed to money ritual advertisements, and 60% expressed interest in these ads, with many believing that participating in money rituals could provide instant wealth. A large portion (55%) of respondents admitted considering such rituals, and 25% of them reported being scammed after engaging with the advertisements. The study concluded that Facebook plays a significant role in promoting the get-rich-quick mentality among youth, distorting their views on wealth creation. Recommendations included stricter regulations on social media advertisements, public awareness campaigns, and further studies on the long-term effects of such exposure.
Richard J. Thompson (2021) examined the “Psychological Impact of Money Ritual Advertisements on Social Media and Its Effects on Youth Financial Behavior.” This qualitative study focused on 30 young adults aged 18-30 from various socioeconomic backgrounds in Lagos, Nigeria. The data was gathered through in-depth interviews and content analysis of Facebook ads promoting money rituals. The study adopted the Theory of Planned Behavior, which emphasizes how attitudes, intentions, and behaviors are interconnected, to analyze how exposure to these ads influences the financial behavior of youth. The findings revealed that many participants were intrigued by the ads, driven by their desire to escape financial instability, and 45% had either considered or participated in money rituals. Psychological effects included increased anxiety, a desire for instant financial success, and a growing distrust in traditional means of earning money. The study concluded that money ritual advertisements have significant psychological effects on youth, leading to risky financial behavior and a distorted understanding of success. It recommended that social media platforms enforce more transparent advertising standards, collaborate with mental health and financial experts to create support programs for youth, and promote ethical financial practices.
 Temilola A. Bakare (2020) conducted a study titled “Youth Perceptions of Money Rituals and Their Link to Social Media Advertising in Nigeria.” This study utilized a survey-based methodology, sampling 800 university students aged 18-24, who were active Facebook users. Data was collected through online surveys and tracking exposure to Facebook ads related to money rituals. The research used Cultivation Theory, which explores how long-term exposure to specific media content can shape individuals’ perceptions of reality. The findings indicated that 75% of respondents saw money ritual ads at least once a week, and 50% believed these rituals could offer an easy solution to financial problems. The study also found that those exposed to these ads frequently were more likely to adopt a get-rich-quick mentality, with 40% expressing a belief that participating in money rituals could elevate their financial status. The study concluded that prolonged exposure to these ads cultivates unrealistic expectations about wealth and success, which leads youth to engage in risky financial behaviors. Recommendations included refining Facebook’s ad-targeting algorithms, introducing financial literacy programs in schools and universities, and conducting further research on the long-term impacts of such media exposure on financial decision-making.

CHAPTER THREE
METHODOLOGY
3.0 Introduction
Research is the process of arriving at dependable solutions to a problem through the planned and systematic collection, analysis, and interpretation of data. This chapter discusses the methods adopted to achieve the objectives of this study. It explains the approaches for data collection, the sampling procedures used, and the techniques applied for data analysis.
3.1 Research Design
According to Bets (2021), research design combines different components of research and involves using data collection and analysis techniques logically to answer the research questions. This research adopts a quantitative research design to objectively analyze responses and generate generalizable findings. The reason for adopting this design is its ability to provide insights into the influence of money ritual advertisements on Facebook and their implications for the get-rich-quick syndrome among youth. Fleetwood (2022) states that quantitative research involves collecting and analyzing numerical data to predict, test relationships, and generalize findings for a larger population. This design is appropriate as it allows the researcher to obtain measurable and actionable data about the phenomenon.
3.2 Research Method
The descriptive survey method was adopted for this study. Bhat (2022) describes the survey method as a technique for identifying and describing the characteristics of a phenomenon. Since this design emphasizes data collection and interpretation of existing conditions, it is suitable for analyzing the implications of Facebook advertisements promoting money rituals on youth behavior. Longe (2021) emphasizes that surveys provide a structured approach to data collection, which is necessary for understanding the relationships between variables such as exposure to money ritual advertisements and the prevalence of get-rich-quick syndrome among the youth. This method ensures the collection of substantial evidence to support the study’s conclusions.
3.3 Population of the Study
Ravikiran (2023) defines population as the group of individuals from whom the researcher draws conclusions. The population for this research comprises youths in Kwara State who actively use Facebook and are susceptible to the influence by money ritual advertisements. The youth demographic is relevant to this study because they represent the group most engaged with digital media and potentially impacted by online content. The study focuses on active Facebook users aged 18–35, as they are the primary targets of such advertisements.
3.4 Sample Size and Sampling Technique
Omni Convert (2020) defines sample size as the number of participants included in a study, while Kibuacha (2021) highlights that it must adequately represent the population. Given the large size of the target population, purposive sampling techniques were used to select a manageable sample size for this study. The sample size for this research is 100 respondents selected from the youth population in Kwara State. This approach ensures that participants have the relevant characteristics (active Facebook usage and familiarity with money ritual advertisements) to provide valuable data for the study.
3.5 Research Instrument
The primary data collection tool for this study is a questionnaire. Hassan (2022) defines questionnaires as structured instruments designed to systematically gather data from individuals or groups. The questionnaire was distributed via Google Forms and shared through social media platforms to reach the target audience effectively.
The questionnaire is divided into two sections:
· Section A: Demographic data, including age, gender, and level of Facebook usage.
· Section B: Questions designed to measure the extent of exposure to money ritual advertisements, perceptions of these advertisements, and the influence of such content on attitudes toward wealth acquisition.
3.6 Validity of the Research Instrument
Pattino and Ferreira (2018) define validity as the extent to which a research instrument accurately measures what it intends to measure. To ensure validity, the questionnaire underwent content validation by the researcher’s supervisor and experts in media and youth studies. The feedback received was incorporated to enhance the relevance and clarity of the questions.
3.7 Reliability of the Research Instrument
According to Mcleod (2023), reliability refers to the consistency of a research instrument in producing similar results over time. To establish reliability, a test-retest method was employed, as described by Schiffer and Williams (2022). The questionnaire was administered to a small group of respondents twice, with a time interval between the tests. Consistent responses confirmed the instrument’s reliability.
3.8 Method of Administration of the Research Instrument
Data for this study were collected from both primary and secondary sources. Primary data were obtained using questionnaires, while secondary data were gathered through a review of relevant academic journals, articles, and reports related to social media influence, online advertisements, and youth behavior.
3.9 Method of Data Analysis
Data collected from the respondents were coded and analyzed using Statistical Package for Social Sciences (SPSS) Software Version 23. Responses were categorized and entered into the software, which generated descriptive statistics, frequency tables, and charts. These outputs provided insights into the prevalence and impact of money ritual advertisements on Facebook and their implications for youth behavior in Kwara State.



















CHAPTER FOUR
DATA ANALYSIS
 4.0. Introduction
Data analysis is a critical component of any research, as it organizes and interprets collected data to derive meaningful insights. This chapter presents and analyzes data collected from respondents in Ilorin regarding the influence of money ritual advertisements on Facebook, the motivations behind the get-rich-quick syndrome, and the extent of the spread of such content. The data is organized into tables for clarity, using simple percentage tabular presentations to facilitate logical and statistical conclusions. All analyses align with the questionnaire items and responses, ensuring comprehensive coverage of the research objectives.
4.1. Analysis of Research Instrument
Data presentation involves organizing data into tables, graphs, or charts to visually represent relationships between variables, enabling informed decision-making. In this study, a total of 100 copies of the questionnaire were distributed to the sample population in Ilorin. All questionnaires were returned, with none discarded, ensuring a 100% response rate. The data is presented in simple percentage tabular format, with descriptive analysis techniques used to interpret the contents of each table.

DISTRIBUTION TABLE
	Description
	Value

	Respondents
	100

	Number of questionnaires distributed
	100

	Number of questionnaires returned
	100

	Number of questionnaires discarded
	Nil

	Number of questionnaires presented and analyzed
	100

	Number of questionnaires not returned
	Nil



From the table, it is evident that all 100 distributed questionnaires were returned and analyzed, with no losses or discards, ensuring a robust dataset for analysis.

 4.2. Analysis of Questionnaire

 SECTION A: DEMOGRAPHY OF THE RESPONDENTS

QUESTION 1: What is your age range?
TABLE I
	Responses
	Frequency
	Percentage (%) 

	15-20
	30
	30%

	21-25
	50
	50%

	26-30
	15
	15%

	31 and above
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE I), 50 (50%) of the respondents are aged 21-25, 30 (30%) are aged 15-20, 15 (15%) are aged 26-30, while 5 (5%) are 31 and above, indicating a predominantly youthful sample, indicating a predominantly youthful sample, relevant to the study’s focus on youth behavior.

QUESTION 2: What is your highest level of education?
TABLE II
	Responses
	Frequency
	Percentage (%) 

	High school
	25
	25%

	Undergraduate degree
	60
	60%

	Postgraduate degree
	10
	10%

	Other
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE II), 60 (60%) of the respondents hold an undergraduate degree, 25 (25%) have a high school education, 10 (10%) have a postgraduate degree, while 5 (5%) have other qualifications, suggesting a relatively educated sample. This suggests a relatively educated sample, likely familiar with social media platforms like Facebook.

QUESTION 3: What is your marital status?
TABLE III
	Responses
	Frequency
	Percentage (%) 

	Single
	85
	85%

	Married
	12
	12%

	Divorced
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE III), 85 (85%) of the respondents are single, 12 (12%) are married, while 3 (3%) are divorced, reflecting a sample likely focused on personal aspirations and social media engagement. Reflecting the sample’s likely focus on personal aspirations and social media engagement.

QUESTION 4: What is your occupation?
TABLE IV
	Responses
	Frequency
	Percentage (%) 

	Student
	65
	65%

	Self-employed
	20
	20%

	Civil servant
	10
	10%

	Other
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE IV), 65 (65%) of the respondents are students, 20 (20%) are self-employed, 10 (10%) are civil servants, while 5 (5%) have other occupations, highlighting significant exposure to social media among students and young entrepreneurs.This distribution highlights the sample’s exposure to social media as students and young entrepreneurs.

SECTION B: 
QUESTION 5: How often do you use Facebook?
TABLE V
	Responses
	Frequency
	Percentage (%) 

	Daily
	70
	70%

	Weekly
	20
	20%

	Occasionally
	8
	8%

	Rarely
	2
	2%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE V), 70 (70%) of the respondents use Facebook daily, 20 (20%) use it weekly, 8 (8%) use it occasionally, while 2 (2%) use it rarely, indicating high engagement with the platform. Suggesting high exposure to content, including advertisements related to money rituals.

QUESTION 6: How often do you see money ritual-related advertisements on Facebook?
TABLE VI
	Responses
	Frequency
	Percentage (%) 

	Always
	15
	15%

	Sometimes 
	50
	50%

	Rarely
	30
	30%

	Never
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE VI), 50 (50%) of the respondents sometimes encounter money ritual-related advertisements on Facebook, 15 (15%) see them always, 30 (30%) see them rarely, while 5 (5%) never see them, suggesting significant exposure to such content. Indicating significant exposure to such content.

QUESTION 7: To what extent do these advertisements influence your perception of wealth acquisition?
TABLE VII
	Responses
	Frequency
	Percentage (%) 

	Very highly 
	10
	10%

	Highly 
	20
	20%

	Moderately 
	40
	40%

	Not at all
	30
	30%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE VII), 40 (40%) of the respondents report that money ritual advertisements moderately influence their perception of wealth acquisition, 20 (20%) say highly, 10 (10%) say very highly, while 30 (30%) say not at all, indicating varied impacts.

QUESTION 8: Have you ever been tempted to explore money ritual practices due to Facebook advertisements?
TABLE VIII
	Responses
	Frequency
	Percentage (%) 

	Yes, frequently 
	5
	5%

	Yes, occasionally 
	15
	15%

	Rarely 
	30
	30%

	Never
	50
	50%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE VIII), 50 (50%) of the respondents have never been tempted to explore money ritual practices due to Facebook advertisements, 30 (30%) are rarely tempted, 15 (15%) are occasionally tempted, while 5 (5%) are frequently tempted, showing limited influence on most. Indicating some influence on a minority.

QUESTION 9: How persuasive do you find money ritual advertisements on Facebook?
TABLE IX
	Responses
	Frequency
	Percentage (%) 

	Very persuasive
	8
	8%

	Persuasive
	22
	22%

	Somewhat persuasive 
	40
	40%

	Not persuasive
	30
	30%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE IX), 40 (40%) of the respondents find money ritual advertisements on Facebook somewhat persuasive, 22 (22%) find them persuasive, 8 (8%) find them very persuasive, while 30 (30%) find them not persuasive, reflecting mixed perceptions of their effectiveness.

QUESTION 10: Do you believe money ritual advertisements contribute to the get-rich-quick mentality among youth?
TABLE X
	Responses
	Frequency
	Percentage (%) 

	Strongly agree
	35
	35%

	Agree
	45
	45%

	Neutral
	15
	15%

	Disagree
	4
	4%

	Strongly disagree
	1
	1%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE X), 35 (35%) of the respondents strongly agree that money ritual advertisements contribute to the get-rich-quick mentality among youth, 45 (45%) agree to it, 15 (15%) are neutral, 4 (4%) disagree with it, while 1 (1%) of the respondents strongly disagree about it.

SECTION C: 
QUESTION 11: What do you think motivates youth towards the get-rich-quick syndrome?
TABLE XI
	Responses
	Frequency
	Percentage (%) 

	Poverty
	40
	40%

	Peer pressure
	25
	25%

	Social media influence
	20
	20%

	Lack of employment opportunities
	15
	15%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE XI), 40 (40%) of the respondents identify poverty as the primary motivator for the get-rich-quick syndrome among youth, 25 (25%) cite peer pressure, 20 (20%) point to social media influence, while 15 (15%) attribute it to lack of employment opportunities.

QUESTION 12: To what extent do societal expectations influence youth to seek wealth quickly?
TABLE XII
	Responses
	Frequency
	Percentage (%) 

	Very highly
	30
	30%

	Highly
	40
	40%   

	Moderately
	20
	20%

	Not at all
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE XII), 30 (30%) of the respondents believe societal expectations very highly influence youth to seek wealth quickly, 40 (40%) say it is highly influential, 20 (20%) report moderate influence, while 10 (10%) state it has no influence at all.

QUESTION 13: Do you believe the lifestyle displayed by influencers and celebrities on social media motivates youth to engage in quick money schemes?
TABLE XIII
	Responses
	Frequency
	Percentage (%) 

	Strongly agree
	40
	40%

	Agree
	35
	35%

	Neutral
	15
	15%

	Disagree
	8
	8%

	Strongly disagree
	2
	2%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE XIII), 40 (40%) of the respondents strongly agree that the lifestyle displayed by influencers and celebrities on social media motivates youth to engage in quick money schemes, 35 (35%) agree to it, 15 (15%) are neutral, 8 (8%) disagree, while 2 (2%) strongly disagree.

QUESTION 14: What role does family pressure play in the get-rich-quick mentality?
TABLE XIV
	Responses
	Frequency
	Percentage (%) 

	Very significant
	20
	20%

	Significant
	30
	30% 

	Somewhat significant
	35
	35%

	Not significant
	15
	15%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE XIV), 20 (20%) of the respondents view family pressure as very significant in contributing to the get-rich-quick mentality, 30 (30%) see it as significant, 35 (35%) consider it somewhat significant, while 15 (15%) regard it as not significant.

QUESTION 15: How likely are youth to engage in illegal activities due to financial pressure?
TABLE XV
	Responses
	Frequency
	Percentage (%) 

	Very likely
	25
	25%

	Likely
	35
	35%

	Neutral
	25
	25%

	Unlikely
	15
	15%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE XV), 25 (25%) of the respondents believe youth are very likely to engage in illegal activities due to financial pressure, 35 (35%) say they are likely, 25 (25%) are neutral, while 15 (15%) consider it unlikely.

QUESTION 16: How often do you encounter posts related to money rituals on your Facebook timeline?
TABLE XVI
	Responses
	Frequency
	Percentage (%) 

	Very often
	10
	10%

	Often
	30
	30%

	Occasionally
	45
	45%

	Rarely
	15
	15%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE XVI), 10 (10%) of the respondents very often encounter posts related to money rituals on their Facebook timeline, 30 (30%) see them often, 45 (45%) encounter them occasionally, while 15 (15%) rarely do.

QUESTION 17: What type of content related to money rituals do you come across on Facebook?
TABLE XVII
	Responses
	Frequency
	Percentage (%) 

	Sponsored advertisements
	35
	35%

	Shared posts
	40
	40%

	Influencers’ videos
	20
	20%

	Other
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE XVII), 40 (40%) of the respondents come across shared posts related to money rituals on Facebook, 35 (35%) encounter sponsored advertisements, 20 (20%) see influencers’ videos, while 5 (5%) report other types of content.

QUESTION 18: How do you perceive the spread of money ritual advertisements on Facebook?
TABLE XVIII
	Responses
	Frequency
	Percentage (%) 

	Very widespread
	25
	25%

	Widespread
	45
	45%

	Somewhat widespread
	20
	20%

	Not widespread
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE XVIII), 25 (25%) of the respondents perceive the spread of money ritual advertisements on Facebook as very widespread, 45 (45%) see it as widespread, 20 (20%) consider it somewhat widespread, while 10 (10%) view it as not widespread.

QUESTION 19: Do you believe Facebook is regulating the spread of money ritual-related content effectively?
TABLE XIX
	Responses
	Frequency
	Percentage (%) 

	Strongly agree
	5
	5%

	Agree
	10
	10%

	Neutral
	25
	25%

	Disagree
	40
	40%

	Strongly disagree
	20
	20%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE XIX), 5 (5%) of the respondents strongly agree that Facebook is effectively regulating the spread of money ritual-related content, 10 (10%) agree, 25 (25%) are neutral, 40 (40%) disagree, while 20 (20%) strongly disagree.

QUESTION 20: How likely are youth to report or ignore money ritual-related content on Facebook?
TABLE XX
	Responses
	Frequency
	Percentage (%) 

	Very likely to report
	10
	10%

	Likely to report
	20
	20%

	Neutral
	30
	30%

	Likely to ignore
	30
	30%

	Very likely to ignore
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From the table (TABLE XX), 10 (10%) of the respondents are very likely to report money ritual-related content on Facebook, 20 (20%) are likely to report, 30 (30%) are neutral, 30 (30%) are likely to ignore, while 10 (10%) are very likely to ignore.


4.3. Analysis of Research Questions
Question I: How do money ritual advertisements on Facebook influence the get-rich-quick syndrome among the youth?
Tables 7, 8, 9, and 10 answer this research question.
From Table 7, it was gathered that money ritual advertisements moderately influence the perception of wealth acquisition for 40 (40%) of the respondents, highly influence 20 (20%), very highly influence 10 (10%), while 30 (30%) report no influence at all, indicating varied impacts on youth perceptions.
Table 8 shows that 50 (50%) of the respondents have never been tempted to explore money ritual practices due to Facebook advertisements, 30 (30%) are rarely tempted, 15 (15%) are occasionally tempted, while 5 (5%) are frequently tempted, suggesting limited direct influence on most respondents but some impact on a minority.
Table 9 indicates that 40 (40%) of the respondents find money ritual advertisements somewhat persuasive, 22 (22%) find them persuasive, 8 (8%) find them very persuasive, while 30 (30%) find them not persuasive, reflecting mixed perceptions of their effectiveness in influencing youth behavior.
Table 10 shows that 35 (35%) of the respondents strongly agree that money ritual advertisements contribute to the get-rich-quick mentality among youth, 45 (45%) agree, 15 (15%) are neutral, 4 (4%) disagree, while 1 (1%) strongly disagrees, highlighting a significant perceived link between these advertisements and the get-rich-quick syndrome.
Question II: What motivates the youth towards the get-rich-quick syndrome?
Tables 11, 12, 13, 14, and 15 answer this research question.
From Table 11, it was gathered that 40 (40%) of the respondents identify poverty as the primary motivator for the get-rich-quick syndrome among youth, 25 (25%) cite peer pressure, 20 (20%) point to social media influence, while 15 (15%) attribute it to lack of employment opportunities, indicating multiple socioeconomic drivers.
Table 12 shows that 30 (30%) of the respondents believe societal expectations very highly influence youth to seek wealth quickly, 40 (40%) say it is highly influential, 20 (20%) report moderate influence, while 10 (10%) state it has no influence, suggesting strong external pressures.
Table 13 indicates that 40 (40%) of the respondents strongly agree that the lifestyle displayed by influencers and celebrities on social media motivates youth to engage in quick money schemes, 35 (35%) agree, 15 (15%) are neutral, 8 (8%) disagree, while 2 (2%) strongly disagree, underscoring the role of media role models.
Table 14 shows that 20 (20%) of the respondents view family pressure as very significant in contributing to the get-rich-quick mentality, 30 (30%) see it as significant, 35 (35%) consider it somewhat significant, while 15 (15%) regard it as not significant, reflecting varied family influences.
Table 15 indicates that 25 (25%) of the respondents believe youth are very likely to engage in illegal activities due to financial pressure, 35 (35%) say they are likely, 25 (25%) are neutral, while 15 (15%) consider it unlikely, suggesting financial strain as a key motivator for risky behaviors.
Question III: To what extent are money ritual advertisements being spread on Facebook?
Tables 5, 6, 16, 17, 18, 19, and 20 answer this research question.
From Table 5, it was gathered that 70 (70%) of the respondents use Facebook daily, 20 (20%) use it weekly, 8 (8%) use it occasionally, while 2 (2%) use it rarely, indicating high engagement with the platform and potential exposure to money ritual advertisements.
Table 6 shows that 50 (50%) of the respondents sometimes encounter money ritual-related advertisements on Facebook, 15 (15%) see them always, 30 (30%) see them rarely, while 5 (5%) never see them, suggesting significant exposure to such content.
Table 16 indicates that 45 (45%) of the respondents encounter posts related to money rituals on their Facebook timeline occasionally, 30 (30%) see them often, 10 (10%) see them very often, while 15 (15%) rarely do, reflecting frequent visibility of such content.
Table 17 shows that 40 (40%) of the respondents come across shared posts related to money rituals, 35 (35%) encounter sponsored advertisements, 20 (20%) see influencers’ videos, while 5 (5%) report other types of content, indicating diverse channels of exposure.
Table 18 indicates that 25 (25%) of the respondents perceive the spread of money ritual advertisements as very widespread, 45 (45%) see it as widespread, 20 (20%) consider it somewhat widespread, while 10 (10%) view it as not widespread, highlighting their prominence on the platform.
Table 19 shows that 5 (5%) of the respondents strongly agree that Facebook is effectively regulating the spread of money ritual-related content, 10 (10%) agree, 25 (25%) are neutral, 40 (40%) disagree, while 20 (20%) strongly disagree, suggesting inadequate regulation.
Table 20 indicates that 30 (30%) of the respondents are likely to ignore money ritual-related content on Facebook, 10 (10%) are very likely to ignore, 30 (30%) are neutral, 20 (20%) are likely to report, while 10 (10%) are very likely to report, reflecting mixed responses to such content.
4.4. Discussion of Findings 
The purpose of this study is to examine the influence of money ritual advertisements on Facebook on the get-rich-quick syndrome among youth. The results obtained from the statistical analysis in this study were used to provide answers to the research questions, with data presented in tables using simple percentage tabular presentation in chapter four to address the questions raised in this study. Specific questions were asked in the questionnaire to generate answers to each of the research questions posed. A total of 100 questionnaires were administered to the respondents, and all copies were returned and analyzed, ensuring a robust dataset for the study.
Findings confirm that money ritual advertisements on Facebook have a significant influence on the get-rich-quick syndrome among youth, with both direct and indirect impacts. It was gathered from Table 10 that 35 (35%) of the respondents strongly agree that money ritual advertisements contribute to the get-rich-quick mentality among youth, 45 (45%) agree, 15 (15%) are neutral, 4 (4%) disagree, while 1 (1%) strongly disagree. This indicates a strong perception that such advertisements foster a desire for quick wealth. Additionally, Table 7 shows that 40 (40%) of the respondents report that these advertisements moderately influence their perception of wealth acquisition, 20 (20%) say highly, 10 (10%) say very highly, while 30 (30%) say not at all, suggesting varied but notable impacts on youth attitudes toward wealth.
However, the direct temptation to engage in money ritual practices appears limited for most respondents. Table 8 reveals that 50 (50%) of the respondents have never been tempted to explore money ritual practices due to Facebook advertisements, 30 (30%) are rarely tempted, 15 (15%) are occasionally tempted, while 5 (5%) are frequently tempted. This suggests that while the advertisements contribute to a get-rich-quick mentality, only a minority are actively tempted to pursue such practices. Furthermore, Table 9 indicates that 40 (40%) of the respondents find money ritual advertisements somewhat persuasive, 22 (22%) find them persuasive, 8 (8%) find them very persuasive, while 30 (30%) find them not persuasive, reflecting mixed perceptions of their effectiveness in driving action.
It was also discovered that multiple factors motivate youth toward the get-rich-quick syndrome. Table 11 shows that 40 (40%) of the respondents identify poverty as the primary motivator, 25 (25%) cite peer pressure, 20 (20%) point to social media influence, while 15 (15%) attribute it to lack of employment opportunities. This highlights the role of socioeconomic challenges in driving youth toward quick wealth solutions. Additionally, Table 12 indicates that societal expectations significantly influence youth, with 30 (30%) reporting very high influence, 40 (40%) high influence, 20 (20%) moderate influence, and 10 (10%) no influence. Table 13 further reveals that 40 (40%) of the respondents strongly agree that the lifestyle displayed by influencers and celebrities on social media motivates youth to engage in quick money schemes, 35 (35%) agree, 15 (15%) are neutral, 8 (8%) disagree, while 2 (2%) strongly disagree, underscoring the impact of social media role models. Family pressure also plays a role, as shown in Table 14, with 20 (20%) viewing it as very significant, 30 (30%) as significant, 35 (35%) as somewhat significant, and 15 (15%) as not significant. Moreover, Table 15 indicates that 25 (25%) of the respondents believe youth are very likely to engage in illegal activities due to financial pressure, 35 (35%) say likely, 25 (25%) are neutral, while 15 (15%) consider it unlikely, suggesting a concerning trend toward risky behaviors driven by financial strain.
The study also found that money ritual advertisements are widely spread on Facebook, contributing to their influence. Table 6 shows that 50 (50%) of the respondents sometimes encounter money ritual-related advertisements, 15 (15%) see them always, 30 (30%) see them rarely, while 5 (5%) never see them, indicating significant exposure. Table 16 further reveals that 45 (45%) encounter money ritual posts occasionally, 30 (30%) often, 10 (10%) very often, while 15 (15%) rarely do, confirming frequent visibility. Table 17 indicates that shared posts (40%) and sponsored advertisements (35%) are the most common forms of such content, with influencers’ videos (20%) also notable, suggesting diverse channels of exposure. Table 18 shows that 25 (25%) perceive the spread as very widespread, 45 (45%) as widespread, 20 (20%) as somewhat widespread, and 10 (10%) as not widespread, highlighting the prominence of these advertisements. However, Table 19 reveals that 40 (40%) disagree and 20 (20%) strongly disagree that Facebook is effectively regulating this content, with only 5 (5%) strongly agreeing and 10 (10%) agreeing, indicating inadequate platform oversight. Finally, Table 20 shows that 30 (30%) of the respondents are likely to ignore money ritual-related content, 10 (10%) are very likely to ignore, 30 (30%) are neutral, 20 (20%) are likely to report, and 10 (10%) are very likely to report, suggesting a lack of proactive engagement in curbing the spread of such content.
In conclusion, the findings indicate that money ritual advertisements on Facebook significantly contribute to the get-rich-quick syndrome among youth by shaping perceptions of wealth acquisition, though direct temptation to engage in such practices is limited to a minority. Socioeconomic factors like poverty, peer pressure, and social media influence, combined with societal and family expectations, drive this mentality, while the widespread presence of these advertisements on Facebook, coupled with perceived ineffective regulation, exacerbates the issue. These insights underscore the need for better content moderation and awareness campaigns to mitigate the negative impacts of such advertisements on youth.

















CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATION

 5.1. SUMMARY
This research study, titled "Money Ritual Advertisements on Facebook and Its Implications for the Get-Rich-Quick Syndrome Among Nigerian Youth," was structured into five comprehensive chapters to systematically investigate the influence of social media, specifically Facebook, on the rising trend of seeking quick wealth among Nigerian youth.
Chapter One provided the background of the study, highlighting the growing concern of the get-rich-quick syndrome among Nigerian youth, amplified by social media platforms like Facebook. It discussed the link between money ritual advertisements and harmful practices such as cybercrime and ritual killings, driven by economic challenges like poverty and unemployment. The chapter outlined the statement of the problem, research objectives, research questions, significance, scope, and operational definitions of key terms.
Chapter Two focused on the literature review, presenting a conceptual framework that defined money, money rituals, Facebook, and the get-rich-quick syndrome. It anchored the study on two theoretical frameworks: Social Cognitive Theory, which explains how youth learn behaviors through observation and modeling, and Uses and Gratifications Theory, which explores why youth actively seek such content to fulfill financial aspirations. The chapter also reviewed empirical studies, providing insights into the psychological and behavioral impacts of money ritual advertisements.
Chapter Three detailed the research methodology, adopting a quantitative research design with a descriptive survey method. The population consisted of youths aged 18–35 in Kwara State who actively use Facebook, with a sample size of 100 respondents selected through purposive sampling. Data were collected using a questionnaire, validated by experts and tested for reliability via a test-retest method. The data analysis utilized the Statistical Package for Social Sciences (SPSS) to generate descriptive statistics.
Chapter Four presented and analyzed the data collected from 100 respondents in Ilorin, Kwara State. The findings revealed significant exposure to money ritual advertisements on Facebook, with 50% of respondents encountering such content sometimes and 45% perceiving its spread as widespread. While 80% agreed that these advertisements contribute to the get-rich-quick mentality, only a minority (20%) reported being tempted to explore money rituals. Key motivators for the syndrome included poverty (40%), peer pressure (25%), and social media influence (20%). The chapter also highlighted inadequate regulation by Facebook, with 60% of respondents disagreeing that the platform effectively controls such content.
Chapter Five summarizes the findings from Chapters One to Four, draws conclusions based on the research objectives, and provides recommendations to address the issues identified in the study.
 5.2. CONCLUSION
This study aimed to investigate Money ritual advertisement on Facebook and its implication of get  rich quick syndrome among the youth. The findings confirm that these advertisements significantly influence youth perceptions of wealth acquisition, fostering a mindset that prioritizes quick financial success over hard work and ethical practices. Social media platforms like Facebook, with their vast reach and advanced targeting capabilities, have become breeding grounds for harmful ideologies that promote ritual killings, cybercrime, and other illegal activities as shortcuts to wealth.
The research revealed that 80% of respondents believe money ritual advertisements contribute to the get-rich-quick mentality, with 40% reporting a moderate influence on their perception of wealth acquisition. However, only 20% admitted to being tempted to explore such practices, indicating that while these advertisements shape attitudes, direct behavioral impacts are limited to a minority. This suggests that the advertisements primarily reinforce a cultural narrative of instant wealth rather than directly inciting action for most youth.
Socioeconomic factors such as poverty (40%), peer pressure (25%), and social media influence (20%) were identified as primary motivators for the get-rich-quick syndrome. The glorified lifestyles of influencers and celebrities on social media further exacerbate this trend, with 75% of respondents agreeing that such displays motivate youth to pursue quick money schemes. Additionally, societal and family pressures play significant roles, with 70% and 50% of respondents, respectively, acknowledging their influence on the desire for rapid wealth.
The study also found that money ritual advertisements are widely prevalent on Facebook, with 70% of respondents perceiving their spread as widespread or very widespread. Shared posts (40%) and sponsored advertisements (35%) are the most common forms of such content, indicating diverse channels of exposure. However, 60% of respondents believe Facebook’s regulation of this content is ineffective, highlighting a critical gap in platform oversight. The lack of proactive reporting, with 40% likely to ignore such content, further perpetuates its spread.
In conclusion, money ritual advertisements on Facebook significantly contribute to the get-rich-quick syndrome by shaping youth aspirations and reinforcing harmful ideologies. While direct engagement in money rituals is limited, the broader impact on attitudes toward wealth and success is profound, driven by socioeconomic challenges and inadequate content moderation. Addressing this issue requires a multifaceted approach involving platform accountability, public education, and policy interventions to foster ethical values and sustainable wealth-building practices among Nigerian youth.
 5.3. RECOMMENDATION
Based on the findings of this study, the following recommendations are proposed to mitigate the Money ritual advertisement on Facebook and its implication of get  rich quick syndrome among the youth:
1. Government should enhanced content regulation by social media platforms.
2. Government should provide public awareness campaigns on the negative effects of get rich quick.
3. Government should integrate financial literacy in education.
4. Government should collaborate with influencers for positive messaging.
5. Additional studies such as qualitative should be conducted.
REFERENCES
Adebisi, T. (2018). Youth and the pursuit of wealth: Implications for societal values. Journal of African Sociology, 12(3), 45–60.
Adebayo, A. (2012). Exploitation in spiritual practices: The case of money rituals in Nigeria. African Journal of Religious Studies, 8(2), 101–115.
Afuye, O. (2013). The impact of youth materialism on national security. Journal of Security Studies, 7(1), 34–49.
Akan, A. (2023). Materialism and the erosion of traditional values among Nigerian youth. Journal of Cultural Studies, 15(2), 78–93.
Akan, A., Egbo, N., Owoseni, A., & Ojiziele, M. (2022). Family dynamics and moral laxity in Nigerian society. African Journal of Social Issues, 10(4), 56–72.
Asemah, E. (2011). Principles of communication theories. Jos: University Press.
Backlinko.com. (2022). Facebook user statistics 2022. https://www.backlinko.com/facebook-users
Bajide, O. (2022). Nigeria’s societal failures and the rise of immoral practices among youth. Journal of Governance and Development, 18(1), 89–104.
Bets, J. (2021). Research design: Definition, types, and examples. Scribbr. https://www.scribbr.com/methodology/research-design/
Bhat, A. (2022). Descriptive research: Definition, characteristics, methods, examples, and advantages. QuestionPro. https://www.questionpro.com/blog/descriptive-research/
Bohannan, P. (1958). The anthropology of money in African cultures. Journal of Economic Anthropology, 3(1), 23–38.
Brilliant, J. (2015). Ritual killings and the quest for wealth in Nigeria. Journal of Crime and Justice, 8(2), 67–82.
Edegoh, L. O., Asemah, E. S., & Nwammuo, A. N. (2015). Uses and gratifications of social media among Nigerian youths. Journal of Communication Studies, 6(3), 45–60.
Feldman, D. (2008). Ethical concerns in ritual practices: A global perspective. Journal of Religious Ethics, 14(2), 89–104.
Fleetwood, D. (2022). Quantitative research: Definition, methods, and examples. SurveyMonkey. https://www.surveymonkey.com/mp/quantitative-research/
Friedman, M. (1969). The theory of the consumption function. Princeton University Press.
Geurts, K. L. (2002). Spirituality and economic hope in African societies. Journal of African Cultural Studies, 15(1), 45–60.
Habeeb, A., Ali, M., & Usman, R. (2019). Social media and the promotion of harmful practices among Nigerian youth. Journal of Media and Society, 10(2), 78–94.
Hanna, R., Rohm, A., & Crittenden, V. L. (2011). We’re all connected: The power of the social media ecosystem. Business Horizons, 54(3), 265–273. https://doi.org/10.1016/j.bushor.2011.01.007
Hassan, Z. (2022). Questionnaire design for survey research. ResearchGate. https://www.researchgate.net/publication/360987654_Questionnaire_Design_for_Survey_Research
Idensi, T. (2010). Moral decadence and youth behavior in modern societies. In J. Jamila (Ed.), Global perspectives on youth morality (pp. 45–60). Academic Press.
Ingham, G. (2004). The nature of money. Polity Press.
Kalu, O. (2008). African spirituality and economic practices. Journal of African Religions, 5(2), 67–82.
Keynes, J. M. (1936). The general theory of employment, interest, and money. Harcourt, Brace and Company.
Kirkpatrick, D. (2010). The Facebook effect: The inside story of the company that is connecting the world. Simon & Schuster.
Lévi-Strauss, C. (1969). The elementary structures of kinship. Beacon Press.
Longe, O. (2021). Survey research methods in social sciences. Journal of Research Methodology, 9(1), 34–48.
Marx, K. (1867). Capital, Volume 1. Penguin Classics.
Mbiti, J. S. (1991). Introduction to African religion (2nd ed.). Heinemann.
Mcleod, S. (2023). Reliability in research: Definitions and types. Simply Psychology. https://www.simplypsychology.org/reliability.html
Ndubueze, P., Okorie, C., & Eze, M. (2023). Social media usage and financial aspirations among Nigerian youth. Journal of Digital Media Studies, 11(1), 56–72.
Nwoye, C. (2017). Monetized values and the youth in Nigerian society. Journal of Social Values, 9(3), 45–60.
Nwokoro, C., Obi, I., & Ezeh, P. (2022). The erosion of traditional values among Nigerian youth. Journal of African Cultural Studies, 14(2), 89–104.
Obileye, A., & George, T. (2021). Belief in charms and ritual killings in Nigeria. Journal of African Criminology, 7(1), 34–49.
Ogunrin, F. (2018). Cybercrime among Nigerian students: Causes and consequences. Journal of Cybersecurity Studies, 5(2), 78–93.
Ojekodum, G., & Eraye, M. (2022). Social media and youth criminality in Nigeria. Journal of Crime and Justice, 15(3), 101–116.
Omni Convert. (2020). Sample size calculator: Understanding sample sizes. Omni Convert. https://www.omniconvert.com/blog/sample-size-calculator/
Osei-Tutu, E. (2016). Money rituals and social status in Ghanaian communities. Journal of African Anthropology, 8(2), 56–71.
Ovie, O., & Nwaoboli, E. (2022). Uses and gratifications theory in the digital age. Journal of Media Studies, 13(1), 45–60.
Pattino, A., & Ferreira, J. C. (2018). Validity in research: Concepts and applications. Journal of Clinical Research, 10(3), 45–60.
Ravikiran, A. S. (2023). Population vs. sample: Definitions, differences, and examples. Simplilearn. https://www.simplilearn.com/population-vs-sample-article/
Saka-Olokungboye, N., Fapetu, O., Agbi, R., & Ologun, O. (2021). Societal celebration of wealth and moral decay in Nigeria. Journal of Social Issues, 13(2), 78–93.
Schiffer, A., & Williams, C. (2022). Test-retest reliability in survey research. Journal of Survey Methodology, 8(1), 34–49.
Severin, W. J., & Tankard, J. W. (1997). Communication theories: Origins, methods, and uses in the mass media (4th ed.). Longman.
Smartinsights.com. (2022). Global social media statistics 2022. https://www.smartinsights.com/social-media-marketing/social-media-strategy/social-media-statistics/
Smith, A. (1776). The wealth of nations. W. Strahan and T. Cadell.
Sofadekan, A. (2016). Youth materialism and its societal implications. Journal of Youth Studies, 8(2), 67–82.
Tobin, J. (1963). The monetary theory and the economy. Journal of Economic Perspectives, 5(1), 45–60.
Tuten, T. L., & Solomon, M. R. (2017). Social media marketing (3rd ed.). SAGE Publications.
Usman, R. (2017). Social media and the rise of ritual killings in Nigeria. Journal of Media and Crime, 6(2), 45–60.































QUESTIONNAIRE
KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY (IICT)
MASS COMMUNICATION DEPARTMENT
Dear Respondent,
This questionnaire is designed to gather relevant information on “The Influence of Money Ritual Advertisements on Facebook on the Get-Rich-Quick Syndrome Among Youth.” Your honest responses will contribute significantly to the success of this study. Be assured that all information provided will be treated confidentially and used strictly for academic purposes.
Thank you for your cooperation.

INSTRUCTION: Please tick (✓) the option that best represents your opinion.
The questionnaire is divided into four sections: Section A, B, C, and D.

SECTION A: DEMOGRAPHICS OF THE RESPONDENT
1. What is your age range? A. 15-20 (   ). B. 21-25 (   ). C. 26-30 (   ). D. 31 and above (   )
2.  What is your highest level of education?  A. High school (   ). B. Undergraduate degree (   )
C. Postgraduate degree (   ). D. Other (   )
3. What is your marital status?  A. Single (   ). B. Married (   ). C. Divorced (   )
4. What is your occupation?  A. Student (   ). B. Self-employed (   ). C. Civil servant (   ).
 D. Other (   )


SECTION B: 
5. How often do you use Facebook?  A. Daily (   ). B. Weekly (   ). C. Occasionally (   ).
 D. Rarely (   )
6. How often do you see money ritual-related advertisements on Facebook?
A. Always (   ). B. Sometimes (   ). C. Rarely (   ). D. Never (   )
7. To what extent do these advertisements influence your perception of wealth acquisition?
A. Very highly (   ). B. Highly (   ). C. Moderately (   ). D. Not at all (   )
8. Have you ever been tempted to explore money ritual practices due to Facebook advertisements?
A. Yes, frequently (   ). B. Yes, occasionally (   ). C. Rarely (   ). D. Never (   )
9. How persuasive do you find money ritual advertisements on Facebook?
A. Very persuasive (   ). B. Persuasive (   ). C. Somewhat persuasive (   ). D. Not persuasive (   )
10. Do you believe money ritual advertisements contribute to the get-rich-quick mentality among youth?
A. Strongly agree (   ). B. Agree (   ). C. Neutral (   ). D. Disagree (   ). E. Strongly disagree (   )

SECTION C: 
11. What do you think motivates youth towards the get-rich-quick syndrome?
A. Poverty (      ).   B. Peer pressure (     ).   C. Social media influence (     ). 
D. Lack of employment opportunities (      )
12. To what extent do societal expectations influence youth to seek wealth quickly?
A. Very highly (      ). B. Highly (      ). C. Moderately (      ). D. Not at all (      )
13. Do you believe the lifestyle displayed by influencers and celebrities on social media motivates youth to engage in quick money schemes?  A. Strongly agree (      ). B. Agree (      ). 
C. Neutral (      )   D. Disagree (      ). E. Strongly disagree (      )
14.  What role does family pressure play in the get-rich-quick mentality?  A. Very significant (   ) 
B. Significant (   ). C. Somewhat significant (     ). D. Not significant (      )
15. How likely are youth to engage in illegal activities due to financial pressure?
A. Very likely (     ). B. Likely (     ). C. Neutral (     ).  D. Unlikely (      )
16. How often do you encounter posts related to money rituals on your Facebook timeline?
A. Very often (      ). B. Often (      ). C. Occasionally (      ). D. Rarely (      )
17. What type of content related to money rituals do you come across on Facebook?
A. Sponsored advertisements (      ). B. Shared posts (       ). C. Influencers’ videos (      )
D. Other (      )
18. How do you perceive the spread of money ritual advertisements on Facebook?
A. Very widespread (      ). B. Widespread (       ). C. Somewhat widespread (   ). 
D. Not widespread (      )
19. Do you believe Facebook is regulating the spread of money ritual-related content effectively?
A. Strongly agree (   ). B. Agree (   ).  C. Neutral (   ).  D. Disagree (    ). E. Strongly disagree (    )
20. How likely are youth to report or ignore money ritual-related content on Facebook?
A. Very likely to report (      ). B. Likely to report (     ).  C. Neutral (    ). D. Likely to ignore (      )
E. Very likely to ignore (       )

