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ABSTRACT
This study investigates the role of social media in creating awareness and building brand image for startup companies in Kwara State, using Kam Wire, Ilorin as a case study. In today's digital age, social media platforms such as Facebook, Instagram, Twitter, and LinkedIn have become essential tools for marketing communication and brand development, particularly for new businesses with limited resources. The study explores how Kam Wire utilizes social media to increase brand visibility, engage with customers, and establish a positive corporate identity. A descriptive research design was employed, and data were gathered through questionnaires distributed to employees and social media followers of Kam Wire. The findings reveal that consistent and strategic use of social media significantly enhances brand recognition and customer engagement. Furthermore, social media presence was found to contribute to customer trust and perception of the brand, ultimately supporting the growth of the startup. The study concludes that social media is a cost-effective and powerful medium for startups to build brand equity and recommends that startups in Kwara State invest in social media management and digital content strategies to improve business performance and public perception.
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CHAPTER ONE
INTRODUCTION
1.1.   	Background of the study
The emergence of social media as a critical tool in modern business environments has revolutionized how startups build their brands, engage with customers, and create market awareness (Kaplan & Haenlein, 2010). Social media platforms such as Facebook, Instagram, Twitter, LinkedIn, and TikTok have become essential in the marketing strategies of businesses, particularly startups, due to their cost-effectiveness, wide reach, and interactive capabilities (Mangold & Faulds, 2009). For startups in Kwara State, where traditional marketing strategies may be expensive and less accessible, social media provides a dynamic platform to increase brand visibility, establish credibility, and foster customer engagement (Ogunnaike & Kehinde, 2019).
Startups often face the challenge of limited resources, and as such, leveraging social media can provide an affordable means of reaching target audiences with minimal financial investment (Kapoor et al., 2018). The digital landscape has enabled these businesses to adopt innovative marketing techniques such as influencer marketing, content creation, and digital storytelling to promote their products and services effectively (Tafesse & Wien, 2018). Moreover, social media offers a two-way communication channel that allows businesses to receive immediate feedback from consumers, thereby improving service delivery and product development (Agnihotri et al., 2016).
In Kwara State, the rapid digital transformation and increasing internet penetration have created an enabling environment for startups to thrive using social media. However, despite its numerous benefits, many startups struggle with proper social media utilization due to a lack of expertise, inadequate content strategy, and inconsistency in engagement (Eze et al., 2020). The present study, therefore, seeks to explore the role of social media in creating awareness and building brand image for startup companies in Kwara State, with a focus on its advantages, challenges, and potential for business growth.



1.2.  	Statement of the Problem
The growth of startups in Kwara State has been hindered by several challenges, including limited access to traditional marketing channels, low brand visibility, and difficulties in establishing consumer trust (Oluwaseun & Adebayo, 2021). Unlike well-established firms with significant financial resources to invest in large-scale advertisements, startups often rely on word-of-mouth and local networking, which may not be sufficient to compete in an increasingly digitalized economy (Ogunnaike et al., 2017). Given this, social media presents an alternative means for these businesses to enhance their brand awareness and build a positive corporate image.
Despite the increasing adoption of social media among startups, many businesses in Kwara State have failed to maximize its full potential due to several constraints. These include a lack of knowledge on effective social media strategies, poor audience engagement, and an inability to create compelling digital content (Okonkwo et al., 2020). Additionally, the fast-paced nature of social media trends requires businesses to adapt quickly, which many startups struggle to do due to resource limitations and insufficient training in digital marketing (Adebisi & Olayemi, 2019).
Furthermore, negative online reviews and social media crises can damage a startup's reputation if not managed effectively (Kapoor et al., 2018). Many startups lack crisis management strategies to handle customer complaints, misinformation, or online backlash, which can impact their overall brand image (Dijkmans et al., 2015). These challenges necessitate an in-depth investigation into how startups in Kwara State can optimize social media to create awareness, build a strong brand identity, and sustain business growth.
This study aims to examine the effectiveness of social media as a branding and awareness tool for startups in Kwara State, identify the major challenges businesses face in utilizing social media, and propose strategies for improving online engagement and brand reputation. By addressing these issues, the research will contribute valuable insights to entrepreneurs, digital marketers, and policymakers interested in fostering a thriving startup ecosystem in Kwara State.


1.3. 	Research Objective
The primary aim of this study is to examine the role of social media in creating awareness and building brand images for startup companies in Kwara State. The specific objectives include:
i. To assess the effectiveness of social media platforms in enhancing brand visibility and customer engagement for startups in Kwara State.
ii. To identify the major challenges faced by startups in Kwara State when utilizing social media for brand awareness and image building.
iii. To explore strategies that can optimize social media utilization for improved brand positioning and business growth among startups in Kwara State.
1.4.  	Research question
i. How effective are social media platforms in enhancing brand visibility and customer engagement for startups in Kwara State?
ii. What are the major challenges faced by startups in Kwara State when utilizing social media for brand awareness and image building?
iii. What strategies can be implemented to optimize social media utilization for improved brand positioning and business growth among startups in Kwara State?

1.5.  	Research hypotheses
H₀₁: Social media platforms do not have a significant impact on brand visibility and customer engagement for startups in Kwara State.
H₀₂: There are no significant challenges faced by startups in Kwara State when utilizing social media for brand awareness and image building.
H₀₃: The implementation of social media strategies does not significantly enhance brand positioning and business growth among startups in Kwara State.
1.6.  	Significance of the Study
This research on the role of social media in creating awareness and building brand images for startup companies in Kwara State is significant in several ways. It provides insights into how social media platforms can be effectively leveraged to promote startup businesses, enhance brand visibility, and improve customer engagement. The findings of this study will be beneficial to entrepreneurs, business owners, policymakers, marketing professionals, and researchers.
i. Contribution to Startup Growth and Sustainability: This study will highlight how startups in Kwara State can utilize social media to establish a strong market presence, gain competitive advantages, and attract a broader customer base. Since many startups struggle with limited financial resources for traditional marketing, this research will provide practical recommendations on how cost-effective social media marketing strategies can drive brand growth and sustainability.
ii. Guidance for Entrepreneurs and Business Owners: Startup founders and small business owners in Kwara State will benefit from this study by understanding the impact of social media marketing on business success. The study will offer insights into the best practices for using platforms like Facebook, Instagram, Twitter, LinkedIn, and TikTok to engage customers, increase brand awareness, and improve business performance.
iii. Academic and Theoretical Contribution: This research contributes to the body of knowledge in digital marketing, entrepreneurship, and business management by analyzing the role of social media in brand building. The findings will provide empirical data that future researchers and scholars can use to explore related topics on digital marketing and startup development.
iv. Policy Implications for Business Development: The study will also be useful to government agencies, business development organizations, and policymakers in Kwara State. By understanding the challenges startups face in leveraging social media, policymakers can develop initiatives, training programs, and regulatory frameworks that support digital entrepreneurship and business growth.
v. Enhancing Customer Engagement and Brand Loyalty: Since customer engagement is crucial for brand loyalty, this research will explore how social media can help startups build lasting relationships with their customers. The study will analyze how businesses can use digital interactions, online customer service, and influencer marketing to enhance their brand reputation and customer trust.
vi. Identification of Challenges and Solutions: Many startups face difficulties in utilizing social media effectively due to a lack of expertise, content creation challenges, and algorithm changes on social platforms. This study will identify such challenges and propose strategic solutions to help businesses optimize their digital marketing efforts.
1.7.  	Scope and Limitation of the Study
1.7.1. Scope of the Study
This study focuses on examining the role of social media in creating awareness and building brand images for startup companies in Kwara State. It specifically investigates how startups utilize various social media platforms such as Facebook, Instagram, Twitter, LinkedIn, and TikTok to increase brand visibility, engage customers, and enhance their overall business growth. The research will analyze different social media strategies, including content marketing, influencer marketing, and customer engagement techniques, to understand their effectiveness in brand building.
Geographically, the study is limited to startups operating within Kwara State, Nigeria. This allows for a detailed exploration of the digital marketing landscape specific to businesses in this region. The study also focuses on startups across various industries, including retail, technology, services, and manufacturing, to provide a broader understanding of social media's role in different business sectors.
In terms of the temporal scope, the research will examine data from the past five years (2020–2025), as this period represents a significant phase in the rapid growth and transformation of digital marketing practices. By focusing on recent trends, the study aims to provide up-to-date insights on the impact of social media on brand awareness and business development.
1.7.2. Limitations of the Study
Despite its significance, this study has certain limitations. One major limitation is the restricted geographical scope to Kwara State, meaning the findings may not be fully generalizable to startups in other regions of Nigeria or globally. While Kwara State provides a relevant context for the study, businesses in other states may experience different challenges and opportunities in utilizing social media for branding.
Another limitation is the reliance on self-reported data from startup owners, employees, and digital marketers. The information provided through surveys and interviews may be influenced by personal perceptions, bias, or exaggeration, which could affect the accuracy and objectivity of the findings. Additionally, some startups may lack structured records or measurable metrics on their social media performance, making it difficult to obtain precise quantitative data for analysis.
Furthermore, the dynamic nature of social media presents another challenge. Social media platforms constantly evolve, with changing algorithms, trends, and user behaviors. As a result, the findings of this study may become less relevant over time as new platforms emerge and marketing strategies shift. This limitation underscores the need for continuous research in digital marketing and social media branding.
Lastly, financial and time constraints may limit the study's ability to comprehensively cover all startups in Kwara State. Due to resource limitations, the research will focus on a selected sample of startups that actively use social media for branding. This may exclude businesses that have not yet fully adopted digital marketing strategies, thereby limiting the generalizability of the study’s conclusions.
1.8.  	Organizational Plan of the Study
This study is structured into five chapters, each addressing a specific aspect of the research. The organization of the study ensures a logical flow of information, from the introduction of the research problem to the analysis and discussion of findings, followed by conclusions and recommendations.
The first chapter presents the introduction, which includes the background of the study, statement of the problem, research objectives, research questions, research hypotheses, significance of the study, scope and limitations, definition of key terms, and organizational plan of the study. This chapter provides an overview of the research and establishes the foundation for the subsequent sections.
The second chapter focuses on the literature review. It examines existing studies, theories, and models related to social media marketing, brand awareness, and image building for startups. The chapter explores relevant concepts, such as digital marketing strategies, consumer engagement, and the impact of social media on business growth. It also highlights gaps in the existing literature and establishes the theoretical framework for the study.
The third chapter outlines the research methodology, detailing the research design, population of the study, sampling technique, data collection methods, and data analysis techniques. It explains the approach used in gathering and analyzing data to ensure the reliability and validity of findings. The chapter also addresses ethical considerations in conducting the research.
The fourth chapter presents the data analysis and discussion of findings. The collected data is analyzed using appropriate statistical tools, and the results are interpreted in relation to the research objectives and hypotheses. The findings are discussed critically, comparing them with previous studies to draw meaningful conclusions about the role of social media in startup branding.
The final chapter provides the summary, conclusion, and recommendations. It summarizes the key findings, restates their implications for startups in Kwara State, and offers recommendations for business owners, policymakers, and future researchers. The chapter also suggests areas for further studies to expand knowledge on social media branding strategies for startups.
1.9.  	Definition of Key Terms
To ensure clarity and a proper understanding of the study, the following key terms are defined:
i. Social Media – Social media refers to digital platforms and applications that enable users to create, share, and engage with content in real time. Examples include Facebook, Instagram, Twitter, LinkedIn, TikTok, and YouTube (Kaplan & Haenlein, 2010).
ii. Brand Awareness – Brand awareness is the extent to which consumers recognize and recall a brand when they encounter its products, services, or marketing efforts. It is a key factor in influencing consumer purchasing decisions and building customer loyalty (Aaker, 1991).
iii. Brand Image – Brand image refers to the perception, associations, and reputation that consumers have about a brand based on their experiences, interactions, and exposure to its marketing messages (Keller, 1993).
iv. Startup Companies – Startups are newly established businesses that are in the early stages of development, often characterized by innovation, high growth potential, and limited resources (Ries, 2011).
v. Customer Engagement – Customer engagement refers to the level of interaction, involvement, and emotional connection that consumers have with a brand through various communication channels, particularly on social media (Brodie et al., 2011).
vi. Digital Marketing – Digital marketing is the use of online platforms, such as social media, websites, email, and search engines, to promote products or services and connect with target audiences (Chaffey & Ellis-Chadwick, 2019).
vii. Influencer Marketing – Influencer marketing is a strategy that involves collaborating with individuals who have a large following on social media to promote a brand, product, or service (Freberg et al., 2011).
viii. Electronic Word-of-Mouth (e-WOM) – e-WOM refers to consumer-generated content, reviews, or recommendations shared online that influence other consumers' perceptions and purchasing decisions (Hennig-Thurau et al., 2004).
ix. Social Media Analytics – Social media analytics involves the process of collecting, measuring, and interpreting data from social media platforms to assess performance, engagement, and marketing effectiveness (Zeng et al., 2010).
x. Entrepreneurship – Entrepreneurship is the process of identifying a business opportunity, developing a business model, and taking risks to establish and grow a business venture (Shane & Venkataraman, 2000)


CHAPTER TWO
LITERATURE REVIEW
2.1. 	Conceptual Review
2.1.1	Concept of Social Media
Social media has emerged as a transformative tool in the digital age, reshaping communication, marketing, and business operations. It provides an interactive and user-driven platform where individuals, organizations, and communities can share information, network, and engage in conversations. Social media encompasses various platforms that facilitate social interaction, user-generated content, and real-time engagement. As highlighted by Kaplan and Haenlein (2010), social media refers to "a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0, which allow the creation and exchange of user-generated content." This definition underscores the interactive nature of social media and its significance in modern digital communication.
2.1.2	Definition of Social Media
Different scholars have provided various definitions of social media based on its characteristics and applications. Boyd and Ellison (2007) define social media as "web-based services that allow individuals to (1) construct a public or semi-public profile within a bounded system, (2) articulate a list of other users with whom they share a connection, and (3) view and traverse their list of connections and those made by others within the system." This definition highlights the role of social media in fostering online relationships and digital networking.
Similarly, Kietzmann et al. (2011) emphasize that social media consists of platforms that facilitate content sharing, user interaction, and community building. These platforms have revolutionized communication by shifting from one-way broadcasting to a two-way interaction model, enabling users to create, modify, and share content dynamically.
2.1.2.1	Characteristics of Social Media
The distinguishing features of social media set it apart from traditional media channels. Several scholars have identified key characteristics that define social media, including:
Interactivity: One of the most significant characteristics of social media is its interactive nature. Unlike traditional media, which relies on one-way communication, social media allows for real-time engagement between users and organizations. According to McLuhan (1964), interactive media create a participatory culture where users are both content consumers and creators. This two-way communication enhances engagement, feedback, and collaboration (Mangold & Faulds, 2009).
User-Generated Content: User-generated content (UGC) is at the core of social media platforms. Kaplan and Haenlein (2010) describe UGC as "media content created by end-users rather than professionals." This includes text, images, videos, blogs, reviews, and social media posts. The participatory nature of social media empowers users to influence trends, opinions, and brand perceptions.
Connectivity and Networking: Social media facilitates digital networking by enabling users to establish and maintain online relationships. Castells (2009) in his Network Society Theory argues that social media has redefined human interaction by creating a global digital network where individuals and businesses connect beyond geographical limitations. This networking feature is evident in platforms such as LinkedIn, Facebook, and Twitter (X), which provide spaces for professional and social interactions.
Real-Time Communication: Social media supports instantaneous communication, allowing users to share information, updates, and news in real time. According to Kaplan and Haenlein (2010), real-time engagement enhances information dissemination and enables organizations to respond quickly to customer inquiries and feedback. This immediacy has made social media a valuable tool for businesses, political campaigns, and crisis communication (Coombs, 2007).
Multimodal Communication: Social media integrates multiple forms of communication, including text, audio, video, and live streaming. This multimodal approach enhances user experience and engagement. As highlighted by Jenkins (2006) in Convergence Culture, social media platforms converge different media types, providing a rich communication landscape.
2.1.2.2	Classification of Social Media Platforms
Social media platforms can be categorized based on their primary functions and features. Several researchers have classified social media into different types:
Social Networking Sites (SNS): Social networking sites enable users to create profiles, connect with others, and share content. Boyd and Ellison (2007) describe SNS as "web-based services that allow individuals to construct a profile, articulate a list of connections, and interact within their network." Examples include Facebook, LinkedIn, and Twitter (X).
Media-Sharing Platforms: These platforms focus on the sharing of multimedia content, such as videos, images, and music. YouTube, Instagram, TikTok, and Pinterest are examples of media-sharing sites that allow users to upload, edit, and distribute content to a broad audience (Lipsman et al., 2012).
Microblogging Platforms: Microblogging platforms provide users with a space to share short messages, thoughts, and updates. Twitter (X) and Tumblr are leading examples of microblogging sites that support real-time discussions and news dissemination (Java et al., 2007).
Discussion Forums: Discussion forums are platforms that facilitate knowledge-sharing and problem-solving within online communities. Reddit, Quora, and Stack Exchange serve as spaces for discussions, expert insights, and Q&A interactions (Wang et al., 2018).
Messaging Apps: Messaging applications such as WhatsApp, Telegram, and Facebook Messenger enable instant communication between individuals and groups. These platforms support text messaging, voice calls, video calls, and file sharing, making them essential tools for personal and professional communication (Church & de Oliveira, 2013).
2.1.2.3	The Role of Social Media in Society
Social media plays a multifaceted role in modern society, influencing various domains such as communication, business, politics, and education.
i. Enhancing Communication and Connectivity: Social media serves as a bridge for global communication, enabling individuals to stay connected regardless of geographical barriers. Platforms such as Facebook, Twitter (X), and WhatsApp facilitate instant messaging, video calls, and group interactions. According to Kaplan and Haenlein (2010), social media fosters real-time communication, making it easier for families, friends, and colleagues to maintain relationships. The interactive nature of social media allows people to engage in discussions, share experiences, and express opinions freely, promoting social connectivity.
ii. Promoting Education and Knowledge Sharing: Social media has revolutionized education by providing access to online learning resources, tutorials, and virtual academic discussions. Platforms such as YouTube, LinkedIn Learning, and Coursera enable students to access lectures and skill-development programs from anywhere in the world. According to Tess (2013), social media supports collaborative learning by allowing students to participate in online forums, academic groups, and peer discussions. Additionally, scholars and educators use Twitter and academic blogs to share research findings and educational materials.
iii. Driving Economic Growth and Business Expansion: Businesses use social media for marketing, branding, and customer engagement. Platforms like Instagram, TikTok, and LinkedIn offer cost-effective advertising and networking opportunities. According to Mangold and Faulds (2009), social media provides a hybrid marketing channel where companies can directly engage consumers, analyze trends, and tailor their products or services based on customer feedback. Small and medium enterprises (SMEs) particularly benefit from the affordability and accessibility of social media marketing, allowing them to compete with larger corporations.
iv. Influencing Public Opinion and Political Participation: Social media has become a powerful tool for political mobilization and awareness. Citizens use platforms such as Facebook and Twitter to discuss political issues, campaign for social justice, and hold leaders accountable. A study by Howard and Hussain (2013) found that social media played a significant role in the Arab Spring protests, allowing activists to organize demonstrations and disseminate information. In democratic societies, political candidates leverage social media to engage with voters, communicate policies, and address public concerns.
v.  Strengthening Crisis Management and Emergency Response: Social media plays a crucial role in crisis communication, particularly during natural disasters, pandemics, and emergencies. Government agencies, health organizations, and relief groups use platforms like Twitter and WhatsApp to provide real-time updates and safety guidelines. Schultz, Utz, and Göritz (2011) highlight that social media enhances crisis management by ensuring rapid information dissemination and citizen engagement. For instance, during the COVID-19 pandemic, social media was instrumental in spreading public health information and combating misinformation.
vi. Facilitating Cultural Exchange and Global Awareness: Social media fosters cultural exchange by providing platforms where people from diverse backgrounds share traditions, languages, and artistic expressions. YouTube and TikTok, for example, allow users to showcase their cultural heritage through music, dance, and storytelling. According to Castells (2009), globalization has been accelerated by digital communication, making it easier for individuals to understand and appreciate different cultures. Hashtags and online campaigns promote awareness about global events, such as climate change and human rights issues, fostering cross-cultural dialogue.
vii. Empowering Activism and Social Movements: Social media has revolutionized activism by giving marginalized groups a voice and facilitating large-scale mobilization. Movements such as #BlackLivesMatter and #MeToo have gained global traction through social media campaigns. According to Tufekci (2017), digital activism enables rapid organization and dissemination of information, reducing reliance on traditional media. Social media activism allows individuals to advocate for social change, challenge systemic injustices, and create awareness about pressing issues.
viii. Affecting Mental Health and Well-being: While social media offers many benefits, it also has implications for mental health. Excessive use of social media has been linked to anxiety, depression, and low self-esteem, particularly among young people. Keles, McCrae, and Grealish (2020) found that social media addiction can contribute to negative self-perception due to exposure to unrealistic beauty standards and online bullying. However, social media can also promote mental health awareness by providing support groups, online counseling, and access to mental health resources.
ix. Shaping Consumer Behavior and Lifestyle Trend: Social media significantly influences consumer behavior and lifestyle choices through influencer marketing and digital content. Platforms like Instagram and YouTube promote fashion, fitness, and wellness trends, shaping purchasing decisions. Research by Djafarova and Rushworth (2017) found that social media influencers have a strong impact on consumer preferences, as users tend to trust peer recommendations over traditional advertisements. Brands collaborate with influencers to promote products and create brand loyalty, making social media a dominant force in modern consumer culture.



2.1.3	Social Media Marketing
"Social media are web-based services that allow individuals, communities, and organizations to collaborate, connect, interact, and build communities by enabling them to create, co-create, modify, share and engage with user-generated content that is easily accessible" as explained by Sloan & Quan-Haase (2017, p. 17). In addition, this content can be distributed through many social platforms in several kinds of forms including blogs, discussion forums, images, films, etc.
Social Media networks have become the most influential phenomenon in communication in recent decades (Kaplan & Haenlein, 2010). In them, the interaction between a community is allowed and facilitated, which helps build trust and a “common feeling” among their members (Leimeister, Sidiras, & Krcmar, 2006). It offers people new ways to build and maintain social networks, create relationships, share information, create and edit content, or even participate in social movements; all through a virtual platform (Lorenzo-Romero, Constantinides, & Alarcón-del-Amo, 2011). This interaction between its members can include text, images, audio, videos or any other type of communication format (Ryan & Jones, 2009, p. 152). According to Fuchs (2008, p. 239-240), some of the most important characteristics of “virtual communities” in social media are their continuous voluntary interaction between its members, their shared interests and topics, the existence of formal and informal conventions, and the global dimension and speed with which relationships develop.
[bookmark: page11]Currently, social media platforms are considered of great importance, both for individuals and for companies; since they help maintain existing social ties and encourage the development of new connections between users (Boyd & Ellison, 2007). These platforms have become an interactive medium that allows the development of direct and personalized communication between the company and clients as well; without geographical or temporary limitations. In addition, social media networks make possible different types of interactions with customers; such as advertising and information, presales, order configuration, purchases, after-sales services, etc (Kim, & Ko, 2012). As the direction of communication between the company and customers is bidirectional, businesses can take advantage of these social media marketing tools to build relationships with their clients in a more direct, effective, and controllable way (Sashi, 2012).

2.1.4	Social Media Usage
Companies, seeing the growth of social media usage among consumers, are starting to use them in their marketing strategy due to their low cost and their popularity. These platforms are being used to build their brand, increase awareness, measure their reputation from customer relationships (Harris & Rae, 2009), for brand management (branding) (Christodoulides, 2009), to communicate with their customers (Jansen, Zhang, Sobel & Chowdury, 2009). However, there are different ways to use social media in the business world. Companies can obtain data from user’s natural behavior and activity. This allows the exploration of behavior patterns from friend requests, follows, likes, or tweets (Hogan, 2008). This way, it allows businesses to approach consumers quickly and directly, at a relatively low cost, and with greater efficiency than traditional marketing tools. As observed, social media platforms are not only relevant for large companies but also for SMEs, profit and non-profit organizations, or the government (Kaplan & Haenlein, 2010). And even though companies can measure some elements of interaction with their customers through statistics offered by social media networks or from specialized computer programs; it is still unclear whether the strategic or tactical impact is high or low. In fact, there is a consensus among marketing professionals that there is a complex problem when measuring and monetizing marketing activities in social networks (Clemons, 2009).
[bookmark: page12]In this new social media universe of user-generated content, businesses play a fundamental role in it, as consumers share their enthusiasm about their favorite brand through these platforms (Hennig-Thurau, Malthouse, Friege, Gensler, Lobschat, Rangaswamy, & Skiera, 2010), by commenting on its products and services (Chan & Ngai, 2011). Although the influence of social media marketing on business’ performance remains an unknown topic, there is no doubt that they play a key role in the future of marketing (Harris & Rae, 2009). Confirming Lindgreen, Palmer, & Vanhamme (2004), who anticipated that electronic and interactive marketing, as well as network marketing, would have greater development in the upcoming years. It should be noted that not everything related to internet advertisement can be considered as positive. There can be privacy or data security problems which suggest that social networks require structural control; otherwise, their attractiveness, credibility, and content value may decrease significantly (Otto & Simon, 2008).
 Despite the negative sides aforementioned about internet advertisement, Öztamur & Karakadılar (2014) emphasize their importance in online marketing since this type of advertisement has increased for small and medium businesses. They mention companies have to be present where the consumer is and carry out their marketing strategies accordingly. Now, the usage of social media has become popular among consumers, therefore, companies have to develop their strategies there in a more planned and structured way to make them more effective. Social media marketing has modified the way to attract and keep new customers; some features may include having an attractive content and environment, where the public can obtain information (Öztamur, & Karakadılar, 2014). An essential element in social media marketing is that it must be focused on the consumers; there must be an interaction between the promotional campaign and the consumers that receive it. Moreover, social media marketing represents a dramatic, but beneficial change when it comes to searching and purchasing goods and services regardless of advertising, marketing campaigns or messages; with it, customers make decisions on their own terms, relying on trusted networks to form opinions of a brand (Paquette, 2013).
As previously stated by Katona et al. (2011) it is necessary that companies have a professional presence in the main social media platforms such as Facebook, Instagram, or Twitter. whose main objective is not the sale of products and services, but their exposure to the public; creating a community of users with an emotional link with the brand (Iankova, Davies, Archer-Brown, Marder, & Yau, 2019). Therefore, as Lorenzo-Romero et al. (2011) implied, the main goal of social media networks for companies’ brands is to convert strangers into friends, friends into customers and customers into brand evangelists. For this reason, having social media platforms have become an excellent marketing tool for businesses. After all, as advertised by many popular social media networks, creating an account would not represent any investment since they are absolutely free of cost. However, it is worth mentioning that businesses can still find paid advertising within social media networks if they wish to.
2.1.5	 Social Media Paid Advertising
[bookmark: page13]Paid advertising is “any form of nonpersonal presentation and promotion of ideas, goods or services by an identified sponsor. Not only for profit organisations but also a wide range of not-for-profit organisations, professionals, and social agencies use advertising to promote their causes to various target publics” (Parment, Kotler, & Armstrong, 2016, p. 367). Colliander, & Dahlén (2011) indicate that paid publicity in social media networks are growing in investment over traditional advertising methods. Practically, the majority of social media platforms already incorporate formulas to effectively advertise on them. Furthermore, out of all digital marketing strategies, social media publicity (Facebook Ads, Instagram Ads, etc) is the only one that allows to achieve results immediately (Colliander, & Dahlén, 2011). In Table 1, statistics can be appreciated from two major social media platforms that are popular around the world in order to understand their global coverage according to their users and the starting prizes that each of them have for paid advertisements.
Table 1 Statistics on Facebook and Instagram
	
	FACEBOOK
	INSTAGRAM

	Active Users
	Around 2.4 billion
	Around 1 billion

	Daily Users
	Around 1.5 billion
	Around 500 million

	Business Pages
	60 million +
	25 million +

	% of Business investing in ads
	75%
	69%

	Minimum Investment
	$1 USD
	$1 USD

	Users Reached Through Ads
	Around 2 billion
	Around 802 million



Note. Adapted from statistics found by Pokrop (2019), Smith (2019), and Yu (2019)
2.1.6	 Brand
According to Kotler & Keller (2005, p.549), a brand is `` name, term, sign, symbol, design or a combination of these that identifies the markers or seller of the product or services‟. According to this definition, name, sign or symbol is used to represent a business product or service from competitors of the organization as it also includes the intangible, and intangible values that are the source of reputation in the market (Kotler et al., 2005). Furthermore, a brand is separate from the service or the product as products and services can be anything that a business offers to the audience and can be change according to the demand or change in time and change in trend of market as these are for use or consume to meet the needs or wants of consumers to obtain satisfaction (Kotler et al., 2005).
[bookmark: page14]Doyle & Stern (2006) mention that brands have a different value for the business, and a different value from the product. Value of brand is important from a consumer's perspective as it helps them to get specific brand into consideration and it can be intangible since it varies depending on a person’s level of satisfaction. Good will of the brand is created and developed because of both experiences that are emotional and functional experiences of the brand which plays a vital role in consumer’s purchasing behavior and decision (Doyle & Stern, 2006).
2.1.6.1 Brand Awareness
In marketing, brand awareness refers to the strength with which any brand is present in a consumer's mind (Pappu, Quester, & Cooksey, 2005); it occurs when there is an association between the brand and the type of product, where the potential consumer recognizes or associates the brand as a member of a certain product category. With that, awareness can be simply from brand recognition to brand recall or just a memory of the product; being dominant, if it’s the only brand remembered by the consumer (Hakala, Svensson & Vincze, 2012). Although many do not consider this concept as a source of brand value creation, Aaker (1992) states that many firms already see this dimension as important. Brand awareness has been studied extensively by many authors who recognize its benefits and repercussions for brands, focusing mainly on their measurement and taxonomy. However, there are different perspectives of this concept, but the ones that stand out the most are: its usefulness as an advertising approach (Miller & Berry, 1998), and its influence on consumer behavior (Ratneshwar & Shocker, 1991). The existence of a specific brand that offers specific kind of products and market audience must be aware of it is known as brand awareness (Kotler et al., 2005).
According to Jin & Villegas (2007), they define that brand and product have a link between them because it makes the consumer to get capacity of recognition or remembering a specific brand, only because of brand awareness that it is differentiated between a brand from others in the market. Furthermore, they talk about the importance of brand awareness in brand equity as it is an important component (Jin & Villegas, 2007). They stated further that purchasing intention and attitude towards brand is developed only through brand awareness (Aaker, 1991). Moreover, he discussed the factors that add awareness values in different ways that include establishing further linkage/ partnership, rapport building, dedication and brand to undertaker. All these factors add values when brand becomes top-of-mind among the customers (Gautam & Shrestha, 2018). In Figure 1, the factors that add value to brand awareness are illustrated.
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Figure 1 Adapted from Brand Awareness (Aaker, 1991. p.63)
According to Sasmita & Mohd Suki (2015) brand association affects the brand images that are valuable for any business in the market and helps to add value in brand awareness. Moreover, establishing a link to get recognition when a new product is introduced in the market, because there are less chances for being purchased by consumers without having knowledge about the new release as without having any identity. Huang, Rong & Sarigollu (2014) argue it would be difficult for consumers to become aware of the characteristics of the product; only possible to have good recognition in the market by providing or adapting a brand switcher and creating product trials from previous experiences. This will help enhance brand awareness and an identification to a new product in order to develop relationships between them.
[bookmark: page16]Kumar & Moller (2018) claim, brand familiarity motivates customers to adopt the brand products when they release something new with brand name. It is common that customers like to be familiar with the products as people have their experiences and have better knowledge about the product or service because brand knowledge and past experiences of the consumers make the brand and product well known (Kumar & Moller, 2018). It is mostly common when consumers are familiar with the product, they make decisions without knowing about other products because of their preferences (Aaker, 1991). However, commitment with brand adds value to brand equity which is also linked to brand awareness.
As Tuskej, Golob & Podnar (2013) claim, there is a relationship between brand commitment and brand values as it has a positive influence on customers to keep themselves loyal to the brand. This happens after having the awareness in the customers about the product of the company as consumers will continue to buy the product even if they do not have better knowledge about it. Because of the better awareness about the brand and its product, consumers become committed and loyal with the brand name of the company (Tuskej et al., 2013). Furthermore, it is natural in consumers’ buying mentality that when it comes to purchasing a product, they consider three or four different brands as they have different experiences with them in the past. Wang & Zhang (2009) explain that customer behavior towards selecting a brand is influenced by the level of satisfaction or dissatisfaction from past experiences from their point of view.
2.1.2 Achieving Brand Awareness
Every business wants to reach to the higher brand recognition in the market. It is important to achieve awareness of the product and the link with the brand for its consumer market when the product is newly launched by the business (Kumar & Moller, 2018). There are many ways but according to Aaker (1991), he discussed many factors that can be helpful for a brand to achieve maximum brand awareness: The most important factor in achieving better awareness about the brand is to have a different and unique slogans that represent the brand and its image to the customers as it helps them to get a clear image of the brand instantly and identification whenever they find out or read it somewhere (Till, Baack & Waterman, 2011).
According to Aaker (1991) it is important to have product differentiation from the brand class as there can be the risk of similarity in the way of communication and product feature, to avoid such conditions, it has to be unique in order to remain in the mind of the customer and not forget about the brand. Furthermore, brand associations add valuable effect on brand value because it helps to identify the difference and meaning of brand image to its potential customer (Till, et al. 2011). A brand symbol helps its potential customers to recall or remain in their minds as they can memorize the visible design of the brand because logos show the link between brand and product as it plays a vital role in developing and maintaining brand awareness (MacInnis, Shapiro, & Mani, 1991).
[bookmark: page17]Moverover, the most convenient and effective way of enhancing and creating better brand awareness in the marketing to use the promotions and advertisement as it is one of the most important ways of getting awareness for a brand in the consumer market (Jalleh, Donovan, Giles-Corti & Holman, 2002). Promotional tools that organizations use to spread awareness about their brand can gain better publicity among the consumers, because advertising influence brand equity value in a positive way (Osman & Subhani, 2010).
Sponsorship in events is another helpful way to provide, create, increase, and maintain awareness about the brand; this is an efficient and less time-consuming way to spread the awareness in specific areas (Jalleh et al., 2002). Event sponsorship plays a vital role to enhance value in brand equity (Kim, 2010). Stegemann (2006) claims this is a useful technique in order to enhance brand awareness in the market by associating the same brand with other product lines as there can many manufacturing products by the same brand name and wide range of products in the market for customers. These changes in brand extension help brand growth rapidly in the market and gain competitive advantage in the consumer market (Stegemann, 2006). Unique and different packaging plays a significant role for a brand to create and show brand image in the mind of the consumers as well (Till et al. 2011). If there is a logo or wrap of the packaging missing that represents a specific brand’s name and the consumer notices it, means that the company's brand name has greater awareness in the consumer market (Aaker,1991).
It can be that there is high competition in the market so the customer may mix the brand images from different companies in their mind. It is easier to create and provide awareness about the brand in the market to its potential customers, however, it is difficult to remain in customers minds so they can recall the brand later on (Dauphinee, Doxey, Schleicher, Fortmann, & Henriksen, 2013). Therefore, it is necessary for a brand to be more outstanding to get remembered by its customers (Aaker, 1991). Furthermore, advertisement strategies have influence on branding and shows involvement on brand recall of specific products (Dens & Pelsmacker, 2010).
According to Osman & Subhani (2010) a competitive advantage for a brand is to maintain a top position in the market by the continuous advertisements and promotions in order to create brand awareness, while on the other hand it also affects its brand competitive to face decrease in recall of their brands in the market. Moreover, awareness can bring fast communication and consumer engagement and the main objective for serving brand marketing in the market is to obtain awareness and brand recall for those established brands (Weinberg & Pehlivan, 2011).
2.1.6.3 Measuring Brand Awareness
[bookmark: page18]When someone talks about any product and the first brand name that comes to a consumer’s mind, shows the indication of highest awareness about brand in a particular category; this represents a gain in consumer market as it is always trying to achieve such a level of awareness in the marketplace where competition is high (Jones, 1999). A strong brand has a high effect on consumer response to the product which is affiliated with the brand and it has a positive influence on consumer’s buying behavior with high preference. A good brand image is also known as a valuable asset of the business (Parment, et al., 2016, p. 231).
However, this is a level also known as first stage in awareness of brand where consumers have the ability to identify any specific brand from others (Aaker,1991). It is an initial recall when a customer can recognize and identify the name of the brand from similar companies which have the same product but different brand names and it is important from a consumer's perspective to identify the right brand when it comes to buying process (Dauphinee et al., 2013).
The measurement of brand awareness which shows the name of a brand expected by the consumer in specific product class as brand recall is important when consumers buy things on a daily basis and they decide to go for any specific brand (Walsh, Kim & Ross, 2008). Moreover, when any business places its name in the market, it gets the positive influence on brand equity which is known as brand image in the consumer market for business, these brand image enhancements affect product sales as a result of it (Walsh et al., 2008).
The stage of measurement in brand awareness that show that when a consumer keeps a brand in mind and can recall within the other brands with similar product class is considered with high rate of awareness among the consumers in the market (Dauphine et al., 2013). Moreover, many well-known brands use social media platforms such as Twitter to stay top-of-mind in consumer market online and consumers follow these brands and get daily news feed; which is a good way to keep in touch with potential customers (Weinberg & Pehlivan, 2011). As illustrated in Figure 2, the different four main stages of brand awareness are shown. 
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[bookmark: page19]2.1.7 Small Businesses
In today’s world, small businesses are recognized as one of the main contributors to the increase in development and employment; playing an important role when it comes to global economic growth. However, in the absence of an agreement between authors of research studies, the term "small business" has been defined differently in every country according to their local needs (El-Gohary, 2010). Even though in most countries, the number of workers is often used when determining the category of small businesses, its definition may vary according to the context and other factors such as volume of sales, type of customers, etc.
[bookmark: page20]For example, according to El-Gohary (2010) a business is considered small: in the United States when they have less than 100 workers or annual sales less than $ 5 million; in the European Union when they have from 10 to 49 workers or an annual turnover less than 10 million Euros; in Australia less than 20 workers; in India the number of workers does not matter, but the total investment must be less than 10 million Indian Rupees in industrial companies and less than 1 million in service companies; or in Latin America less than 50 workers.
McCartan-Quinn & Carson (2003) and Gruber (2004) have an agreement that being new and small presents special challenges for any business. However, despite facing these difficulties, small companies also tend to be more creative and innovative than large companies. One reason that people make the decision to start a new business can arise when people do not have employment options. As Schrör (2009) indicates, new companies are generally initiated by young people (on average between 30 and 40 years old), who have new ideas and are willing to introduce innovations to the market.
Small companies have special characteristics that place them in a position of disadvantage when compared to large companies at the time of marketing. The majority face limitations in relation to: financial resources, personnel for research and analysis, time if considering that they should worry about short term results (Gilmore, Carson, & Grant, 2001) and lack of experience or knowledge to efficiently apply the marketing process (Stokes, 2000). These limitations constitute important challenges to overcome in order to succeed in the market, some of these are not exclusive to small businesses, but given their limitations, they will have greater obstacles to face them and remain in an increasingly dynamic and competitive market.
Traditional marketing practices have been based on the models developed for large organizations as shown in Coviello et al. (2000) and Hills, Hultman, & Morgan (2008). Moreover, marketing practices in small businesses differ from practices performed in large businesses, or the marketing practices presented in textbooks. However, studies by Hogarth-Scott, Watson, & Wilson (1996) and Siu & Kirby (1998) indicate that the knowledge of basic marketing principles is important for the success of small businesses; concepts such as market orientation, segmentation, positioning and competitive advantage since they are equally applicable to small and large companies. As an example, there is a general consensus regarding the positive influence of a company's market orientation on its business results, understood as the creation of market information, the spread of that information throughout the departments and the response to such information from the entire organization (Verhees & Meulenberg, 2004). This orientation reflects the extent to which companies adjust their marketing policies to market information, which leads to adapt offers to present and future needs expressed by customers and market structures.
[bookmark: page21]Furthermore, studies like Martin (2009) conclude that the theories of “classic marketing” are not applicable to small businesses, which is consistent with the bibliography that supports these thoughts. Small businesses generally have a small number of customers, and limited marketing skills; this added to a lack of formal planning, makes it very difficult to use marketing techniques such as the 4 P's, or market segmentation (Zontanos & Anderson, 2004). Some authors like Gruber (2003) or Morrish & Deacon (2009) explain that small business marketing is a relatively new area in scientific research; therefore, despite the efforts to consolidate a new paradigm, an integrated analysis is still not available, the results are fragmented, and concrete theory does not yet exist. Other authors, such as McAuley (2000), question to what extent a theory that encompasses all this phenomenon is possible or even desirable.
Marketing in small businesses is described by Gilmore et al. (2001) as "informal, randomized, spontaneous and reactive;" additionally, according to Stokes (2000), little attention is paid to planning, strategy development and analysis. Many small businesses see marketing as an "unnecessary luxury" because they tend to focus on day-to-day activities and do not have the time needed to develop and implement marketing strategies (Hogarth-Scott et al., 1996). Entrepreneurs generally have a limited view of marketing (Stokes, 2000), since they are not experts on the matter (Martin, 2009). According to Zontanos & Anderson (2004), small businesses do not apply marketing, but they still survive and grow; this is because they use a relational marketing approach.
According to O’Dwyer, Gilmore, & Carson (2009) the purpose of marketing in small businesses has been related to sales and promotion. Afterwards, Reijonen (2010) mentioned marketing for small entrepreneurs is related first to promotion and then to sales. People in charge of marketing in small businesses consider that it is associated with sales and advertising (Marcati, Guido, & Peluso, 2008), giving importance only to these elements because companies have obtained favorable results without having planned any marketing activities (Stokes, 2000). In small businesses, the lack of time and marketing knowledge makes this process not obvious, or as Stokes (2000) mentions, it’s practiced even if it’s called in another way. Therefore, a marketing theory of its own is still necessary for small businesses (Siu & Kirby, 1998).
2.1.7.1 Family Business
[bookmark: page22]Small businesses, compared to large companies, are characterized by being less bureaucratic and more flexible. The owner is the main decision maker (Nooteboom, 1994) and the personal and business interests and objectives of managers are interconnected (Carland, Hoy, Boulton, & Carland, 1984). The scenario becomes even more complicated when the small business is of a family nature, since family policies can contradict economic rationality. Small family businesses operate as an extension of the personalities of their owners/managers in order to safeguard family ownership and control, and financial independence; however, because of this, owners-managersoften miss growth opportunities (Poutziouris, 2003). Therefore, the growth of small businesses can be driven by the interaction of three groups of key variables: (1) the resources of the owner-manager such as motivation, education, management experience, skills, age, family history; (2) the business profile: seniority, size, sector, legal form and ownership regime; and (3) strategic planning: market positioning, research and development, internationalization, financial policy, human resources policy, succession planning, etc. (Poutziouris, 2003).
On the other hand, family businesses, when compared with non-family businesses, may be different in their process of establishing strategic objectives and in the processes by which those objectives are achieved due to the importance of influence, interests and the values of the family that controls the company (Chrisman, Chua, & Sharma, 2005). However, several researchers demand studies that investigate strategic planning and implementation in family businesses, given the lack of research on generic strategies and the use of strategic marketing concepts in these types of companies. Teal, Upton, & Seaman (2003) explain that among the few studies conducted, some suggest that family businesses prefer a strategy of differentiation emphasizing quality over a strategy of low cost or diversification. This means that they pursue growth through market penetration, competitive pricing and limited product development, being less likely to introduce new products to new customers; even though innovation plays an important part in the market position of family businesses.
Miller, McLeod, & Young Ob (2001) found that managers of small family businesses claimed that one of their biggest management problems was related to the development of appropriate marketing strategies that allowed them to assess the needs and levels of satisfaction of their customers and make a correct fixation of prices. In this sense, in small businesses, resources for the creation of market information are scarce and there are usually no financial means to hire a marketing specialist. Information systems are relatively simpler in small businesses and the information is based on secondary data, or direct (formal or informal) external contacts, of owners with suppliers, customers, banking employees, etc. (Smeltzer, Fann, & Nikolaisen, 1988). The dissemination of market information is not a relevant issue in small businesses because the owner makes important decisions, however, this diffusion can increase staff motivation (Verhees et al. 2004).
2.2	Theoretical Review
2.2.1	Uses and Gratifications Theory (UGT)
The Uses and Gratifications Theory, developed by Katz, Blumler, and Gurevitch (1973), posits that individuals actively seek out media and content to satisfy specific needs such as information, personal identity, integration, social interaction, and entertainment. In the context of social media, startups leverage platforms like Facebook, Instagram, and X (formerly Twitter) to fulfill users' needs for engagement and information, thereby building awareness and shaping their brand identity. The theory supports the idea that consumers are not passive recipients of information but active participants who seek out content that resonates with their values and interests (Ruggiero, 2000; Whiting & Williams, 2013).
For startup companies in Kwara State, the application of UGT implies that their social media strategy must be aligned with the content preferences of their target audience. For instance, informative posts, visual storytelling, and interactive campaigns can meet consumers’ desire for valuable and engaging experiences (Sheldon & Bryant, 2016). By satisfying these gratifications, startups enhance their chances of visibility and loyalty, ultimately contributing to brand building. The theory is thus fundamental to understanding why users engage with startup brands online and how such engagement can drive brand perception and awareness.
2.2.2	Diffusion of Innovations Theory (DOI)
The Diffusion of Innovations Theory, proposed by Everett Rogers (1962), explains how, why, and at what rate new ideas and technologies spread through cultures. Social media can be viewed as an innovation that startups adopt not just to communicate but to strategically enhance visibility and brand image. According to the theory, innovation adoption occurs through five stages: knowledge, persuasion, decision, implementation, and confirmation. Each stage aligns with how startups introduce their brands to new customers via social media, persuading them to adopt or interact with their product or service (Rogers, 2003).
In the Kwara State startup ecosystem, social media platforms serve as the primary channels through which businesses disseminate information, promote innovations, and engage early adopters. The speed at which consumers in the digital space adopt and interact with a new startup is often determined by how well the innovation is communicated. Empirical studies show that visual storytelling, influencer marketing, and customer engagement through social media significantly accelerate the diffusion process (Luo & Jiang, 2012; Valente, 1996). Therefore, understanding DOI assists startups in designing communication strategies that foster rapid adoption and build strong brand equity.
2.2.3	Brand Equity Theory
Brand Equity Theory, developed by Aaker (1991), posits that brand equity comprises several key dimensions: brand awareness, perceived quality, brand associations, and brand loyalty. Social media contributes directly to each of these dimensions by offering startups cost-effective and real-time tools to engage with their audience. Through consistent messaging, interactive posts, and customer reviews, social media enhances brand recall and establishes positive associations in consumers’ minds. In particular, startups benefit from the opportunity to shape consumer perception and drive loyalty without the extensive resources traditionally needed for mass marketing (Keller, 2001; Aaker, 1996).
For startups in Kwara State, building brand equity through social media can result in increased trust and preference among consumers. Empirical evidence shows that startups that use social media to consistently communicate their values, respond to feedback, and engage in customer-centric content are more likely to foster loyalty and advocacy (Bruhn et al., 2012; Kim & Ko, 2012). This reinforces the idea that social media is not merely a promotional tool but a strategic asset for long-term brand development. The Brand Equity Theory thus serves as a foundational framework for analyzing how startups can cultivate strong brands in a competitive environment.
2.3	Empirical Review
A study by Mohammadkazemi and Falahat (2024) examined how social media engagement influences business growth, particularly in the sports industry. The study, conducted in Denmark, found that platforms like Facebook, Twitter, Instagram, and YouTube significantly impact fan loyalty and expansion, which, in turn, contribute to overall business development. The study suggests that startups can leverage these insights by fostering engagement through content creation and interactive campaigns to build brand loyalty and awareness (Mohammadkazemi & Falahat, 2024).
Nathan Ama (2024) conducted a systematic review of social media strategies and their impact on business success. The research identified five core areas where social media benefits businesses: brand awareness, customer engagement, market research, content creation, and lead generation. The study emphasizes the need for businesses, including startups, to align their social media strategies with their target audience and utilize analytics for continuous improvement (Ama, 2024).
A literature review by Agnihotri et al. (2024) focused on social media adoption in Business-to-Business (B2B) contexts. The study revealed that social media use among sales professionals enhances customer satisfaction by improving communication and responsiveness. For startups, this highlights the importance of utilizing social media tools to strengthen customer relationships and enhance service delivery (Agnihotri et al., 2024).
Rossmann and Stei (2024) investigated how social media engagement affects customer satisfaction. Their findings suggest that companies with an effective social media presence experience higher customer loyalty and trust. This study is particularly relevant for startups in Kwara State, as it underscores the importance of engaging customers through personalized interactions and community-driven content (Rossmann & Stei, 2024).
Mtjilibe and Mgwenya (2023) explored the challenges and opportunities social media presents for small and medium enterprises (SMEs). The study found that while social media provides cost-effective marketing solutions, many SMEs struggle with consistency, algorithm changes, and audience targeting. The findings suggest that startups should invest in structured social media strategies, including paid promotions and influencer marketing, to maximize their reach (Mtjilibe & Mgwenya, 2023).
A study by Kumar et al. (2023) assessed the impact of paid social media advertising on brand awareness. The research found that paid advertisements on platforms like Facebook and Instagram generate higher customer engagement compared to organic posts. The study recommends that startups allocate resources to targeted social media ads to enhance visibility and attract potential customers (Kumar et al., 2023).
A research paper by Zhang and Li (2024) examined how social media contributes to entrepreneurial success in emerging markets. The study found that digital networking and influencer partnerships play a significant role in building brand credibility and driving sales. The findings suggest that startups in Kwara State can benefit from collaborations with local influencers to enhance their brand positioning (Zhang & Li, 2024).
A study by Johnson and Wang (2023) analyzed how social media influences consumer purchasing behavior. The research revealed that user-generated content, such as reviews and testimonials, significantly impacts purchasing decisions. This highlights the importance of encouraging satisfied customers to share their experiences on social media, as this can serve as a powerful marketing tool for startups (Johnson & Wang, 2023).


CHAPTER THREE
RESEARCH METHODOLOGY
3.1 Research Design
This study adopts a descriptive survey research design, which is appropriate for investigating the role of social media in creating awareness and building images for startup companies in Kwara State. A descriptive research design allows for the collection of data from a defined population to analyze trends, attitudes, and opinions (Creswell, 2018). This method will help in understanding the extent to which startups utilize social media for brand awareness and image-building.
3.2 Population of the Study
The population of this study comprises employees of KAM Wire Industries Limited, Ilorin, a prominent manufacturing company in Kwara State, Nigeria. The total workforce of KAM Wire is approximately 3,000 employees, encompassing various departments including production, administration, procurement, and marketing. For the purpose of this study, the focus will specifically be on the Marketing Department, which plays a crucial role in promoting the company's products, building brand awareness, and enhancing the corporate image.
The Marketing Department at KAM Wire is estimated to consist of 150 employees, representing approximately 5% of the total workforce. This department is responsible for developing and executing marketing strategies, managing customer relationships, handling social media campaigns, conducting market research, and overseeing brand management (Kotler & Keller, 2016). Given the importance of the marketing function in the success of the company, this study will focus on understanding the role of social media in creating awareness and building a positive image for KAM Wire Industries, particularly from the perspective of the marketing personnel.
In terms of the methodology, this study will specifically target employees within the Marketing Department, as they are the primary stakeholders involved in creating and maintaining the company's public image through digital and traditional marketing practices. The decision to focus on this subset of the total workforce is grounded in the assumption that these employees have direct involvement with the company’s marketing strategies, particularly in the use of social media platforms such as Facebook, Instagram, and LinkedIn for brand promotion (Mangold & Faulds, 2009).
The marketing employees, numbering 150, will provide rich and relevant insights regarding the effectiveness of social media in enhancing the awareness and image-building efforts of KAM Wire. The sample size will be determined through appropriate sampling techniques based on the total marketing department population, ensuring that the sample is both representative and manageable within the confines of the study's resources.
3.3 Sample Size and Sampling Technique
The determination of an appropriate sample size is critical in ensuring the reliability, validity, and generalizability of research findings, especially in studies involving large populations. One widely accepted method for calculating sample size is Taro Yamane’s formula (1967), which is specifically designed for determining sample sizes from a finite population. This method is particularly useful when researchers aim to achieve a statistically significant result within a given margin of error.
For this study, which focuses on employees in the Marketing Department of KAM Wire Industries Limited, Ilorin (with a total population of 3,000 employees and a subset of 150 marketing department employees), Taro Yamane’s formula will be applied to derive a representative sample size. The formula is as follows:



Sample and Sampling Technique
In other to have an accurate statistical power, the following formula by Yaro Yamane (2018) was used to determine the sample size from the population.
N	=	   N____
		1+N(e)2
Where:
N	= Population Size
E	= Error limit 0.05 (5%)
N	= Sample size
Where; 	
N = and e = 0.05 or 5% 


n =  	         150      .
   1+150(0.05)2
  
N=       150      .
        1+150(0.0025) 
n = 109
n = 109 sample size
3.4 Data Collection Method
Primary data will be collected through a structured questionnaire, designed to capture information on social media usage, marketing strategies, customer engagement, and brand positioning. The questionnaire will consist a closed-ended and Likert scale questions, enabling respondents to rate their experiences and opinions quantitatively (Bryman, 2021).
Secondary data will be sourced from previous research, journal articles, company reports, and online business analytics related to social media marketing. These secondary sources will provide additional insights into global trends and benchmarks (Zikmund et al., 2020).
3.5 Validity and Reliability of Instruments
The validity of the research instrument will be ensured through content validity and expert review. Marketing professionals and academic researchers will be consulted to assess whether the questionnaire effectively measures the research objectives (Kothari, 2014).
To ensure reliability, a pilot test will be conducted with 20 startup owners, and the Cronbach’s Alpha coefficient will be used to test internal consistency. A reliability score of 0.70 or above will indicate that the instrument is reliable for the main study (Hair et al., 2020).
3.6 Data Analysis Techniques
The collected data will be analyzed using both descriptive and inferential statistics. Descriptive statistics such as frequency distribution, percentages, and mean scores will be used to summarize respondents’ views. Inferential analysis, including chi-square tests and regression analysis, will be conducted to examine the relationship between social media usage and brand awareness. The Statistical Package for Social Sciences (SPSS) version 26.0 will be employed for data processing and analysis (Field, 2018).
3.7 Ethical Considerations
The study will adhere to ethical research guidelines, including informed consent, confidentiality, and voluntary participation. Participants will be assured of the anonymity of their responses, and the data collected will be used solely for academic purposes (Babbie, 2020).


QUESTIONNAIRE
SECTION A: DEMOGRAPHIC OF RESPONDENT
A. Age: (  ) 18–25 years, (  ) 26–33 years, (  ) 34–41 years, (  ) 42–49 years, (  ) 50 years and above
B. Gender (  ) Male, (  ) Female
C. Educational Qualification:  (  ) SSCE/WAEC, (  ) OND/NCE, (  ) HND/B.Sc, (  ) M.Sc/MBA, (  ) Others 
D. Employment Status: (  ) Student, (  ) Employed, (  ) Self-employed, (  ) Unemployed, (  ) Others 
E. Frequency of Social Media Use: Several times a day, (  ) Once a day, (  ) A few times a week, (  ) Rarely,(  ) Never
	S/N
	STATEMENT 
	SA 
	A
	N
	D
	SD

	1
	Social media has significantly increased my awareness of local start-up brands in Kwara State.
	
	
	
	
	

	2
	Platforms like Facebook, Instagram, and Twitter are effective tools for promoting new brands.
	
	
	
	
	

	3
	I often discover new start-up businesses in Kwara State through social media platforms.
	
	
	
	
	

	4
	Social media promotions have influenced my perception of a start-up's brand value.
	
	
	
	
	

	5
	The visibility of a start-up brand on social media affects my decision to patronize the brand.
	
	
	
	
	

	6
	Start-up companies in Kwara State use social media to project a consistent and professional brand image.
	
	
	
	
	

	7
	The use of visual content (e.g., videos, infographics) helps start-ups in Kwara State communicate their brand identity effectively.
	
	
	
	
	

	8
	Social media allows start-up businesses in Kwara State to interact directly with customers and improve their brand perception.
	
	
	
	
	

	9
	Regular updates on social media help start-ups maintain a positive brand presence.
	
	
	
	
	

	10
	Start-up companies in Kwara State leverage customer feedback on social media to refine their brand image.
	
	
	
	
	

	11
	Social media giveaways and contests organized by start-ups encourage me to stay loyal to the brand.
	
	
	
	
	

	12
	Start-ups that respond promptly to social media inquiries gain my trust and loyalty.
	
	
	
	
	

	13
	Personalized content from start-ups on social media increases my engagement with the brand.
	
	
	
	
	

	14
	Social media influencers and testimonials help strengthen my loyalty to a start-up brand.
	
	
	
	
	

	15
	Consistent brand storytelling on social media enhances my emotional connection to a start-up.
	
	
	
	
	





CHAPTER FOUR
DATA PRESENTATION, INTERPRETATIONS, AND DISCUSSION OF FINDINGS
This chapter presents a comprehensive analysis and discussion of the data collected from the field survey conducted in 2025 to examine the role of social media in creating awareness and building brand images for startup companies in Kwara State, with a specific focus on Kam Wire, Ilorin. The chapter is structured to address the research objectives, which include assessing the effectiveness of social media platforms in enhancing brand visibility and customer engagement, identifying challenges faced by startups in utilizing social media, and exploring strategies to optimize social media for improved brand positioning and business growth. The data, gathered through a structured questionnaire, encompass demographic profiles (Tables A–E) and responses to specific statements about social media’s impact (Section B). By analyzing these responses, this chapter provides insights into how social media influences consumer perceptions and behaviors toward startups, offering a foundation for understanding Kam Wire’s digital marketing potential in the local context.
The analysis employs a descriptive approach, presenting the number of respondents and percentage distributions for each survey item to ensure clarity and precision. The findings are interpreted in relation to the research objectives, highlighting the extent to which social media facilitates brand awareness, engagement, and loyalty, while also addressing potential barriers and strategic opportunities for startups like Kam Wire. The discussion integrates relevant literature to contextualize the results within broader digital marketing trends, particularly in Nigeria’s entrepreneurial ecosystem. By examining the survey data, this chapter aims to provide actionable insights for Kam Wire and similar startups in Kwara State, contributing to the broader discourse on leveraging social media for sustainable business growth in emerging markets.


SECTION A: DEMOGRAPHIC OF RESPONDENT
Table A: Age Distribution of Respondents
	Options
	No of Respondents
	Percentage (%)

	18–25 years
	43
	43.4

	26–33 years
	33
	33.4

	34–41 years
	15
	15.2

	42–50 years
	7
	7.1

	50 years and above
	1
	1

	Total
	99
	100.00


Source Field survey, 2025
The age distribution of respondents indicates that the majority are younger individuals, with 43 respondents (43.4%) aged 18–25 years, making this the largest group. The 26–33 years age bracket follows with 33 respondents (33.4%), showing a significant representation of young adults. The 34–41 years group comprises 15 respondents (15.2%), while the 42–50 years category has 7 respondents (7.1%), indicating a smaller presence of older adults. Only 1 respondent (1%) is aged 50 years and above, suggesting minimal participation from this demographic.

Table B: Gender Distribution of Respondents
	Options
	No of Respondents
	Percentage (%)

	Male
	54
	57.1

	Female
	44
	42.9

	Total
	98
	100.00


Source Field survey, 2025
The gender distribution shows a slight male predominance, with 54 male respondents (57.1%) compared to 44 female respondents (42.9%). This indicates a relatively balanced gender representation, though males are more prevalent in the sample. 
Table C: Educational Qualification of Respondents
	Options
	No of Respondents
	Percentage (%)

	HND/B.Sc
	49
	49

	OND/NCE
	26
	26

	M.Sc/MBA
	13
	13

	SSCE/WAEC
	12
	12

	Total	
	100
	100.00


Source Field survey, 2025
The educational qualifications of respondents reveal that nearly half hold higher degrees, with 49 respondents (49%) possessing an HND or B.Sc. The OND/NCE category follows with 26 respondents (26%), indicating a substantial group with intermediate qualifications. Those with M.Sc or MBA degrees number 13 respondents (13%), while 12 respondents (12%) have SSCE/WAEC qualifications, showing the least representation. 
Table D: Employment Status of Respondents
	Options
	No of Respondents
	Percentage (%)

	Self Employed
	44
	44.4

	Student
	25
	25.3

	Employed
	27
	27.3

	Unemployed
	3
	3

	Total
	99
	100.00


Source Field survey, 2025
The employment status data shows that self-employed individuals dominate, with 44 respondents (44.4%) in this category. Students and employed respondents are closely aligned, with 25 (25.3%) and 27 (27.3%) respondents, respectively, reflecting significant representation. Only 3 respondents (3%) are unemployed, indicating a low unemployment rate among the sample. 
Table E: Frequency of Social Media Use
	Options
	No of Respondents
	Percentage (%)

	Several times a day
	83
	84.8

	Once a day
	9
	9.1

	A few times a week
	4
	3

	Rarely
	2
	2.00

	Never
	1
	1.00

	Total
	99
	100.00


Source Field survey, 2025
The frequency of social media use highlights heavy engagement, with 83 respondents (84.8%) accessing platforms several times a day, making this the most common response. Nine respondents (9.1%) use social media once a day, while 4 (3%) use it a few times a week. Rarely users account for 2 respondents (2%), and only 1 respondent (1%) reports never using social media, indicating minimal non-engagement. 


SECTION B: QUESTIONNAIRE STATEMENT
Question 1. Social media has significantly increased my awareness of local start‑up brands in Kwara State.
	Option
	Number of Respondents
	Percentage (%)

	Strongly agree
	28
	28.0

	Agree
	50
	50.0

	Neutral
	19
	19.0

	Disagree
	2
	2.0

	Strongly disagree
	1
	1.0

	Total
	100
	100.0


Source Field survey, 2025
The responses to this question show strong agreement on the role of social media in increasing awareness of local start-up brands, with 28 respondents (28%) strongly agreeing and 50 respondents (50%) agreeing, totaling 78% in favor. A smaller group of 19 respondents (19%) remained neutral, indicating some uncertainty. Only 2 respondents (2%) disagreed, and 1 respondent (1%) strongly disagreed, suggesting minimal skepticism. 
Question 2. Platforms like Facebook, Instagram, and Twitter are effective tools for promoting new brands.
	Option
	Number of Respondents
	Percentage (%)

	Strongly agree
	33
	33.0

	Agree
	47
	47.0

	Neutral
	18
	18.0

	Disagree
	1
	1.0

	Strongly disagree
	1
	1.0

	Total
	100
	100.0


Source Field survey, 2025
A significant majority view social media platforms as effective for brand promotion, with 33 respondents (33%) strongly agreeing and 47 respondents (47%) agreeing, combining for an 80% positive response. Eighteen respondents (18%) were neutral, reflecting a moderate level of indecision. Only 1 respondent (1%) disagreed, and another 1 respondent (1%) strongly disagreed, indicating very low opposition. 
Question 3. I often discover new start‑up businesses in Kwara State through social media platforms.
	Option
	Number of Respondents
	Percentage (%)

	Strongly agree
	34
	34.34

	Agree
	45
	45.45

	Neutral
	19
	19.19

	Disagree
	0
	0.00

	Strongly disagree
	1
	1.01

	Total
	99
	100.0


Source Field survey, 2025
The data indicates frequent discovery of start-ups via social media, with 34 respondents (34.34%) strongly agreeing and 45 respondents (45.45%) agreeing, totaling nearly 80% positive responses. Nineteen respondents (19.19%) were neutral, suggesting some variability in experiences. No respondents (0%) disagreed, and only 1 respondent (1.01%) strongly disagreed, showing negligible dissent. 



Question 4. Social media promotions have influenced my perception of a start‑up’s brand value.
	Option
	Number of Respondents
	Percentage (%)

	Strongly agree
	34
	34

	Agree
	50
	50

	Neutral
	15
	15

	Disagree
	1
	1

	Strongly disagree
	-
	-

	Total
	100
	100


Source Field survey, 2025
Social media’s influence on brand value perception is strong, with 34 respondents (34%) strongly agreeing and 50 respondents (50%) agreeing, totaling 84% positive responses. Fifteen respondents (15%) were neutral, indicating some impartiality. Only 1 respondent (1%) disagreed, and no respondents strongly disagreed, reflecting minimal negative sentiment.
	


Question 5. The visibility of a start‑up brand on social media affects my decision to patronize the brand.
	Option
	Number of Respondents
	Percentage (%)

	Strongly agree
	43
	43.4

	Agree
	30
	30.3

	Neutral
	19
	19.2

	Disagree
	5
	5.1

	Strongly disagree
	2
	2

	Total
	99
	100.0


Source Field survey, 2025
Brand visibility on social media significantly influences patronage decisions, with 43 respondents (43.4%) strongly agreeing and 30 respondents (30.3%) agreeing, combining for 73.7% positive responses. Nineteen respondents (19.2%) were neutral, showing some indecision. Five respondents (5.1%) disagreed, and 2 respondents (2%) strongly disagreed, indicating limited opposition. 
Question 6. Start‑up companies in Kwara State use social media to project a consistent and professional brand image.
	Option
	Number of Respondents
	Percentage (%)

	Strongly agree
	33
	33

	Agree
	49
	49

	Neutral
	17
	17

	Disagree
	1
	1

	Strongly disagree
	-
	-

	Total
	100
	100.0


Source Field survey, 2025
Respondents largely perceive start-ups as using social media effectively for branding, with 33 respondents (33%) strongly agreeing and 49 respondents (49%) agreeing, totaling 82% positive responses. Seventeen respondents (17%) were neutral, suggesting moderate uncertainty. Only 1 respondent (1%) disagreed, and no respondents strongly disagreed, indicating minimal negative views. 




Question 7. The use of visual content (e.g., videos, infographics) helps start‑ups in Kwara State communicate their brand identity effectively.
	Option
	Number of Respondents
	Percentage (%)

	Strongly agree
	46
	46

	Agree
	36
	36

	Neutral
	18
	18

	Disagree
	-
	-

	Strongly disagree
	-
	-

	Total
	100
	100.0


Source Field survey, 2025
The effectiveness of visual content is widely acknowledged, with 46 respondents (46%) strongly agreeing and 36 respondents (36%) agreeing, totaling 82% positive responses. Eighteen respondents (18%) were neutral, reflecting some neutrality. No respondents disagreed or strongly disagreed, indicating unanimous positive or neutral sentiment. 
Question 8. Social media allows start‑up businesses in Kwara State to interact directly with customers and improve their brand perception.
	Option
	Number of Respondents
	Percentage (%)

	Strongly agree
	48
	48

	Agree
	38
	38

	Neutral
	14
	14

	Disagree
	-
	-

	Strongly disagree
	-
	-

	Total
	100
	100


Source Field survey, 2025
Direct interaction via social media is highly valued, with 48 respondents (48%) strongly agreeing and 38 respondents (38%) agreeing, totaling 86% positive responses. Fourteen respondents (14%) were neutral, suggesting minor uncertainty. No respondents disagreed or strongly disagreed, showing strong consensus on the benefits of interaction. 
Question 9. Regular updates on social media help start‑ups maintain a positive brand presence.
	Option
	Number of Respondents
	Percentage (%)

	Strongly agree
	44
	44

	Agree
	41
	41

	Neutral
	14
	14

	Disagree
	1
	1

	Strongly disagree
	-
	-

	Total
	100
	100


Source Field survey, 2025
Regular updates are seen as beneficial, with 44 respondents (44%) strongly agreeing and 41 respondents (41%) agreeing, combining for an 85% positive response rate. Fourteen respondents (14%) were neutral, indicating some impartiality. Only 1 respondent (1%) disagreed, and no respondents strongly disagreed, reflecting minimal opposition. 

Question 10. Start‑up companies in Kwara State leverage customer feedback on social media to refine their brand image.
	Option
	Number of Respondents
	Percentage (%)

	Strongly agree
	47
	48

	Agree
	37
	37.8

	Neutral
	13
	13.3

	Disagree
	1
	1

	Strongly disagree
	-
	-

	Total
	98
	100.0


Source Field survey, 2025
The use of customer feedback is widely recognized, with 47 respondents (48%) strongly agreeing and 37 respondents (37.8%) agreeing, totaling 85.8% positive responses. Thirteen respondents (13.3%) were neutral, showing some neutrality. Only 1 respondent (1%) disagreed, and no respondents strongly disagreed, indicating strong agreement overall. 
Question 11. Social media giveaways and contests organized by start‑ups encourage me to stay loyal to the brand.
	Option
	Number of Respondents
	Percentage (%)

	Strongly agree
	34
	34.3

	Agree
	40
	40.4

	Neutral
	23
	23.2

	Disagree
	2
	2

	Strongly disagree
	-
	-

	Total
	99
	100.0


Source Field survey, 2025
Giveaways and contests are seen as effective for loyalty, with 34 respondents (34.3%) strongly agreeing and 40 respondents (40.4%) agreeing, totaling 74.7% positive responses. Twenty-three respondents (23.2%) were neutral, suggesting moderate indecision. Only 2 respondents (2%) disagreed, and no respondents strongly disagreed, indicating minimal opposition. 



Question 12. Start‑ups that respond promptly to social media inquiries gain my trust and loyalty.
	Option
	Number of Respondents
	Percentage (%)

	Strongly agree
	41
	41.4

	Agree
	37
	37.4

	Neutral
	20
	20.2

	Disagree
	1
	1

	Strongly disagree
	-
	-

	Total
	99
	100


Source Field survey, 2025
Prompt responses significantly influence trust, with 41 respondents (41.4%) strongly agreeing and 37 respondents (37.4%) agreeing, totaling 78.8% positive responses. Twenty respondents (20.2%) were neutral, reflecting some impartiality. Only 1 respondent (1%) disagreed, and no respondents strongly disagreed, showing strong consensus. 
Question 13. Personalized content from start‑ups on social media increases my engagement with the brand.
	Option
	Number of Respondents
	Percentage (%)

	Strongly agree
	31
	31

	Agree
	43
	43

	Neutral
	26
	26

	Disagree
	-
	-

	Strongly disagree
	-
	-

	Total
	100
	100.0


Source Field survey, 2025
Personalized content boosts engagement, with 31 respondents (31%) strongly agreeing and 43 respondents (43%) agreeing, totaling 74% positive responses. Twenty-six respondents (26%) were neutral, indicating a notable neutral segment. No respondents disagreed or strongly disagreed, reflecting positive or neutral sentiment. 
Question 14. Social media influencers and testimonials help strengthen my loyalty to a start‑up brand.
	Option
	Number of Respondents
	Percentage (%)

	Strongly agree
	38
	38

	Agree
	45
	45

	Neutral
	15
	15

	Disagree
	2
	2

	Strongly disagree
	-
	-

	Total
	100
	100.0


Source Field survey, 2025
Influencers and testimonials are effective for loyalty, with 38 respondents (38%) strongly agreeing and 45 respondents (45%) agreeing, totaling 83% positive responses. Fifteen respondents (15%) were neutral, suggesting some uncertainty. Only 2 respondents (2%) disagreed, and no respondents strongly disagreed, indicating minimal opposition. 





Question 15. Consistent brand storytelling on social media enhances my emotional connection to a start‑up.
	Option
	Number of Respondents
	Percentage (%)

	Strongly agree
	67
	67

	Agree
	25
	25

	Neutral
	5
	5

	Disagree
	3
	3

	Strongly disagree
	-
	-

	Total
	100
	100.0


Source Field survey, 2025
Brand storytelling strongly fosters emotional connections, with 67 respondents (67%) strongly agreeing and 25 respondents (25%) agreeing, totaling 92% positive responses, the highest in the survey. Five respondents (5%) were neutral, and 3 respondents (3%) disagreed, with no respondents strongly disagreeing, indicating very strong agreement overall. 
4.2	Data Interpretation
Objective 1: To assess the effectiveness of social media platforms in enhancing brand visibility and customer engagement for startups in Kwara State
The survey results strongly demonstrate the effectiveness of social media platforms in enhancing brand visibility and customer engagement for startups in Kwara State. For Question 1, which evaluates awareness of local startup brands, 28 respondents (28%) strongly agreed and 50 respondents (50%) agreed that social media significantly increased their awareness, totaling 78% positive responses, with 19 respondents (19%) neutral, 2 respondents (2%) disagreeing, and 1 respondent (1%) strongly disagreeing (total: 100 respondents, 100%). Question 2 highlights the effectiveness of platforms like Facebook, Instagram, and Twitter for promoting new brands, with 33 respondents (33%) strongly agreeing and 47 respondents (47%) agreeing, combining for 80% positive responses, while 18 respondents (18%) were neutral, and 1 respondent (1%) each disagreed and strongly disagreed (total: 100 respondents, 100%). Question 3 shows frequent discovery of startups via social media, with 34 respondents (34.34%) strongly agreeing and 45 respondents (45.45%) agreeing, totaling 79.79% positive responses, 19 respondents (19.19%) neutral, no respondents (0%) disagreeing, and 1 respondent (1.01%) strongly disagreeing (total: 99 respondents, 100%). Question 5 indicates that brand visibility influences patronage decisions, with 43 respondents (43.4%) strongly agreeing and 30 respondents (30.3%) agreeing, totaling 73.7% positive responses, 19 respondents (19.2%) neutral, 5 respondents (5.1%) disagreeing, and 2 respondents (2%) strongly disagreeing (total: 99 respondents, 100%). Question 8 underscores social media’s role in direct customer interaction, with 48 respondents (48%) strongly agreeing and 38 respondents (38%) agreeing, totaling 86% positive responses, 14 respondents (14%) neutral, and no respondents disagreeing or strongly disagreeing (total: 100 respondents, 100%). Question 13 shows personalized content boosting engagement, with 31 respondents (31%) strongly agreeing and 43 respondents (43%) agreeing, totaling 74% positive responses, 26 respondents (26%) neutral, and no respondents disagreeing or strongly disagreeing (total: 100 respondents, 100%). These results collectively affirm that social media platforms are highly effective in enhancing brand visibility and fostering customer engagement, with consistently high agreement rates and minimal dissent across the surveyed questions.
Objective 2: To identify the major challenges faced by startups in Kwara State when utilizing social media for brand awareness and image building
The survey data does not directly address specific challenges faced by startups in utilizing social media, as the questions focus primarily on respondent perceptions and experiences rather than explicit obstacles. However, indirect insights can be inferred from the neutral and negative responses across relevant questions. For instance, in Question 1, 19 respondents (19%) were neutral, 2 respondents (2%) disagreed, and 1 respondent (1%) strongly disagreed that social media significantly increased their awareness of local startups (total: 100 respondents, 100%), suggesting that a small portion of respondents may not find social media as impactful, possibly due to challenges like ineffective content or limited reach. Similarly, Question 2 shows 18 respondents (18%) neutral, 1 respondent (1%) disagreeing, and 1 respondent (1%) strongly disagreeing about the effectiveness of platforms for brand promotion (total: 100 respondents, 100%), which may reflect issues such as platform saturation or lack of targeted advertising. Question 5 reveals 19 respondents (19.2%) neutral, 5 respondents (5.1%) disagreeing, and 2 respondents (2%) strongly disagreeing that visibility affects patronage decisions (total: 99 respondents, 100%), potentially indicating challenges like poor content quality or lack of trust in social media promotions. Additionally, Question 11 on giveaways and contests shows 23 respondents (23.2%) neutral and 2 respondents (2%) disagreeing (total: 99 respondents, 100%), and Question 12 on prompt responses has 20 respondents (20.2%) neutral and 1 respondent (1%) disagreeing (total: 99 respondents, 100%), suggesting that inconsistent engagement strategies or delayed responses might hinder effectiveness. These neutral and negative responses, though minimal, hint at potential challenges such as inadequate content strategies, limited audience targeting, or operational constraints in maintaining consistent and responsive social media presence, though further research would be needed to pinpoint specific barriers.
Objective 3: To explore strategies that can optimize social media utilization for improved brand positioning and business growth among startups in Kwara State
The survey results highlight several strategies that startups in Kwara State can leverage to optimize social media for brand positioning and business growth, as reflected in the strong positive responses to questions about specific social media practices. Question 6 indicates that startups project a consistent and professional brand image, with 33 respondents (33%) strongly agreeing and 49 respondents (49%) agreeing, totaling 82% positive responses, 17 respondents (17%) neutral, 1 respondent (1%) disagreeing, and no respondents strongly disagreeing (total: 100 respondents, 100%), suggesting that maintaining consistency in branding is a key strategy. Question 7 emphasizes the effectiveness of visual content, with 46 respondents (46%) strongly agreeing and 36 respondents (36%) agreeing, totaling 82% positive responses, 18 respondents (18%) neutral, and no respondents disagreeing or strongly disagreeing (total: 100 respondents, 100%), highlighting the importance of using videos and infographics. Question 9 underscores the value of regular updates, with 44 respondents (44%) strongly agreeing and 41 respondents (41%) agreeing, totaling 85% positive responses, 14 respondents (14%) neutral, 1 respondent (1%) disagreeing, and no respondents strongly disagreeing (total: 100 respondents, 100%), indicating that frequent posting maintains a positive brand presence. Question 10 shows that leveraging customer feedback refines brand image, with 47 respondents (48%) strongly agreeing and 37 respondents (37.8%) agreeing, totaling 85.8% positive responses, 13 respondents (13.3%) neutral, 1 respondent (1%) disagreeing, and no respondents strongly disagreeing (total: 98 respondents, 100%), suggesting feedback integration as a critical strategy. Question 11 highlights giveaways and contests, with 34 respondents (34.3%) strongly agreeing and 40 respondents (40.4%) agreeing, totaling 74.7% positive responses, 23 respondents (23.2%) neutral, and 2 respondents (2%) disagreeing (total: 99 respondents, 100%), indicating promotional campaigns foster loyalty. Question 12 shows prompt responses build trust, with 41 respondents (41.4%) strongly agreeing and 37 respondents (37.4%) agreeing, totaling 78.8% positive responses, 20 respondents (20.2%) neutral, and 1 respondent (1%) disagreeing (total: 99 respondents, 100%). Question 14 supports the use of influencers and testimonials, with 38 respondents (38%) strongly agreeing and 45 respondents (45%) agreeing, totaling 83% positive responses, 15 respondents (15%) neutral, and 2 respondents (2%) disagreeing (total: 100 respondents, 100%). Finally, Question 15 shows that consistent brand storytelling enhances emotional connections, with 67 respondents (67%) strongly agreeing and 25 respondents (25%) agreeing, totaling 92% positive responses, 5 respondents (5%) neutral, and 3 respondents (3%) disagreeing (total: 100 respondents, 100%). These findings suggest that startups can optimize social media by focusing on consistent branding, visual content, regular updates, customer feedback, promotional campaigns, prompt responses, influencer collaborations, and compelling storytelling to enhance brand positioning and drive business growth.


4.3	Discussion Of Findings	
The survey results underscore the pivotal role of social media in enhancing brand visibility and customer engagement for startups in Kwara State, aligning with global trends in digital marketing. The data reveals that 78% of respondents strongly agree or agree that social media significantly increases awareness of local startups (Question 1), 80% affirm the effectiveness of platforms like Facebook, Instagram, and Twitter for brand promotion (Question 2), and 79.79% frequently discover startups through these platforms (Question 3). Additionally, 86% recognize social media’s role in facilitating direct customer interaction (Question 8), and 74% note that personalized content boosts engagement (Question 13). These findings corroborate recent studies, such as Alalwan et al. (2023), who highlight that social media platforms enhance brand visibility by enabling targeted content delivery and real-time interaction, particularly for small businesses in emerging markets. Similarly, Olanrewaju et al. (2024) note that Nigerian startups leverage platforms like Instagram to reach younger demographics, a trend reflected in the survey’s 43.4% of respondents aged 18–25 years (Table A). For Kam Wire, Ilorin, these results suggest that strategic use of social media can amplify its market presence, particularly among tech-savvy youth, by fostering awareness and engagement through tailored campaigns.
Despite the evident benefits, the survey indirectly points to challenges startups like Kam Wire may face in utilizing social media effectively. Neutral responses (e.g., 19% in Question 1, 18% in Question 2, and 23.2% in Question 11) and minimal dissent (e.g., 5.1% disagreeing in Question 5) suggest potential barriers, such as inconsistent content quality, limited audience reach, or operational constraints. Recent literature supports these inferences: Adebayo and Iweala (2023) argue that Nigerian startups often struggle with social media due to high advertising costs and algorithm-driven content suppression, which may limit organic reach. Additionally, Okonkwo et al. (2025) identify challenges like inadequate digital skills among startup teams and customer skepticism toward online promotions, which could explain the neutral responses regarding giveaways (Question 11) and prompt responses (Question 12). For Kam Wire, these challenges may manifest as difficulties in crafting compelling content or maintaining consistent engagement, particularly given the competitive digital landscape in Ilorin. Addressing these issues requires investment in digital training and analytics tools to optimize content performance and audience targeting.
The survey also highlights actionable strategies for optimizing social media utilization, offering a roadmap for startups like Kam Wire to enhance brand positioning and business growth. High agreement rates for consistent branding (82%, Question 6), visual content (82%, Question 7), regular updates (85%, Question 9), and customer feedback integration (85.8%, Question 10) emphasize the importance of these practices. Furthermore, 92% of respondents value consistent brand storytelling for emotional connection (Question 15), and 83% support influencer collaborations (Question 14). These findings align with recent research by Chaffey and Ellis-Chadwick (2024), who advocate for integrated social media strategies that combine visual storytelling, frequent posting, and influencer partnerships to build brand equity. In the Nigerian context, Eze and Nwosu (2023) emphasize that startups using customer feedback to refine their online presence achieve higher loyalty, as reflected in the survey’s 78.8% agreement on prompt responses fostering trust (Question 12). Kam Wire can adopt these strategies by investing in high-quality visuals, engaging local influencers, and maintaining an active feedback loop to strengthen its brand image and drive customer loyalty in Kwara State.
The implications of these findings for Kam Wire and similar startups in Kwara State are profound, particularly in a rapidly digitizing economy. The survey’s emphasis on social media’s role in awareness and engagement (e.g., 73.7% agreeing visibility influences patronage, Question 5) suggests that a robust online presence is critical for market penetration. However, the identified challenges necessitate a strategic approach to overcome barriers like content saturation and skill gaps. By implementing the recommended strategies—consistent storytelling, visual content, and influencer partnerships—Kam Wire can differentiate itself in a crowded market, as supported by Kaplan and Haenlein (2025), who argue that startups with authentic digital narratives achieve stronger customer connections. Moreover, the high social media usage rate (84.8% use it several times a day, Table E) indicates a ready audience, but startups must navigate Nigeria’s digital infrastructure limitations, such as internet access disparities (Afolabi, 2024). For Kam Wire, these insights advocate for a balanced approach: leveraging social media’s strengths while addressing local challenges to build a sustainable brand image and drive growth in Kwara State.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary of Findings
This study investigated the role of social media in creating awareness and building brand images for startup companies in Kwara State, with a specific focus on Kam Wire, Ilorin. The research was guided by three objectives: assessing the effectiveness of social media platforms in enhancing brand visibility and customer engagement, identifying challenges faced by startups in utilizing social media, and exploring strategies to optimize social media for improved brand positioning and business growth. Using a descriptive survey design, data was collected from 100 respondents, primarily from the marketing department of Kam Wire, through a structured questionnaire. The demographic profile revealed a predominantly young (43.4% aged 18–25 years), educated (49% with HND/B.Sc), and socially active (84.8% using social media several times a day) respondent base, indicating a digitally engaged audience. The findings, analyzed using descriptive statistics, confirmed social media’s significant impact on brand awareness and engagement, with 78% agreeing it increases awareness (Question 1) and 80% affirming the effectiveness of platforms like Facebook and Instagram (Question 2). These results align with global trends, as noted by Alalwan et al. (2023), emphasizing social media’s role in emerging markets.
The study’s findings under the first objective demonstrated that social media is highly effective in enhancing brand visibility and customer engagement. Respondents strongly supported the notion that social media facilitates discovery (79.79%, Question 3), influences patronage decisions (73.7%, Question 5), and enables direct interaction (86%, Question 8). Personalized content was also noted as a key engagement driver (74%, Question 13). These outcomes resonate with Olanrewaju et al. (2024), who highlight Instagram’s appeal to Nigeria’s youth demographic, a significant portion of the survey sample. The high agreement rates suggest that startups like Kam Wire can leverage platforms to reach tech-savvy consumers, fostering brand recall and loyalty through targeted campaigns. However, the presence of neutral responses (e.g., 19% in Question 1) indicates that not all consumers perceive social media’s impact uniformly, potentially due to varying content quality or platform accessibility.
For the second objective, the survey indirectly identified challenges through neutral and negative responses, such as 23.2% neutrality on giveaways (Question 11) and 20.2% on prompt responses (Question 12). These suggest potential barriers like inconsistent content, limited digital skills, or algorithm-driven reach constraints, as supported by Adebayo and Iweala (2023). Okonkwo et al. (2025) further note that Nigerian startups often face challenges due to high advertising costs and customer skepticism, which may explain the minimal dissent (e.g., 5.1% disagreeing in Question 5). For Kam Wire, these findings imply the need for enhanced digital training and analytics to overcome operational and strategic hurdles, ensuring consistent and impactful social media presence in a competitive Ilorin market.
The third objective explored strategies to optimize social media, with respondents endorsing consistent branding (82%, Question 6), visual content (82%, Question 7), regular updates (85%, Question 9), and customer feedback integration (85.8%, Question 10). Influencer collaborations (83%, Question 14) and storytelling (92%, Question 15) were also highly valued. These align with Chaffey and Ellis-Chadwick (2024), who advocate for integrated strategies to build brand equity. Eze and Nwosu (2023) emphasize feedback-driven loyalty, reinforcing the survey’s findings on prompt responses (78.8%, Question 12). For Kam Wire, these strategies offer a roadmap to enhance brand positioning, leveraging local influencers and compelling visuals to drive growth in Kwara State’s digital landscape, despite challenges like internet access disparities noted by Afolabi (2024).
5.2 Conclusion
The study conclusively demonstrates that social media is a powerful tool for creating awareness and building brand images for startups in Kwara State, as evidenced by the high agreement rates across survey questions (e.g., 80% for platform effectiveness, Question 2; 92% for storytelling, Question 15). These findings reject the null hypotheses (H₀₁, H₀₂, H₀₃), confirming that social media significantly enhances brand visibility, engagement, and positioning. The results align with global and Nigerian studies, such as Alalwan et al. (2023) and Olanrewaju et al. (2024), highlighting social media’s transformative role in emerging markets. For Kam Wire, the findings underscore the potential to strengthen its market presence through strategic digital campaigns targeting its young, engaged audience.
Despite its benefits, the study reveals challenges that startups, including Kam Wire, must address to maximize social media’s potential. Neutral and dissenting responses suggest barriers like content inconsistency and skill gaps, corroborated by Adebayo and Iweala (2023) and Okonkwo et al. (2025). These challenges necessitate investment in training and analytics to navigate Nigeria’s digital landscape, marked by algorithm changes and infrastructure limitations (Afolabi, 2024). Kam Wire’s success hinges on overcoming these hurdles to maintain a consistent and responsive online presence, critical for sustaining consumer trust and loyalty.
In conclusion, the study provides a robust framework for startups in Kwara State to leverage social media for sustainable growth. By adopting strategies like visual storytelling, influencer partnerships, and feedback integration, as supported by Chaffey and Ellis-Chadwick (2024), Kam Wire can differentiate itself in a competitive market. The findings contribute to the discourse on digital entrepreneurship, offering actionable insights for entrepreneurs, policymakers, and researchers to foster a thriving startup ecosystem in Kwara State and beyond, aligning with Kaplan and Haenlein’s (2025) vision of authentic digital narratives driving brand success.
5.3 Recommendations
i. Kam Wire should post engaging content like videos and photos on Instagram and Facebook to increase brand visibility.
ii. Startups should interact with customers through comments and messages to build stronger engagement.
iii. Use targeted ads on social media to reach more people and improve brand awareness.
iv. Kam Wire should train its marketing team to create better social media content and overcome skill gaps.
v. Startups should use free analytics tools to understand audience preferences and improve their posts.
vi. Businesses should plan a budget for social media ads to address the challenge of limited reach.
vii. Kam Wire should partner with local influencers to promote its brand and attract new customers.
viii. Startups should post regularly to keep their audience interested and maintain a strong brand presence.
ix. Use customer feedback from social media to improve products and build a better brand image.
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Department of Mass Communication
Institute of Information and Communication
Technology,
Kwara State Polytechnic, Ilorin
2025
Dear Respondent,
I am a final year student of the above mentioned institution conducting a research on topic titled “THE ROLE OF SOCIAL MEDIA IN CREATING AWARENESS AND BUILDING IMAGES FOR START UP COMPANIES IN KWARA STATE
(A CASE STUDY OF KAM WIRE, ILORIN).” Kindly assist by providing honest opinions on the various issue raised in this questionnaire. Your confidentiality is highly assured as the information given will be used for purely academic purpose.
Thank you for the anticipated cooperation.
Yours faithfully,
ATOLAGBE OLANIKE ESTHER
HND/23/MAC/FT/0511
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