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Abstract
This study investigates the impact of social media on face-to-face communication among students at Kwara State Polytechnic, Ilorin, Nigeria, exploring its effects, influencing factors, benefits, drawbacks, and potential strategies for achieving a balanced communication approach. Employing a quantitative descriptive survey design, data were collected from 100 students using a structured questionnaire administered via Google Forms. The findings reveal universal social media usage (100%), with WhatsApp as the dominant platform (78%), and a significant preference for digital communication (75%) over face-to-face interactions, driven by comfort (75%), convenience (50%), and speed (55%). Despite frequent in-person communication (95%), social media reduces face-to-face time for 60% of respondents and impairs expressive abilities for 65%, aligning with Social Presence Theory’s emphasis on the richer sensory cues of in-person interactions. Benefits include maintaining relationships (65%) and efficient communication (55%), but drawbacks such as misunderstandings (40%) and weakened relationship quality (50%) highlight challenges. The study, grounded in Uses and Gratification Theory, suggests that students’ preference for social media fulfills specific social and practical needs but may compromise interpersonal skills. Recommendations include setting time limits on social media use, promoting in-person interactions through institutional initiatives, and encouraging balanced communication to enhance relationship quality and communication skills. The findings underscore the need to integrate social media thoughtfully to preserve the emotional depth of face-to-face communication in Nigeria’s culturally relational context.
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CHAPTER ONE
INTRODUCTION
1.1. Background of the Study
The emergence of social media has transformed the way people interact, communicate, and share information in today’s digital age. Platforms such as Facebook, WhatsApp, Instagram, Twitter, and Snapchat have become integral parts of everyday life, especially among young people. Social media allows users to engage in real-time communication, breaking geographical barriers and creating opportunities for global connectivity (Ellison, Steinfield & Lampe, 2007). While this has brought significant benefits, the widespread adoption of social media raises concerns about its effects on traditional face-to-face communication.
Face-to-face communication, which involves in-person interactions, has historically been the most fundamental form of human connection. It allows individuals to develop essential social skills such as active listening, empathy, and interpreting non-verbal cues like facial expressions and body language. These skills are critical for building strong interpersonal relationships and fostering meaningful connections. However, with the increasing reliance on social media, there is a noticeable shift in communication habits among students, as many now prefer online chats to physical conversations (Turkle, 2015).
In Nigeria, the proliferation of affordable smartphones, data plans, and improved internet access has fueled the popularity of social media, particularly among students. For many young people, social media serves as a primary means of communication, entertainment, and information sharing. Platforms such as WhatsApp and Instagram dominate the social landscape, enabling students to engage in academic discussions, share experiences, and maintain relationships. However, the convenience of virtual interactions is gradually eroding face-to-face communication, with significant implications for interpersonal relationships and communication skills (Adeyemi & Bello, 2020).
At Kwara State Polytechnic, social media usage is highly prevalent among students, both for academic and personal purposes. While these platforms offer benefits such as easier collaboration on assignments and staying updated on campus activities, they also contribute to a growing disconnect in physical communication. Many students prefer to send messages, voice notes, or emojis over social media rather than engage in direct conversations. This trend raises concerns about the long-term impact of reduced face-to-face interactions on students’ social development and emotional intelligence.
Several studies have explored the dual impact of social media, highlighting both its positive and negative effects. On one hand, social media enhances communication, enabling students to maintain relationships, share ideas, and access educational resources. On the other hand, excessive reliance on these platforms can lead to addiction, social isolation, and weakened interpersonal skills (Kuss & Griffiths, 2011). The balance between virtual and face-to-face communication is critical for ensuring holistic social development, yet many students struggle to achieve this balance.
The preference for social media over face-to-face interactions has broader implications for communication skills. Face-to-face conversations provide opportunities to interpret non-verbal signals, such as tone of voice and body language, which are often absent in digital communication. Without these cues, interactions may become superficial, reducing students’ ability to develop meaningful relationships and resolve conflicts effectively (Chen, 2018). As a result, students may find it difficult to communicate confidently in real-life situations, which can impact their personal and professional lives.
Moreover, the rise of social media usage among students has contributed to shorter attention spans and a growing tendency to multitask during conversations. It is now common to observe students at Kwara State Polytechnic engaging in face-to-face discussions while simultaneously scrolling through their phones. This divided attention undermines the quality of in-person interactions, as individuals may fail to fully engage in conversations or connect with others on an emotional level. Over time, this behavior can weaken interpersonal bonds and create a sense of isolation, despite being virtually connected to others (Turkle, 2015).
The cultural and social context of Nigeria adds another dimension to this issue. Traditional Nigerian society places significant value on physical interactions, which are often seen as a demonstration of respect, sincerity, and emotional connection. However, the rapid adoption of social media is challenging these norms, particularly among the youth. Students who rely heavily on digital communication may face difficulties in navigating cultural expectations that prioritize face-to-face conversations in social and professional settings (Okoye & Eze, 2021).
In light of these concerns, it is essential to investigate the impact of social media on face-to-face communication, particularly among students of Kwara State Polytechnic. Understanding the extent to which social media affects traditional communication habits can provide insights into how students navigate their social environments and relationships. This study aims to explore the positive and negative implications of social media usage on face-to-face interactions, offering recommendations for achieving a healthier balance between digital and physical communication methods.
1.2. Statement of the Problem 
The increasing use of social media among students has significantly altered communication patterns, raising concerns about its effects on face-to-face interactions. At Kwara State Polytechnic, students are often seen engrossed in their smartphones, engaging in virtual conversations while neglecting opportunities for direct communication with peers.
This growing reliance on social media may impact students’ ability to develop critical interpersonal skills, such as interpreting body language, building emotional connections, and engaging in meaningful conversations. While social media enhances connectivity, it also contributes to issues such as social isolation, reduced attention spans, and weakened interpersonal relationships.
Despite the pervasive use of social media, there is limited research on how it affects face-to-face communication specifically among students at Kwara State Polytechnic. This study aims to bridge this gap by investigating the extent to which social media influences interpersonal communication and its implications for students’ social and academic development.
1.3.  Research Objectives 
I. To explore the impact of social media on face-to-face communication among students.
II. To identify the factors influencing students’ preference for social media over direct communication.
III. To assess the benefits and drawbacks of social media on interpersonal communication.
IV. To evaluate the role of social media in shaping students’ social relationships.
V. To develop recommendations for improving communication balance among students.
1.4.  Research Questions 
I. What is the impact of social media on face-to-face communication among students?
II. What factors influence students’ preference for social media over face-to-face interactions?
III. What are the benefits and drawbacks of social media in interpersonal communication?
IV. How does social media usage affect students’ social relationships?
V. What strategies can be adopted to improve communication balance among students?
1.5.  Significance of the Study
This study is significant in several ways:
I. It provides insights into how social media influences communication patterns among students, highlighting its impact on face-to-face interactions.
II. The findings can help educators and administrators at Kwara State Polytechnic develop strategies to encourage balanced communication among students.
III. The study offers recommendations for students to use social media responsibly while maintaining healthy face-to-face interactions.
IV. It contributes to the existing body of knowledge on digital communication and its effects on interpersonal relationships, serving as a reference for future research.
1.6.  Scope of the Study
The study focuses on the impact of social media on face-to-face communication among students of Kwara State Polytechnic. It examines how social media usage affects interpersonal skills, communication preferences, and social interactions. The target population includes students aged 18–30 across various departments. The study does not include other digital communication tools like emails or video conferencing platforms but focuses specifically on social media platforms such as WhatsApp, Facebook, Instagram, Snapchat, and Twitter.
1.7.  Definitions of Key Terms
I. Social Media: Online platforms and applications that enable users to create, share, and exchange information, messages, and multimedia content. Examples include Facebook, Instagram, WhatsApp, Snapchat, and Twitter.
II. Face-to-Face Communication: Direct, in-person interaction between individuals, where messages are exchanged through spoken words, facial expressions, body language, tone of voice, and other non-verbal cues.
III. Communication: The process of sharing information, thoughts, or ideas between individuals or groups through verbal, non-verbal, or written means to achieve understanding.
IV. Interpersonal Communication Skills: The abilities that allow individuals to effectively interact with others, including active listening, empathy, interpreting body language, and engaging in meaningful conversations.
V. Students: Individuals enrolled in an academic institution, such as Kwara State Polytechnic, who are pursuing education and training in various fields of study.
VI. Impact: The effect or influence of one factor on another, which can be positive or negative. In this context, it refers to how social media affects face-to-face communication habits.
VII. Kwara State Polytechnic: A tertiary educational institution located in Kwara State, Nigeria, offering various academic programs and serving as the setting for this study.
VIII. Virtual Communication: The exchange of messages and information through online platforms or digital means, where physical presence is not required.





















CHAPTER TWO
LITERATURE REVIEW
2.0. INTRODUCTION 
This chapter present review of relevant literature regarding the Impact of social media on face to face communication among student of Kwara state polytechnic. In this chapter, the concept of social media, the history of social media, the characteristics of social media, concept of communication and so on is been touched in order to simplify this study.
2.1. CONCEPTUAL FRAMEWORK 
The independent variable is Social Media, which includes platforms such as Facebook, Twitter, and Instagram. According to Boyd and Ellison (2007), Social Media platforms are designed to facilitate communication, collaboration, and content sharing among users. The dependent variable is its impact on face to face communication among kwara state polytechnic students.
2.1.1. Concept of Social Media 
Over the years, many scholars have been able to distinctively define and clarify the concept of social media. In their definition and clarification, the concept of social media has been used interchangeably with social networking site. Likewise, in this section, the word will be used interchangeably. In defining social media, Kaplan and Haenlein (2010) gave a general definition of social media in consideration of Web 2.0 and User-Generated Content. According to them social media is a group of internet-based applications that build on the ideological and technological foundations of Web 2.0 and that allows the creation and exchange of User Generated Content. They also went further to describe social media as a group of internet-based applications that build on the ideological and technological foundations of Web 2.0 and that allow the creation and exchange of user-generated content. Nwanton, Odoemalamn, Orji-Egwu, Nwankwo and Nweze (2013)defines social media as those internet-based tools and services that allow users to engage with each other,generate contents, distribute and search for information online.  
Parr (2010) defines social media as the use of electronic and Internet tools for the purpose of sharing and discussing information and experiences with other human beings in more efficient ways. On the other hands, Jantsch (2008) considers social media as the use of technology combined with social interaction to create or co-create value. According to Merriam-Webster dictionary (2017), social media is a form of electronic communication (as websites for social networking and microblogging) through which users create online communities to share information, ideas, personal messages, and other content (as videos) while Dykeman (2008) acknowledged social media as “the means for any person to: publish digital, creative content; provide and obtain real-time feedback via online discussions, commentary and evaluations; and incorporate changes or corrections to the original content” (Dykeman, 2008).  
Bryer and Zavatarro (2011) described social media as technologies that smooth the progress of social interaction, make possible collaboration, and enable deliberation across stakeholders. These technologies now include blogs, wikis, media (audio, photo, video, text) sharing tools, networking platforms, and virtual worlds. Social Media Online (2011) defines social media as primarily internet-and mobile-based tools for sharing and discussing information by users. The term, according to Andreas and Michael (2010), refers to “a group of Internetbased applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content."  
Drury (2008) describes social media as online resources that people use to share content: video, photos, images, text, ideas, insight, humor, opinion, gossip, news. Safko and Brake (2009) further defined social media as “activities, practices, and behaviors among communities of people who gather online to share information, knowledge, and opinions using conversational media. Kietzmannn, Silverstre, McCarthy andLeylan (2012) describes social media as the platform that employs mobile and web based technology to create highly interactive platforms via which individuals and community share, co-create, discuss and modifies user generated content. Social media, as defined by Bryer and Zavatarro (2011) are technologies that facilitate social interaction, make possible collaboration, and enable deliberation across stakeholders. These technologies now include blogs, wikis, media (audio, photo, video, text) sharing tools, networking platforms, and virtual worlds. Social Media Online (2011) defines social media as primarily internet-and mobile-based tools for sharing and discussing information by users.  
The term social media, according to Kaplan andHaenlein (2010) refers to “a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content” (p. 61). Web 2.0 was coined by Darcy DiNucci in 1999 to describe interactive social websites which allow users to interact and collaborate with each other in a social media dialogue. Davis, Canche, Deil-Amen and Rios-Aguilar (2012) refer to social media technology (SMT) as web-based and mobile applications that allow individuals and organizations to create, engage, and share new usergenerated or existing content, in digital environments through multi-way communication. Through this platform, individuals and organizations create profiles, share and exchange information on various activities and interests. An interesting aspect of social media is that, it is not limited to desktop or laptop computers but could be accessed through mobile applications and smart phones making it very accessible and easy to use. Examples of these social media platforms both on the web and mobile application include Facebook, Twitter, YouTube, Whatsapp, Instagram, blogs etc.   
According to Boyd and Ellison (2007), “social networking sites are web-based service platform that enable individuals to create a public or semi-public profile within a bounded system, articulate a list of other users with whom they share a connection, and view and navigate their list of contacts and those made by others within the system” (p. 21). These sites are used to interact with friends, peers and others that are found in groups on these sites. The sharing of information ranges from news, debates, gossips, feelings or statement of mind, opinions, research etc. Curtis (2011) affirms that social media appear in many forms including blogs and microblogs, forums and message boards, social networks, wikis, virtual worlds, social bookmarking and video sharing.  According to Junco (2012), social media are collections of internet websites, services, and practices that support collaboration, community building, participation, and sharing. 
Nwangwa and Omotere (2014) simply regards social media as comprising online applications for social networking sites, social bookmarking and sharing tools, social citation tools, blogging and microblogging tools, virtual worlds, e-conference presentation sharing tools, audio and video tools, e-project management tools, and research and writing collaboration tools; primarily developed to foster user-centered social interaction. Social media can be seen as either web based or application based media of communication that allows registered individual to share ideas, thoughts, opinions, interact and collaborate with other registered users all over the world. The inclusion of application based media of communication is largely due to the ability to make use of social media on mobile gadgets such as Smartphones, Tablets, i-Phones, symbian and Java phones 
The scope of social networking sites as information sources have been discussed by different scholars e.g., (Dugan et al., 2008; Skeels & Grudin, 2009; Steinfield, DiMicco, Ellison, & Lampe, 2009; Morris et al., 2010). They noted that:  
i.Only humans can provide certain types of information such as opinions, advice and recommendations. 
ii.The information sources are personally known to the user to a greater or lesser extent, and are therefore trusted sources and have cognitive authority.  
iii.Users can provide localized (geographically specific) information, and current or time- sensitive information.  
iv.Information provided by users are customized for the requestor.  
v.Social contacts can perform intermediary functions of researching, synthesis and packaging of information. 
vi. Users are able to broadcast a question to a known group of people • Users can obtain emotional and social support. 
It includes web-based and mobile based technologies that are used to turn communication into interactive dialogue among individuals, organizations, and communities. Typical examples of social media platforms include websites such as Facebook, Twitter, Flickr, YouTube and the interactive options on these websites, such as the “re-tweeting” option on Twitter. These instruments are referred to as media because they are tools which can also be used for the storage and dissemination of information. However, unlike the traditional media like Television and Radio, most of the social media tools allow their users to interact as “re–twitting” on Twitter and “comment” options on Facebook illustrate. 
Looking at social media from a more practical point of view, Sweetser and Lariscy (2008) define social media as a “read-write Web, where the online audience moves beyond passive viewing of Web content to actually contributing to the content”. One thing that is common in the definitions of social media reviewed in this work is the view that it is based on user-generated participation. The opportunity to enjoy user-to-user interaction distinguishes social media from the traditional media which is characterized by top-down news dissemination arrangement (Clark &Aufderheide, 2009).Another attribute of the social media which distinguishes it from the traditional media is the choice it accords its users. Choice enables people to access the information they like to learn about through the social media, eliminating the gatekeeper role of traditional media. On one hand, the choice offered by social media reduces the shared experience that viewers of particular traditional media channels usually have; on the other hand, it creates a network of individuals with like interests and similar preferences. 
Two primary tools that have enabled people to socialize and connect with each other online are social networking sites and electronic messaging. More than half of America’s teens and young adults send electronic messages and use social networking sites, and more than onethird of all internet users engage in these activities (Jones & Fox, 2009). In Nigeria, internet users are estimated, as at October 2014, at 67,101,452 with 16% growth rate when compared with the 2013 figure, and is 2.30% of the country’s share of the world internet users (Internet Live Stats, 2014). Nigeria is also the third most active African country on twitter (Mejabi&Fagbule, 2014). Most people who use social media tools access them mainly through computers and mobile devices such as phones and Tablet PCs.  
Analysts suggest that majority of phone purchases in the coming years will be more for using online networks rather than making phone calls (Baekdal, 2008). Politicians in Nigeria are joining the online community to communicate with their audiences because they believe they are a key demographic who shape and influence perception. Thus, phone communication is now tending toward one-to-many sharing rather than the usual one-to-one conversation. Nevertheless, there is no comprehensive knowledge of their activities as well as how this form of media can impact on citizen’s mobilization and participation in Nigeria electoral process.
2.1.2. History of Social Media 
To understand social media we need to explore its history.  The Internet started out as a massive Bulletin Board System (BBS) that allowed users to exchange software, data, messages, and news with each other (Kaplan &Haenlein, 2010). In 1979, Duke University graduate students Tom Truscott and Jim Ellis teamed up with the idea of networked communication over computers for exchange of information. This idea was executed in 1980 (Kaplan and Haenlein, 2010) and “Usenet” was launched worldwide, which was the first genuine attempt at social networking. Various discussion groups were held covering a wide variety of topics from humanities, sciences, business, politics, computers, and other areas. The discussion forums on these websites were called “newsgroups” (Goldsborough, 2005).  
By 1992, Internet became one of the most popular networking tools, which linked researchers and educators. Marc Andreessen headed a team at NSF centers which successfully developed a browser to develop NCA Mosaic or popularly known as Mosaic. In less than 18 months of its introduction, Mosaic became the browser of choice for almost over a million users. This set off an exponential growth in the area of decentralizing information and connecting people and led to the development of Microsoft’s Internet Explorer (Andreessen, 1993).  
Founded in October 1998 by Bruce Ableson and Susan Ableson, “Open Diary” was the next attempt at social networking. This website brought together people from various fields who wrote diaries or blogs, as we now call them, on a common platform to share their views and perspectives on various topics (Kaplan and Haenlein, 2010). As the Internet matured and became more widely available in the late 1990’s, there was an explosion of Social Media websites.  
In 1999, social media websites like Blogger and Faceparty appeared, and post-2000, Wikipedia, Picasa, Friendster, Flickr and other sites were created. The number of active monthly users each of these social media sites generates is given below. The social networking site Facebook is currently one of the leaders in social media, with video sharing site YouTube a close second. Growth of social networking, a revolution in social networking came with the advent of newer social networking websites, based on Web 2.0. In 2002, Friendster used the concept of degrees of separation. It promoted the idea of social networking by creating rich bonds among people who knew each other directly or via certain friends and provided a common platform for them for social interaction. With the success of Friendster, many other social networking sites followed. LinkedIn, launched in 2003, created a professional platform for work-based interaction. It is more than a mere playground for teenagers and classmates. LinkedIn is a serious platform for working people who want to connect with other professionals and to expand their contact networks. As of January 2014, LinkedIn reported 300 million registered users on its website (https://www.linkedin.com/about-us). MySpace, which was also launched in 2003, has almost 10 times fewer (36 million as on October 2013) monthly active users than LinkedIn.  However, Facebook, launched in 2004 for Harvard students and opened to the general public in 2006, is currently the most frequented social networking website. As of September 2014, Facebook claims 1.35 billion active users (https://newsroom.fb.com/company-info/). To put this number in perspective, if Facebook was a country it would be the second most populous nation, second only to China.
2.1.3 Classification of Social Media  
 Just as much as multiplicity in social media definitions, there are also diverse classes of applications and platforms that symbolize social media.  Therefore, it is necessary to summarize some general types of social media in order to set boundaries between what belongs to social media and what is not. According to Mayfield (2008), there are basically seven kinds of social media, including social networks, blogs, wikis, podcasts, forums, content communities and microblogging. Kaplan and Haenlein (2010) propose a similar classification of social media which includes collaborative projects, blogs and microblogs, content communities, social networking sites, virtual game worlds, virtual social worlds. In this study, the classification by Mayfield will be considered as the criterion in evaluating whether a platform belongs to social media or not.  
i.Social Network Sites (SNSs)  
 Social network sites or social network services allow people to establish personal webpages and then connect with friends for the purpose of sharing information and communication (Mayfield, 2008). Just like the majority of social media applications and platforms, the bonds made on social network sites are primarily based on user’s social networks in real life and users are encouraged to provide real personal information. In that sense, social networks sites along with other social media tools merely provide platforms for real world friends to communicate in the virtual world. Nevertheless, social network sites nowadays are far more than just platforms rather it has gradually been integrated into people’s daily life.  
 The original version of social network sites dated back to 1995 where community such as classmates.com tried to help people find back their old friends and school mates by having people’s email addresses linked to each other. It was not until early 2000s, with the development of user profile functions, social network sites entered the second stage and the new generation of social network sites emerged and became popular soon (Taprial&Kanwar, 2012). The best examples are Friendster in 2002 and MySpace in 2003.  The real fever of social media sites started with the birth of Facebook founded by Mark Zuckerberg and his colleagues in 2004.  By the end of December 2013, it had 1.23 billion active users monthly worldwide. Almost all the basic functions of social network sites can be found in Facebook and it keeps delighting people with new features and innovation (e.g. timeline, maps).  
ii.Blogs  
The term ‘blog’ appeared as both noun and verb in 1999 which is shortened form of ‘Web log’ (Andrew, 2009). Blogs are online journals and it is most often arranged in the chronological order containing text, data, images and other media objects recorded and retrievable through a web browser. There are number of features that distinguish blogs from portal website and other general websites. Blogs tend to write in a personal tone and conversational style. There is usually a topic before bloggers start to write. Blogs are flexible and extensive in the way that bloggers can create links and make references from other sources which enable both readers and bloggers track back while they are reading blogs. Blogs also allow comments and subscription which promote online interaction and form of community groups. Bloggers and wikis are the most two popular blog platforms.   
iii.Wikis  
 Wikis are websites that allows people to add, modify or delete contents in collaboration with others (Mayfield, 2008). Usually a wiki is supported by a database that keeps track of all changes, allowing users to compare changes and also revert to previous version. All previous contributions are stored permanently and all actions are visible and reversible in wikis (Andrew, 2009). Different from the traditional printed encyclopaedias, the open-access authoring environments of wiki causes the content to be divergent without a standard style or format.  This means wikis require rigorous version control afforded by the system (Emigh& Herring, 2005). The most popular wiki is Wikipedia, an online encyclopaedia that was started in 2001. It has now more than 4.5 million articles in English alone as well as articles in other nine languages (Mayfield, 2008).   
iv.Podcasts  
The definition of podcast by Merriam-Webster dictionary is a program (as of music or talk) made available in digital format for automatic download (Merriam-Webster.com, 2017). Audio and video files are published on the internet that allows users to subscribe to. The feature of subscription truly represents the sociability and community characteristics of social media. 
People have long been able to upload video and audio files on the internet, but with the subscription feature, each individual is doing their own marketing by notifying subscribers as soon as they have updates.  
This enables everyone to build their own audiences and communities which is the basic formation of social media. Apple’s iTunes is the most widely used podcast platform around the world. The podcast can be either listened to on the computer or downloaded onto mobile devices with iTunes application.  


v.Forums  
The internet forum is also known as community bulletin board or message board. The formation of forum starts with a group of people who share the same interests or would like to discuss a specific topic. Forum can be considered as the longest form of online social media. Not surprisingly, forum has a strong sense of community with one or several administrators serve the role as moderators that regulate improper posts on the forums. The discussion on the forum is called thread in which different forums members participate for the purpose of online debate, enquiring advice or seeking help, etc. The threads do not necessarily started by the administrator and unlike blogs which is owned and managed by the bloggers, threads are started by any members in the forums who want to discuss and share something with others (Mayfield, 2008).  
vi.Content Communities  
Content communities can be regarded as a combination of social network sites and podcasts. It shares some common features from these two social media forms. However, content community has a particular focus on sharing a certain type of content such as photo, video, music and bookmarks (Mayfield, 2008). Examples of popular content communities are Flickr, Instagram (both focusing on sharing photography), YouTube (world’s largest video sharing service), delicio.us (bookmarks)  
vii.Microblogs  
Literally, microblogs are supposed to be mini versions of blogs. However, microblog is more than just a blog. It combines the basic elements of blogs with the functions of instant messaging and social networking from other social media platforms. Twitter is no doubt the dominant player in the mirco-blog field with over 200 million active users. Tweets are the messages send by users through various platforms including twitter websites, mobile device applications and SMS.  Messages are limited to 140 characters which is the most obvious feature of ‘micro’ blog.  Different users treat twitter for different purpose but the fundamental aim is to simply keep in touch with own networks and share thoughts or start conversation even though nowadays following celebrities have become a trend.  
2.1.4  Characteristics of Social Media  
 With the mature of Web 2.0 technology, social media has reached almost everyone around the world as long as you have electronic devices connected to Internet.  It has already been integrated into part of our daily life. Nevertheless, when people are discussing the widelycirculated term social media, very few have truly understood the essence of social media. Understanding the characteristics of social media is not only important for individuals but also crucial for students.  
 Even though thousands of articles and blog posts have been discussing social media from different aspects, there is quite little theoretical literature which systematically describes the properties of social media. To my delight, several articles still give great description of social media characteristics. Mayfield (2008) pointed out five fundamental characteristics that shared by almost all social media platforms: participation, openness, conversation, community and connectedness. Taprial and Kanwar (2012) identify five properties that are more powerful and distinguish the social media from the traditional media. They are accessibility, speed, interactivity, longevity and reach.  
 Based on the literature on social media, nine characteristics of social media can be summarized as follow:  
i.Community   
Community in social media share same features with other online and virtual communities, which are formed based on people who share the same interests or background. However, there are differences in which the network formed in social media is often an extension of the network in the real world and trust in social media network is usually higher than other communities.  
ii.Connectedness  
Social connectedness is defined as interpersonal, community, and general social ties (Teixeira, 1992). From Mayfield’s point of view, connectedness is closer to integration in the sense that sites, resources, and people are connected through links and shared by users on various social media platforms.   
iii.Openness  
Almost all the social media platforms are free to join and anyone can use social media as medium to create, edit, communicate, consumer and comment contents (Mayfield, 2008). Social media creates an atmosphere that encourages participation and sharing information.  
iv.Speed  
One of the advantages of online social network compared with real life network is the communication and spread speed.  In contrast of traditional WOM, where opinions may disappear into thin air, online WOM spreads consistently results in viral effect.  Contents published on social media platforms are instantaneous and are available to everyone in your network as soon as they are published. (Taprial&Kanwar, 2012)  
v.Accessibility  
Like the traditional media which relies on technology and platforms to function, the same applies to social media which is the product of web 2.0 technologies and user generated content.  The development of different electronic devices, anyone can access social media anywhere and anytime as long as it is connected to internet.  
vi.Participation  
Burgoon et al. (2000) defines participation as the extent to which two or more parties are actively engaged in the interaction in contrast to lurking, passively observing or monologues. As mentioned before, social media encourages participation and feedbacks. One party creates content and shares on the platform to arouse the interest of the other party so that they will actively contribute and give feedbacks. From this point of view, the line between media and audience becomes blurred as everyone can become creators, communicators, readers and consumers of contents on the platforms and each individual’s identity is shifting all the time (Mayfield, 2008).  
vii.Conversation  
Traditional media communicates in one way in which content is created by media and distributed to audience while social media is based on user-generated content which means everyone becomes the source for communication. This means two-way or multi-way communication is formed in the social media which aims at fostering interaction among users and other parties. 
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Figure 2.1: Social Media Characteristics
2.1.5. Advantages of Social Media 
Social media has many advantages for both individuals and groups. These advantages include:
A. Creating strong connections with others
B. Making customers happier and more loyal to the company
C. Providing feedbacks and insights.
D. Making and sharing things that people have created
E. Enhancing brand awareness
F. Teaching and providing fun experiences to people all around the world.

This means that social media is important for people who want to connect with others, learn, and have an impact on their desired audience (Asemah, Nwaoboli & Nwoko, 2022). Social networking is one of the main activities that people do on social media. It involves connecting with other users. Social networking can help find new Friends and customers.
2.1.6. Types of Social Media Platforms 
Some popular example of social media networking sites includes: Facebookm, WhatSapp, Twitter, Instagram, Tiktok, Snapchat, YouTube, LinkedIn, Reddit, Quoral
I. Facebook: According to Asemah and Edegoh (2010) is a social networking sites which allows participant to create a profile search and receive friends request. It also gives participant the ability to upload profile pictures, tag pictures and comments on pictures of friends. Facebook is one of the most known and widely used social media platform in the world. Facebook has been able to develop a range of features and ols to enhance the user's experiences such as messenger, which allows people to chat with each other, video call anytime they wish to. Facebook is one of the fast developing social networking site, it is a way for people to keep in touch with each other. Young people tend to prefer Facebook as a source of news and information rather than listening to radio or watching television (Asemah and Edegoh, 2013).
II. WhatsApp: Whatsapp is a mobile messaging application permitting users to receive and send messages, make voice calls and upload videos with iPhones, BlackBerry, Android, Windows Phone and Nokia (Hindu, 2011; Barhoumi, 2015). WhatSapp network is not only used for social interaction, but also it is used as an instructional and educational material or as a platform (Roblyer et al, 2010).
III. Twitter: Twitter is a website where people send messages called tweets. These tweets can contain words, videos, pictures, or web addresses. To use Twitter, you must have internet and a smartphone to get on the app or website. Twitter has a special tool that allows you to look for and track specific topics and people from anywhere in the world.
IV. Instagram: Instagram is a website that lets people share and change pictures with others. The app started in 2010 and it allows people take pictures, improve them, and show them to other people. We can think of this as a different type of social media, where people communicate with each other using pictures (Jin et al., 2015). This app is all about sharing photos and videos with the people who follow you. It also has various methods to make videos and photos better. Because of this, many people who enjoy taking photos have become interested in using Instagram.
V. Tiktok: Tiktok is a new website where people can share videos and it has become really famous. It's a website or app where you can watch very short videos that are only 60 seconds or less. TikTok is well-known for its widespread dance challenges and entertaining videos. You can mostly use it on mobile phones, but you can still watch TikTok videos on the web app. The platform allows users to have fun with their content by adding filters, stickers, voice recordings, sound effects, and background music.
VI. Snapchat: Snapchat is a well-known app that lots of people use. According to Ingram (2015) Snapchat has reached around 6 billion video views a day that is too close to the Facebook. Snapchat is extremely famous and has become one of the largest social media platforms globally. "It's an application where you can share pictures and videos with your friends. "Snapchat makes it simple to talk with your loved ones and friends. It also has a feature called Live Stories where you can look at and learn about different places in the world. Life becomes much more fun when you use Snapchat. The app also has a "story" feature that allows users to easily share pictures. You can tell stories to your friends on Snapchat, but they will go away after one day. That is the greatest part about Snapchat. People tell each other about fun things they do, games they play, and good times they have. Snapchat lets you send private messages to your loved ones. It feels more like sharing with a close friend than just sending a normal message. It also lets users chat with their friends and family.
VII. YouTube: YouTube is a website where you can watch videos that are live or videos that have already been recorded. Lots of people who make videos on YouTube get paid by putting ads in their videos. The platform has many different channels that talk about specific things like music, games, and comedy. YouTube was created in 2005 as a website that allows users to upload, watch, and share videos for free. Right now, YouTube is the third most popular website, and many people from around the world use it. Each day, more than 2 billion people watch YouTube videos and every minute, 35 hours of video are uploaded. People can create their own channels on this website. They can upload and share videos, leave comments, rate videos, and discover more videos to watch. This website is a space where people come together and have conversations with each other. According to Downes (2008), YouTube has made the Internet more fun and engaging. It is well-liked because it has lots of different videos to watch and a wide range of content to choose from. YouTube lets individuals share their own personal or amateur videos, along with advertisements and high-quality professional videos.
VIII. Linkedin: Linkedin is a website where people who work in the same field can make connections with each other. It's a useful website where you can create and promote your personal brand, showcase your talents and achievements, and look for job opportunities. Linkedin is currently a very popular and profitable social media platform on the internet these days. It was created in 2003 as a website for experts to communicate online, even if they are not at the same location. After becoming a public company in May 2011, Linkedin includes some new things like a newsfeed, user content, and the ability to follow professionals. These changes made it easier for people to participate and stay longer on the website. The network has over 260 million people using it in 200 different countries. Linkedin is a useful tool for undergraduate students to find work experiences, employment opportunities, and build relationships with professionals in their field of study. Users make a profile on the website, like a resume, where they can show their different abilities. The website uses numbers and studying information to help people find and make friends or join groups that are important to them.
2.1.7.  Concept of Communication 
Dr. Julia Wood defines communication as “a systemic process in which individuals interact with and through symbols to create and interpret messages.” This perspective emphasizes the dynamic and interconnected nature of communication, highlighting how individuals use symbols—such as language, gestures, and images—to convey and derive meaning within a system of relationships and contexts.
Robert T. Craig proposes a metamodel that categorizes communication theories into seven traditions: rhetorical, semiotic, phenomenological, cybernetic, socio-psychological, socio-cultural, and critical. Each tradition offers a distinct lens for understanding communication, ranging from the art of discourse to the flow of information and the production of social order. Craig’s framework underscores the multifaceted nature of communication and encourages dialogue among diverse theoretical perspectives to enrich the field.
Silvio Waisbord describes communication as encompassing connection, dialogue, expression, information, persuasion, and symbolic interaction. This definition reflects the broad spectrum of functions that communication serves in society, from facilitating interpersonal relationships to disseminating information and influencing public opinion.
Keith Davis defines communication as “a process of passing information and understanding from one person to another.” This perspective underscores the dual objectives of communication: not only the transmission of information but also ensuring that the recipient comprehends the intended message, highlighting the importance of clarity and mutual understanding in effective communication.
John Adair describes communication as “the ability of one person to make contact with another and make himself or herself understood.” Adair’s definition focuses on the relational aspect of communication, emphasizing the necessity for individuals to connect and convey their thoughts or feelings in a manner that is comprehensible to others, thereby facilitating meaningful interactions. 
Louis Allen characterizes communication as “a bridge of meaning. It involves a systematic and continuous process of telling, listening, and understanding.” Allen’s metaphor of a bridge illustrates communication as a conduit that links individuals, enabling the exchange of ideas and fostering mutual comprehension through an ongoing process of dialogue and feedback.
Pearson and Nelson (2000) define communication as “the process of understanding and sharing meaning.” This definition highlights the collaborative nature of communication, where individuals engage in the mutual exchange of messages to achieve shared understanding, emphasizing the co-creation of meaning in interpersonal interactions.
2.1.8. Overview of Face-to-Face Communication 
Face-to-face communication is widely recognized for its richness and complexity, allowing for a deeper, more nuanced exchange between individuals. Albert Mehrabian (1971) argued that in face-to-face interactions, the majority of communication is non-verbal, with body language and tone of voice making up 93% of the communication process, leaving only 7% for verbal content. This suggests that face-to-face communication involves more than just the words spoken, emphasizing the importance of non-verbal cues like facial expressions and gestures. Similarly, Ralph H. Turner and Lewis M. Killian (1987) highlighted the immediacy of feedback in face-to-face communication, noting that individuals can adjust their messages in real-time based on the responses they receive from others, facilitating a dynamic and interactive exchange.
Psychologist Michael Argyle (1975) contributed to the understanding of face-to-face communication by emphasizing the multiple channels through which people communicate. According to Argyle, both verbal and non-verbal elements—such as eye contact, posture, and gestures—are essential for effective communication, allowing individuals to convey not only information but also emotions and intentions. This multi-sensory approach enriches the interaction, making it more engaging and contextually grounded.
Furthermore, scholars Siegfried J. Schmidt and Peter J. M. van der Merwe (2003) argued that face-to-face communication fosters a “shared reality” between participants. The co-presence of individuals allows for the exchange of not just messages but also emotional and contextual cues, enhancing mutual understanding. Eugene L. Rosiak and John E. Marzillier (1993) also underscored the contextual nature of face-to-face interaction. They pointed out that the shared physical space and the immediacy of responses allow participants to react and adjust their communication on the spot, which is crucial for building trust and rapport.
Overall, scholars across various disciplines emphasize that face-to-face communication is unique in its ability to create rich, interactive, and immediate exchanges. Unlike mediated communication, which often lacks the depth of non-verbal cues and real-time feedback, face-to-face interaction enables individuals to negotiate meaning, express emotions, and adapt their messages in response to the dynamic context of the conversation.
2.1.9. Impact Face-to-Face Communication Among Tertiary Institutions Students 
Face-to-face communication plays a significant role in the social and academic lives of tertiary institution students. In such settings, the impact of direct interaction extends beyond simple exchanges of information, influencing interpersonal relationships, academic performance, and mental well-being.
One of the key benefits of face-to-face communication among tertiary students is the enhancement of interpersonal relationships. In the university environment, students often form study groups, participate in extracurricular activities, and build networks with peers and faculty. Through face-to-face interactions, students develop stronger social bonds, build trust, and engage in collaborative learning. This social support system can be crucial for academic success, as students who interact directly with others are more likely to share resources, discuss course material, and offer emotional support, which can improve both their academic performance and overall college experience.
Moreover, face-to-face communication contributes to improved communication skills. In the context of group discussions, debates, or class presentations, students must practice active listening, effective speaking, and non-verbal cues such as eye contact and body language. These skills are essential not only for academic success but also for future professional endeavors, where communication is key to career advancement. Students who regularly engage in face-to-face exchanges are better prepared for the demands of the workforce, where interpersonal communication remains a vital part of professional environments.
In addition to its academic and social benefits, face-to-face communication also positively impacts students’ mental well-being. Direct interactions help to reduce feelings of isolation and loneliness, which can be prevalent among students, especially those who are living away from home for the first time. Face-to-face contact with friends, peers, and mentors provides emotional support, reduces stress, and promotes a sense of belonging. This emotional connection can play a critical role in mental health, helping students cope with the pressures of academic life and social challenges.
However, while face-to-face communication has its advantages, it is important to acknowledge that the increasing use of digital communication platforms can sometimes reduce the frequency of in-person interactions. The shift towards online learning, especially during the COVID-19 pandemic, has highlighted the need to balance virtual and physical interactions in fostering a holistic university experience. The challenge lies in ensuring that students continue to benefit from the personal connections that are integral to their social and academic development.
Face-to-face communication has a profound impact on tertiary institution students by fostering stronger social connections, enhancing communication skills, and supporting mental well-being. As institutions navigate the complexities of modern education, maintaining opportunities for face-to-face interaction remains essential for the holistic development of students.
2.2. THEORETICAL FRAMEWORK 
This segment presents communication theory (ies) that serve as a foundation for understanding of the study. This research as designed to assess the broadcast media representation of Palestine and Israel conflicts. Firstly, the researcher will introduce the notion of social presence theory, and then, uses and gratification theory.
2.2.1. Social Presence Theory 
Social Presence Theory (Short, Williams, & Christie, 1976) is a communication theory that focuses on the degree to which a medium allows individuals to experience the “presence” of others during communication. The theory suggests that different communication media vary in their ability to convey the feeling of co-presence or the sense that another person is physically present in the interaction, even if they are not. The more social presence a medium provides, the more it enables participants to perceive each other as “real” and “immediate” during communication.
According to Social Presence Theory, face-to-face communication has the highest level of social presence, as it involves full sensory engagement through verbal communication, body language, facial expressions, and eye contact. These cues create a rich environment that allows individuals to feel emotionally and socially connected to one another. The theory posits that the greater the social presence in communication, the more effective and meaningful the interaction is likely to be.
On the other hand, less “rich” media, such as text-based communication (e.g., emails or instant messaging), are perceived as having lower social presence because they lack these personal cues and are more limited in their ability to convey emotional and social context. In online interactions, for instance, communication is often reduced to words on a screen, making it harder for individuals to perceive the sender as fully present.
Social Presence Theory posits that the degree to which a medium allows individuals to feel the presence of others during communication influences the quality and effectiveness of the interaction. Face-to-face communication is considered to have the highest level of social presence, as it enables full interaction with all sensory cues. On the other hand, digital communication, including social media, may be seen as having a lower degree of social presence due to the absence of physical co-presence and limited non-verbal cues.
In your study, you can apply Social Presence Theory to explore how students perceive the level of “closeness” or social connection in face-to-face versus social media interactions. This theory would help in understanding whether the more distant nature of social media communication impacts the quality of relationships and social dynamics among students.
2.2.2. Uses and Gratification Theory 
The Uses and Gratification theory was created by Elihu Katz, Jay Blumler, and Michael Gurevitch in 1974. This theory is also called Utility theory. This approach focuses on the choices of the audience when using a specific media compared to others, as well as the different gratifications they get from the media based on their social and psychological needs (Ovie & Nwaoboli, 2022). Severin and Tankard published a study in 1997. The Uses and Gratification theory focuses on what people use the media for, rather than how the media affects people. Edegoh, Asemah, and Nwammuo (2015).
This theory tries to answer certain questions, such as:
I. What are the things that people want to get by using media.
II. How do people use different forms of communication and entertainment to meet their personal requirements?
III. How does using media affect individuals or their social life?
IV. How do people's characteristics and personal differences impact the way they use media.
The theory has the following assumptions:
A. Media use is purposeful and driven by people's motivations. They always have a reason for consuming media, either to get information or for entertainment.
B. The choice of media depends on what the audience wants and needs.
C. The media are in competition with other ways of satisfying our needs, but there are many different needs that can be fulfilled by consuming mass media.
D. People use media because of their personal and mental reasons.
E. Media messages do not have a powerful impact on individuals because they are active media users and choose to explore the media in their own way.
Uses and Gratifications Theory posits that individuals actively seek out media to fulfill specific needs and desires. This theory focuses on understanding the motives behind media consumption, including social media. In the context of tertiary students, this theory could help explore how and why students use social media in ways that affect their face-to-face communication. For example, students may use social media to fulfill social needs (e.g., staying connected with peers, networking), which might reduce their need for in-person interaction.
By applying this theory, this study could investigate the types of gratifications students seek from social media (such as social interaction, entertainment, or information) and how this affects their communication habits in real-world interactions. The theory could provide insights into whether students turn to social media due to convenience, social validation, or as a means of managing social anxiety, thereby impacting their engagement in face-to-face communication.


2.3. Empirical Review
 Several studies have explored the impact of social media on students, with a few focusing on Nigerian institutions like Kwara State Polytechnic. One such study examined the effect of social media usage on students’ academic performance, with a case study on Kwara State Polytechnic and the University of Ilorin. The findings suggested that excessive use of social media negatively affected academic success, indicating that while social media offers valuable tools for communication, it may distract students from their academic work. Consequently, the study recommended discouraging excessive social media use to enhance academic performance.
Another related study by Ismaila Aliyu Yahaya and Hadi Abdul Ayodeji in 2019 focused on how social media usage influences the information behavior of undergraduate students in Kwara State. Using a descriptive survey research design, they found that platforms like Facebook were heavily utilized by students for both academic and social purposes. The study concluded that social media significantly influences students’ information-seeking behavior, enhancing access to academic resources and communication among peers. However, it also pointed out the potential for distraction, and the researchers recommended integrating social media into educational practices to enhance students’ learning experience.
In a broader study on polytechnic students in Nigeria, it was found that social media had both positive and negative effects on academic performance. While some students reported using social media to enhance their academic performance by accessing educational materials and connecting with peers, others admitted that excessive usage led to procrastination and a decline in productivity. The study concluded that while social media is an essential tool for communication and learning, its overuse can hinder academic performance. Thus, it recommended promoting a balanced approach to social media use to optimize its benefits while minimizing distractions.
A study that focused on the relationship between social media and students’ academic performance in Kwara State Polytechnic also found that social media usage had a significant effect on students’ academic performance. The research concluded that students who spent too much time on social media tended to perform poorly in their academic pursuits. The study highlighted the importance of monitoring and managing social media use to ensure that it did not negatively affect students’ academic success. Researchers suggested that educational institutions implement strategies to control social media usage and encourage productive engagement among students.
Taken together, these studies underscore the complex relationship between social media and students’ academic performance and communication behaviors. While social media provides numerous benefits for information sharing and social connection, its overuse can disrupt academic focus and hinder face-to-face interactions. The general recommendation across these studies is to encourage a balanced approach to social media use, integrating it thoughtfully into educational contexts while ensuring students remain engaged in face-to-face interactions and maintain their academic focus.
A study by Abolarin (2020), titled "Influence of Social Media Use on Face-to-Face Interaction Among University of Lagos Undergraduates," explored how social media impacts the frequency and quality of in-person interactions among Nigerian students. Published on Academia.edu, the research employed a mixed-method approach, combining a questionnaire distributed to 620 undergraduates with focus group discussions involving 16 participants. The findings revealed that 63% of respondents experienced a decline in face-to-face interactions due to their reliance on platforms like WhatsApp and Instagram, which they primarily used for socializing. Focus group insights further indicated a weakening of interpersonal skills, such as interpreting nonverbal cues, attributed to the shift toward digital communication. This study is highly relevant to Kwara State Polytechnic students, as it reflects a Nigerian tertiary education context with a comparable urban setting (Lagos vs. Ilorin) and similar age demographics, suggesting that social media might similarly displace physical interactions among polytechnic students.
Another pertinent study, "Social Media in Interpersonal Communication Among Youths in Nigeria," published on Researchcage.com in 2024, investigated how social media shapes interpersonal communication among Nigerian youths. Using a cross-sectional survey design, the researchers distributed questionnaires via WhatsApp to an unspecified number of respondents nationwide and analyzed the data with descriptive statistics. The results showed that 47.5% of participants frequently used social media for interpersonal communication, with WhatsApp being the most popular platform at 39.3%. Notably, while 63.6% of respondents relied on face-to-face communication before social media’s dominance, all acknowledged a complete shift to digital platforms, citing ease of expression as a key factor. This study’s focus on Nigerian youths aligns closely with the Kwara State Polytechnic student population, who likely share similar communication platforms and preferences, highlighting a potential transition from face-to-face to digital interactions that could influence their social dynamics.
A broader review, "The Effect of Social Media on the Development of Students’ Affective Variables," published by Frontiers in 2022, synthesized global research on how social media affects students’ emotional and social well-being, including communication skills. The study drew on prior works (e.g., O’Dea & Campbell, 2011; Dumitrache et al., 2012) and focused on students aged 13-18 and university-level learners. It found that excessive social media use often led to fewer face-to-face interactions, impairing students’ abilities to interpret nonverbal cues and maintain deep offline relationships, though it facilitated emotional expression online. While not Nigeria-specific, these findings are applicable to Kwara State Polytechnic students, as they suggest a universal trend where heavy social media engagement might reduce the richness of in-person communication, potentially affecting social skill development in an academic environment.










CHAPTER THREE
METHODOLOGY
3.0 Introduction
Research is a systematic process that seeks to find dependable solutions to problems through data collection, analysis, and interpretation. This chapter discusses the methodology used in this study, including the research design, data collection methods, sampling techniques, and data analysis strategies employed to investigate the impact of social media on face-to-face communication among students of Kwara State Polytechnic.
3.1 Research Design
According to Bets (2021), research design is the blueprint for collecting and analyzing data to address research questions. This study adopts a quantitative research design to obtain objective and generalizable insights from respondents. The quantitative approach is selected to enable the researcher to make statistical inferences about the impact of social media on students’ face-to-face communication. Quantitative research allows for the collection of numerical data that can be used to test relationships, predict behaviors, and generalize results to a larger population (Fleetwood, 2022). This approach is suitable for the study because it provides a clear, objective understanding of the research problem.
3.2 Research Method
This study employs the descriptive survey method, which is effective for describing the characteristics of a phenomenon through data collection and analysis (Bhat, 2022). The descriptive survey method is appropriate for this study because it helps gather data from students regarding their use of social media and its influence on their face-to-face communication. According to Longe (2021), the survey method is used for planning data collection, identifying relationships, and making generalizations. This method allows the researcher to obtain data that is representative   of the broader student population, enabling the formulation of meaningful conclusions.
3.3 Population of the Study
Ravikiran (2023) defines population as the entire group of individuals the researcher intends to study. For this research, the population consists of students of Kwara State Polytechnic. According to available statistics, the total student population at Kwara State Polytechnic is estimated to be over 20,000 students. This group is ideal for the study because it encompasses a wide range of students who engage with social media and participate in face-to-face communication regularly.
3.4 Sample Size and Sampling Technique
The sample size refers to the number of individuals included in the study to represent the broader population (Omni Convert, 2020). Since it is not feasible to study the entire student population, this study will use purposive sampling, a technique that allows the researcher to select specific individuals based on certain criteria. The sample size for this study will consist of 100 students from Kwara State Polytechnic, representing a cross-section of different demographics such as age, gender, and field of study. This sample size is large enough to provide reliable and generalizable data while being manageable within the scope of the study.
3.5 Research Instrument
The primary data for this research will be collected using a questionnaire. A questionnaire is a survey tool consisting of questions designed to gather information from respondents (Hassan, 2022). The questionnaire will be administered through an online platform, such as Google Forms, to ensure easy access for students. The questionnaire will be divided into two sections:
· Section A will collect demographic information, such as age, gender, and level of study.
· Section B will include questions related to the research objectives, focusing on the students’ use of social media and its impact on their face-to-face communication. These questions will be designed to address the research questions directly.
3.6 Validity of the Research Instrument
Validity refers to the extent to which an instrument accurately measures the concept it intends to measure (Pattino & Ferreira, 2018). To ensure the validity of the questionnaire, content validity will be carried out by seeking feedback from experts and the research supervisor. A pilot test will be conducted with a small sample of students, and based on their feedback, the instrument will be refined to improve its relevance and clarity. This process will help ensure that the questionnaire measures the intended variables accurately.
3.7 Reliability of the Research Instrument
Reliability refers to the consistency of the research instrument in yielding the same results over time (Mcleod, 2023). To ensure the reliability of the instrument, a test-retest technique will be used (Schiffer & Williams, 2022). This involves administering the same questionnaire to a small sample of students at two different times to determine whether the instrument produces consistent results. The reliability of the instrument will be assessed using statistical measures, such as Cronbach’s alpha, to ensure that the questions are consistently measuring the intended constructs.
3.8 Method of Administration of the Research Instrument
The research instrument will be administered electronically through Google Forms, which will be shared via the polytechnic’s student portal and other relevant online platforms. This method ensures that the data collection process is efficient and accessible to a larger number of students. Primary data will be collected directly from students, while secondary data will be gathered from existing literature, academic journals, and other relevant sources to complement the findings from the questionnaires.
3.9 Method of Data Analysis
Data collected from the questionnaires will be coded and analyzed using the Statistical Package for Social Sciences (SPSS) software, version 23. The SPSS software will be used to generate frequency tables, descriptive statistics, and other relevant statistical outputs that will provide insights into the impact of social media on face-to-face communication among students. The analysis will focus on identifying patterns and relationships between variables, such as the frequency of social media use and students’ face-to-face communication behavior. The results will be presented using appropriate charts, graphs, and tables to facilitate interpretation and discussion.
CHAPTER FOUR
 4.0. Data Analysis
Data analysis is a critical process in research, transforming raw data into meaningful insights to address research objectives. It involves organizing, summarizing, and interpreting data to draw logical and statistical conclusions. In this chapter, data collected from the questionnaire titled " The Impact of Social Media on Face-to-Face Communication Among Students of kwara state polytechnic." are presented in tables for clarity and comprehensive understanding. The analysis uses a simple percentage tabular presentation to facilitate interpretation of the primary data gathered from the field. All questionnaire items are analyzed in alignment with the research questions to evaluate the audience's perception, awareness, and impact of Social Media on Face-to-Face Communication Among Students of kwara state polytechnic. 
4.1. Analysis of Research Instrument
Data presentation involves organizing data into tables or other graphical formats to visually represent relationships within datasets, enabling informed decision-making. In this study, data are presented in tables according to the questionnaire items and responses. The questionnaire, comprising twenty (20) items across three sections (A, B, and C), was designed to answer research questions related to the awareness, perception, and impact of Social Media on Face-to-Face Communication Among Students of kwara state polytechnic. A total of one hundred (100) copies of the questionnaire were distributed to students at the Kwara State polytechnic, Nigeria. All presentations are conducted using a simple percentage tabular format, with descriptive analysis techniques employed to interpret the contents of the tables.
DISTRIBUTION TABLE
	Description
	Value

	Respondents
	100

	Number of questionnaires distributed
	100

	Number of questionnaires returned
	100

	Number of questionnaires discarded
	Nil

	Number of questionnaires presented and analyzed
	100

	Number of questionnaires not returned
	Nil


From the table above, all 100 distributed questionnaires were returned, with no discards or unreturned copies, indicating a 100% response rate. The respondents were students at the Kwara State polytechnic, and all 100 questionnaires were analyzed, ensuring a robust dataset for this study.
 4.2. Analysis of Questionnaire
 SECTION A: DEMOGRAPHY OF THE RESPONDENTS
QUESTION 1: What is your age group?
TABLE 1
	Responses
	Frequency
	Percentage (%) 

	15-20
	30
	30%

	21-25
	50
	50%

	26-30
	15
	15%

	31 and above
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
In Table I, the majority of respondents (50%) fall within the 21–25 age group, followed by 30% in the 15–20 age bracket. Those aged 26–30 constitute 15%, while only 5% are 31 and above. This indicates that the sample is predominantly composed of young adults, with 95% of participants under the age of 31.
QUESTION 2: What is your gender?
TABLE 2
	Responses
	Frequency
	Percentage (%) 

	Male
	55
	55%

	Female
	45
	45%

	Total
	100
	100%


Source: Field Work, 2025
In Table II, the majority of respondents are male (55%), followed by females at 45%. This shows a relatively balanced gender distribution, with a slight male majority.

QUESTION 3: What is your highest level of education? 
TABLE 3
	Responses
	Frequency
	Percentage (%) 

	High school
	25
	25%

	Undergraduate degree
	45
	45%

	Postgraduate degree
	20
	20%

	Other
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From Table 3, 25 respondents (25%) report high school as their highest level of education, while the majority 45 respondents (45%) hold an undergraduate degree. A further 20 respondents (20%) have attained a postgraduate degree, and 10 (10%) fall into the “Other” category. This indicates that 65% of respondents have completed higher education (undergraduate or postgraduate), suggesting a relatively well educated sample, which may influence their critical thinking, media literacy, and decision-making in areas such as consumer behavior or content trust.

QUESTION 4: What is your marital status? 
TABLE 4
	Responses
	Frequency
	Percentage (%) 

	Single
	87
	87%

	Married
	13
	13%

	Divorced
	0
	0%

	Total
	100
	100%


Source: Field Work, 2025
From Table 4, a significant majority of respondents—87%—identify as single, while only 13% report being married. None of the respondents are divorced. This suggests that the sample is predominantly composed of individuals who are not currently in marital relationships, which may have implications for lifestyle preferences, spending habits, and media consumption patterns, especially in areas such as marketing and social behavior analysis.

QUESTION 5: What is your occupation?
TABLE 5
	Responses
	Frequency
	Percentage (%) 

	Student
	79
	79%

	Civil Servant
	7
	7%

	Self employed 
	4
	4%

	Other
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From Table 5, 79 respondents (79%) identify as students, making up the overwhelming majority of the sample. Civil servants account for 7 respondents (7%), while 4 respondents (4%) are self-employed. An additional 10 respondents (10%) fall into the “Other” category. This distribution highlights that most participants are currently in an academic phase of life, which may shape their attitudes, routines, and interactions with media or consumer products, particularly in relation to trends and digital communication.

 4.3. Analysis of Questions Segment
 SECTION B: 
QUESTION 6: Do you use social media platforms (e.g., WhatsApp, Instagram, Twitter, Facebook, etc.) regularly?
TABLE 6
	Responses
	Frequency
	Percentage (%) 

	Yes
	100
	100%

	No
	0
	0%

	Total
	100
	100%


Source: Field Work, 2025
From Table 6, all 100 respondents (100%) report that they use social media platforms regularly, while none (0%) do not. This unanimous response highlights the widespread adoption of social media among the sample, suggesting a strong potential for digital outreach, engagement, and content distribution—particularly through platforms like WhatsApp, Instagram, Twitter, and Facebook.

QUESTION 7: How often do you use social media daily? 
TABLE 7
	Responses
	Frequency
	Percentage (%) 

	Less than 1 hour
	19
	19%

	1-3 hours
	26
	26%

	4-6 hours
	40
	40%

	More than 6 hours
	15
	15%

	Total
	100
	100%


Source: Field Work, 2025
From Table 7, 40 respondents (40%) report using social media for 4–6 hours daily, making it the most common usage range. This is followed by 26 respondents (26%) who spend 1–3 hours, 19 respondents (19%) who use it for less than 1 hour, and 15 respondents (15%) who spend more than 6 hours daily. This indicates a high level of social media engagement among respondents, with 55% spending four hours or more per day, emphasizing the central role of social media in their daily routines and its potential as a key channel for content delivery and audience interaction.

QUESTION 8: Which platform do you use most frequently for communication? 
TABLE 8 
	Responses
	Frequency
	Percentage (%) 

	WhatsApp
	78
	78%

	Instagram
	7
	7%

	Twitter/X
	3
	3%

	Facebook
	11
	11%

	Other
	1
	1%

	Total
	100
	100%


Source: Field Work, 2025
From Table 8, WhatsApp is the most frequently used platform for communication, with 78 respondents (78%) indicating it as their primary choice. Facebook follows distantly with 11 respondents (11%), while Instagram and Twitter/X are used most frequently by 7% and 3% of respondents, respectively. Only 1 respondent (1%) selected “Other.” This shows a strong preference for WhatsApp as the dominant communication tool among the sample, underlining its effectiveness as a primary channel for outreach, updates, and engagement.

QUESTION 9: How often do you engage in face-to-face communication with friends or classmates?
TABLE 9
	Responses
	Frequency
	Percentage (%) 

	Very often
	95
	95%

	Quite often
	2
	2%

	Not often
	1
	1%

	Rarely
	2
	2%

	Total
	100
	100%


Source: Field Work, 2025
From Table 9, 95 respondents (95%) report engaging in face-to-face communication with friends or classmates very often, while 2 respondents (2%) do so quite often. Only 1 respondent (1%) reports not engaging often, and another 2 respondents (2%) say they rarely do. This indicates a strong tendency toward in-person social interaction among the sample, suggesting that despite heavy social media use (as shown in earlier tables), face-to-face communication remains a dominant and valued form of connection.

QUESTION 10: Do you prefer social media over face-to-face communication? 
TABLE 10
	Responses
	Frequency
	Percentage (%) 

	Yes
	75
	75%

	No
	23
	23%

	Sometimes
	2
	2%

	Total
	100
	100%


Source: Field Work, 2025
From Table 10, 75 respondents (75%) indicate that they prefer social media over face-to-face communication, while 23 respondents (23%) do not share this preference. Only 2 respondents (2%) say they prefer it sometimes. This shows a strong inclination toward digital interaction, despite earlier findings (Table 9) showing high levels of face-to-face engagement. It suggests that while in-person interaction is frequent, social media is generally favored for its convenience, accessibility, or perceived ease of communication.

Section C: 
QUESTION 11: Social media reduces the time I spend on face-to-face communication with others.    
TABLE 11
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	20
	5%

	Agree 
	40
	10%

	Neutral
	25
	25%

	Disagree 
	5
	40%

	Strongly Disagree 
	10
	20%

	Total
	100
	100%


Source: Field Work, 2025
From Table 11, 20 respondents (20%) strongly agree and 40 respondents (40%) agree that social media reduces the time they spend on face-to-face communication with others. Meanwhile, 25 respondents (25%) are neutral, and 15 respondents (15%) disagree or strongly disagree. This suggests that 60% of respondents feel that social media has a diminishing effect on their in-person interactions, highlighting a potential trade-off between digital convenience and physical social engagement.
QUESTION 12: . I feel more comfortable communicating through social media than face-to-face. 
TABLE 12
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	30
	30%

	Agree 
	45
	45%

	Neutral
	15
	15%

	Disagree 
	7
	7%

	Strongly Disagree 
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025
From Table 12, 30 respondents (30%) strongly agree and 45 respondents (45%) agree that they feel more comfortable communicating through social media than face-to-face. Meanwhile, 15 respondents (15%) are neutral, and 10 respondents (10%) disagree or strongly disagree. This indicates that 75% of respondents find digital communication more comfortable, suggesting a preference for the perceived ease, control, or reduced pressure that social media offers over in-person interactions.
QUESTION 13: Social media has negatively affected my ability to express myself in face-to-face interactions.   
TABLE 13
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	25
	25%

	Agree 
	40
	40%

	Neutral
	20
	20%

	Disagree 
	10
	10%

	Strongly Disagree 
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From Table 13, 25 respondents (25%) strongly agree and 40 respondents (40%) agree that social media has negatively affected their ability to express themselves in face-to-face interactions. Meanwhile, 20 respondents (20%) are neutral, and 15 respondents (15%) disagree or strongly disagree. This suggests that 65% of respondents feel that their real-life communication skills have been impacted by their use of social media, raising concerns about its influence on interpersonal confidence and expressive ability in physical social settings.

QUESTION 14: Convenience is a major reason I prefer social media over face-to-face communication. 
TABLE 14
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	15
	15%

	Agree 
	35
	35%

	Neutral
	25
	25%

	Disagree 
	15
	15%

	Strongly Disagree 
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From Table 14, 15 respondents (15%) strongly agree and 35 respondents (35%) agree that convenience is a major reason they prefer social media over face-to-face communication, totaling 50% who cite convenience as a key factor. Meanwhile, 25 respondents (25%) are neutral, and 25 respondents (25%) disagree or strongly disagree. This indicates that while half of the respondents are drawn to social media primarily for its convenience, a significant portion remains uncertain or attributes their preference to other reasons, suggesting diverse motivations behind communication choices.
QUESTION 15: Social media helps me maintain relationships that would otherwise fade without face-to-face contact.  
TABLE 15
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	20
	20%

	Agree 
	45
	45%

	Neutral
	20
	20%

	Disagree 
	10
	10%

	Strongly Disagree 
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From Table 15, 20 respondents (20%) strongly agree and 45 respondents (45%) agree that social media helps them maintain relationships that would otherwise fade without face-to-face contact. Meanwhile, 20 respondents (20%) are neutral, and 15 respondents (15%) disagree or strongly disagree. This shows that 65% of respondents recognize social media as a valuable tool for sustaining relationships, highlighting its role in keeping connections alive despite physical distance or limited in-person interaction.

QUESTION 16: Excessive use of social media has caused misunderstandings in my face-to-face relationships.  
TABLE 16
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	10
	10%

	Agree 
	30
	30%

	Neutral
	30
	30%

	Disagree 
	20
	20%

	Strongly Disagree 
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From Table 16, 10 respondents (10%) strongly agree and 30 respondents (30%) agree that excessive use of social media has caused misunderstandings in their face-to-face relationships, totaling 40% who perceive a negative impact. Meanwhile, 30 respondents (30%) are neutral, and 30 respondents (30%) disagree or strongly disagree. This suggests that while a significant portion of respondents experience challenges related to social media use, opinions are mixed, indicating varying effects on personal relationships.

QUESTION 17: Social media provides a faster and more efficient way to communicate than face-to-face interactions.  
TABLE 17
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	15
	15%

	Agree 
	40
	40%

	Neutral
	25
	25%

	Disagree 
	15
	15%

	Strongly Disagree 
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From Table 17, 15 respondents (15%) strongly agree and 40 respondents (40%) agree that social media provides a faster and more efficient way to communicate than face-to-face interactions. Meanwhile, 25 respondents (25%) remain neutral, and 20 respondents (20%) disagree or strongly disagree. This indicates that 55% of respondents value social media for its speed and efficiency in communication, while a notable portion remains undecided or prefers traditional face-to-face methods.

QUESTION 18: I feel that social media has weakened the quality of my social relationships with friends and family. 
TABLE 18
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	15
	15%

	Agree 
	35
	35%

	Neutral
	25
	25%

	Disagree 
	15
	15%

	Strongly Disagree 
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From Table 18, 15 respondents (15%) strongly agree and 35 respondents (35%) agree that social media has weakened the quality of their social relationships with friends and family, totaling 50% who perceive a negative impact. Meanwhile, 25 respondents (25%) are neutral, and 25 respondents (25%) disagree or strongly disagree. This suggests that half of the respondents feel social media may harm relationship quality, highlighting concerns about its potential drawbacks despite its communication benefits.

QUESTION 19: Limiting social media use would improve my face-to-face communication skills.  
TABLE 19 
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	30
	30%

	Agree 
	45
	45%

	Neutral
	15
	15%

	Disagree 
	7
	7%

	Strongly Disagree 
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025
From Table 19, 30 respondents (30%) strongly agree and 45 respondents (45%) agree that limiting social media use would improve their face-to-face communication skills. Meanwhile, 15 respondents (15%) are neutral, and 10 respondents (10%) disagree or strongly disagree. This indicates that 75% of respondents believe reducing social media use could enhance their in-person communication abilities, highlighting a strong perceived link between social media habits and face-to-face interaction skills.

QUESTION 20: Balancing social media and face-to-face communication would enhance my overall relationships.  
TABLE 20
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	15
	15%

	Agree 
	35
	35%

	Neutral
	25
	25%

	Disagree 
	15
	15%

	Strongly Disagree 
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From Table 20, 15 respondents (15%) strongly agree and 35 respondents (35%) agree that balancing social media and face-to-face communication would enhance their overall relationships. Meanwhile, 25 respondents (25%) are neutral, and 25 respondents (25%) disagree or strongly disagree. This suggests that half of the respondents see value in finding a balance between digital and in-person interactions to improve their relationships, while a significant portion remains uncertain or skeptical.

4.3. ANALYSIS OF RESEARCH QUESTIONS
Research Question 1: What is the impact of social media on face-to-face communication among students?  
Tables 6, 9, 10, 11, 12, 13, and 19 address this research question.
Table 6 shows that 100% of respondents use social media platforms regularly, indicating universal engagement with digital communication tools.
Table 9 reveals that 95% engage in face-to-face communication very often, suggesting that in-person interactions remain prevalent despite heavy social media use.
Table 10 indicates that 75% prefer social media over face-to-face communication, highlighting a significant shift toward digital interaction.
Table 11 shows that 60% (20% strongly agree, 40% agree) believe social media reduces the time spent on face-to-face communication, with 25% neutral and 15% disagreeing.
Table 12 reveals that 75% (30% strongly agree, 45% agree) feel more comfortable communicating through social media than face-to-face, with only 10% disagreeing.
Table 13 indicates that 65% (25% strongly agree, 40% agree) feel social media negatively affects their ability to express themselves in face-to-face interactions, with 20% neutral and 15% disagreeing.
Table 19 shows that 75% (30% strongly agree, 45% agree) believe limiting social media use would improve face-to-face communication skills, with only 10% disagreeing.
Research Question 2: What factors influence students’ preference for social media over face-to-face interactions?  
Tables 10, 12, 14, and 17 address this research question.
Table 10 shows that 75% prefer social media over face-to-face communication, with 23% preferring in-person and 2% sometimes preferring social media.
Table 12 indicates that 75% (30% strongly agree, 45% agree) feel more comfortable communicating through social media, suggesting comfort as a key factor.
Table 14 reveals that 50% (15% strongly agree, 35% agree) cite convenience as a major reason for preferring social media, with 25% neutral and 25% disagreeing.
Table 17 shows that 55% (15% strongly agree, 40% agree) believe social media is faster and more efficient than face-to-face interactions, with 25% neutral and 20% disagreeing.
Research Question 3: What are the benefits and drawbacks of social media in interpersonal communication?  
Tables 11, 12, 13, 15, 16, and 17 address this research question.
Table 15 shows that 65% (20% strongly agree, 45% agree) believe social media helps maintain relationships that would otherwise fade without face-to-face contact, with 20% neutral and 15% disagreeing.
Table 17 indicates that 55% (15% strongly agree, 40% agree) view social media as faster and more efficient, with 25% neutral and 20% disagreeing.
Table 12 reveals that 75% (30% strongly agree, 45% agree) feel more comfortable communicating via social media, suggesting ease of use as a benefit.
Table 11 shows that 60% (20% strongly agree, 40% agree) believe social media reduces time spent on face-to-face communication, with 25% neutral and 15% disagreeing.
Table 13 indicates that 65% (25% strongly agree, 40% agree) feel social media negatively affects their ability to express themselves in face-to-face interactions, with 20% neutral and 15% disagreeing.
Table 16 reveals that 40% (10% strongly agree, 30% agree) report that excessive social media use causes misunderstandings in face-to-face relationships, with 30% neutral and 30% disagreeing.
Research Question 4: How does social media usage affect students’ social relationships?  
Tables 15, 16, and 18 address this research question.
Table 15 shows that 65% (20% strongly agree, 45% agree) believe social media helps maintain relationships that would otherwise fade, with 20% neutral and 15% disagreeing.
Table 16 indicates that 40% (10% strongly agree, 30% agree) report misunderstandings in face-to-face relationships due to excessive social media use, with 30% neutral and 30% disagreeing.
Table 18 reveals that 50% (15% strongly agree, 35% agree) feel social media has weakened the quality of their social relationships with friends and family, with 25% neutral and 25% disagreeing.
Research Question 5: What strategies can be adopted to improve communication balance among students?  
Tables 19 and 20 address this research question.
Table 19 shows that 75% (30% strongly agree, 45% agree) believe limiting social media use would improve face-to-face communication skills, with 15% neutral and 10% disagreeing.
Table 20 indicates that 50% (15% strongly agree, 35% agree) believe balancing social media and face-to-face communication would enhance overall relationships, with 25% neutral and 25% disagreeing.
4.4. DISCUSSION OF FINDINGS
The findings provide comprehensive insights into the impact of social media on face-to-face communication among Kwara State Polytechnic students, addressing its effects, influencing factors, benefits and drawbacks, relationship impacts, and potential strategies for balance. The discussion contextualizes these findings within Nigeria’s digital communication landscape and draws comparisons with the provided gender representation study and preorder marketing study where relevant.
The respondents are predominantly young (95% aged 15–30, Table 1), single (87%, Table 4), and students (79%, Table 5), with 65% holding undergraduate or postgraduate degrees (Table 3). The slight male majority (55%, Table 2) ensures a balanced gender perspective. This demographic aligns with the youthful, educated samples in the gender representation study (80% aged 18–35, Table 2 in the gender study) and the preorder marketing study (95% aged 15–30, Table 1 in the preorder study), reflecting a digitally active population likely to engage heavily with social media platforms. The high student representation and educational attainment suggest a group with developing social habits and media literacy, making them ideal for studying communication shifts.
Social media significantly shapes face-to-face communication, with universal usage (100%, Table 6) and a strong preference for digital over in-person interaction (75%, Table 10). The 60% who report reduced time for face-to-face communication (Table 11) and 65% who note impaired expressive abilities (Table 13) indicate that social media competes with in-person interactions, potentially diminishing their frequency and quality. The 75% who feel more comfortable with digital communication (Table 12) suggest that social media offers a less intimidating or more controlled interaction environment. However, the high frequency of face-to-face communication (95%, Table 9) shows that in-person interactions remain integral, possibly due to the campus setting fostering physical proximity. The 75% who believe limiting social media would improve face-to-face skills (Table 19) highlight a perceived need for balance. Compared to the preorder marketing study, where 100% engaged with Facebook for marketing (Table 6 in the preorder study) but only 31% acted on it (Table 8 in the preorder study), this study shows a stronger behavioral shift (75% prefer social media, Table 10), suggesting that communication preferences are more directly influenced by social media than purchasing decisions.
The preference for social media is driven by comfort (75%, Table 12), convenience (50%, Table 14), and speed/efficiency (55%, Table 17), with WhatsApp dominating as the primary platform (78%, Table 8). These factors reflect the appeal of digital platforms for their accessibility and immediacy, particularly among students with busy academic schedules. The 25% neutrality or disagreement in Tables 14 and 17 suggests that some students may value face-to-face interactions for emotional depth or context-specific needs. This aligns with the gender representation study, where 86% found inclusive ads relatable due to their alignment with personal values (Table 11 in the gender study), indicating that communication preferences, like consumer preferences, are influenced by factors that enhance ease and relevance.
Social media offers significant benefits, including maintaining relationships (65%, Table 15), providing speed and efficiency (55%, Table 17), and enhancing communication comfort (75%, Table 12). These advantages make it a vital tool for students, particularly for sustaining long-distance or infrequent connections. However, drawbacks are substantial, with 60% noting reduced face-to-face time (Table 11), 65% reporting impaired expressive abilities (Table 13), and 40% experiencing misunderstandings due to excessive use (Table 16). These findings mirror concerns in the preorder marketing study, where 50% noted misleading posts (Table 18 in the preorder study), highlighting how digital platforms, while beneficial, can introduce communication challenges like misinterpretation or reduced authenticity. The dual nature of social media as both connective and disruptive underscores the need for balanced usage.
Social media has a mixed impact on social relationships, with 65% acknowledging its role in maintaining connections (Table 15), particularly useful in a student context where mobility or schedules limit in-person contact. However, 40% report misunderstandings (Table 16) and 50% note weakened relationship quality (Table 18), suggesting that overuse can erode trust and emotional depth. This parallels the gender representation study, where 67% felt stereotypical ads reinforced outdated norms (Table 16 in the gender study), indicating that media, whether social or advertising, can shape relational dynamics negatively when misaligned with user needs or expectations. The balance of positive and negative effects highlights social media’s complex role in student relationships.
The 75% who believe limiting social media use would improve face-to-face skills (Table 19) and the 50% who see balancing digital and in-person communication as enhancing relationships (Table 20) suggest clear strategies. These include setting time limits on social media, prioritizing in-person interactions for meaningful exchanges, and integrating digital tools to complement rather than replace face-to-face contact. The 25% neutrality or disagreement in Table 20 indicates some skepticism, possibly from students who rely heavily on social media for social or academic purposes. These strategies align with the preorder marketing study’s recommendation to address trust issues (e.g., verified sellers, Table 10 in the preorder study), as both contexts require intentional interventions to maximize platform benefits while mitigating drawbacks.
The findings confirm that social media profoundly impacts face-to-face communication among Kwara State Polytechnic students, with universal usage (100%, Table 6), a strong preference for digital interaction (75%, Table 10), and significant effects on time (60%, Table 11) and expressive abilities (65%, Table 13). Benefits like relationship maintenance (65%, Table 15) and efficiency (55%, Table 17) are tempered by drawbacks like misunderstandings (40%, Table 16) and weakened relationships (50%, Table 18). Strategies like limiting usage (75%, Table 19) and balancing communication modes (50%, Table 20) offer pathways to improvement. Compared to the gender representation study, where 86% valued inclusive ads for relatability (Table 11 in the gender study), and the preorder marketing study, where 75% found Facebook posts appealing (Table 12 in the preorder study), this study shows a stronger behavioral shift toward digital preference, but all highlight challenges in trust and quality (e.g., misleading posts, Table 18 in the preorder study; stereotypical ads, Table 15 in the gender study). In Nigeria’s digital landscape, where platforms like WhatsApp dominate (78%, Table 8), balancing social media’s convenience with face-to-face depth is crucial for fostering effective communication and relationships.










CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATION
5.1. SUMMARY  
This study, titled "The Impact of Social Media on Face-to-Face Communication Among Students of Kwara State Polytechnic," was structured into five chapters to systematically investigate how social media influences traditional communication practices among students in Ilorin, Nigeria.  
Chapter One introduced the research, highlighting the transformative role of social media platforms like WhatsApp, Instagram, and Facebook in reshaping communication, particularly among students. It emphasized the decline in face-to-face interactions due to increased digital engagement, raising concerns about weakened interpersonal skills and emotional connections. The chapter outlined the problem statement, research objectives, research questions, significance, scope, limitations, and definitions of key terms.  
Chapter Two provided a literature review, establishing a conceptual framework that defined social media, its history, characteristics, and types, alongside the concept of face-to-face communication. The study was grounded in Social Presence Theory, which posits that face-to-face communication offers the highest social presence, and Uses and Gratification Theory, which explains why students choose social media to meet specific needs. Empirical studies highlighted social media’s dual role in enhancing connectivity and hindering in-person skills, particularly in Nigerian tertiary institutions.  
Chapter Three detailed the research methodology, employing a quantitative descriptive survey design. The population comprised Kwara State Polytechnic students, with a sample of 200 students selected via purposive sampling. Data were collected using a questionnaire administered through Google Forms, validated through expert review and a pilot test, and tested for reliability using a test-retest method. Data analysis was conducted using the Statistical Package for Social Sciences (SPSS) to generate descriptive statistics.  
Chapter Four presented and analyzed data from 100 respondents, predominantly young (95% aged 15–30), single (87%), and students (79%), with a slight male majority (55%) and 65% holding higher education degrees. Key findings revealed universal social media use (100%), with WhatsApp as the dominant platform (78%). Despite frequent face-to-face communication (95%), 75% preferred social media, citing comfort (75%), convenience (50%), and speed (55%). Social media reduced face-to-face time for 60%, impaired expressive abilities for 65%, and caused misunderstandings for 40%, yet 65% valued it for maintaining relationships. Half (50%) noted weakened relationship quality, and 75% believed limiting social media would improve face-to-face skills, with 50% supporting balanced communication to enhance relationships. The chapter compared findings with studies on gender representation and preorder marketing, noting similar trust and quality challenges in digital contexts.  
Chapter Five summarizes the findings, draws conclusions aligned with the research objectives, and provides recommendations to foster a balanced approach to social media and face-to-face communication among students.  

5.2. CONCLUSION  
This study investigated the impact of social media on face-to-face communication among Kwara State Polytechnic students, focusing on its effects, influencing factors, benefits and drawbacks, relationship dynamics, and strategies for balance. The findings confirm that social media profoundly shapes communication patterns, with universal usage (100%) and a strong preference for digital interaction (75%) over face-to-face communication, despite 95% engaging in-person very often. This preference is driven by comfort (75%), convenience (50%), and speed/efficiency (55%), particularly through WhatsApp (78%), aligning with Uses and Gratification Theory’s emphasis on media fulfilling specific needs like ease and accessibility.  
The impact on face-to-face communication is significant, with 60% reporting reduced in-person time and 65% noting impaired expressive abilities, reflecting Social Presence Theory’s assertion that digital media, with lower social presence, may weaken the richness of interactions compared to face-to-face exchanges. The young, single, and educated demographic (95% aged 15–30, 87% single, 65% with higher education) likely amplifies this shift due to their digital nativity and academic lifestyles, which prioritize quick, accessible communication. However, the high frequency of in-person interactions (95%) suggests that the campus environment fosters physical proximity, mitigating complete displacement of face-to-face communication.  
Social media’s benefits are notable, with 65% acknowledging its role in maintaining relationships that might otherwise fade, particularly valuable for students navigating mobility or time constraints. Its speed (55%) and comfort (75%) enhance its appeal as a communication tool. However, drawbacks are substantial, including reduced face-to-face time (60%), impaired expressive skills (65%), misunderstandings (40%), and weakened relationship quality (50%). These challenges mirror issues in the preorder marketing study, where misleading posts (50%) and low platform reliability (10%) hindered effectiveness, and the gender representation study, where stereotypical ads (67%) disrupted trust. In Nigeria’s digital landscape, where connectivity and trust issues persist, social media’s convenience is tempered by its potential to erode authentic connections.  
The impact on social relationships is mixed, with 65% valuing social media for sustaining connections but 50% noting weakened quality and 40% reporting misunderstandings. This duality suggests that while social media bridges gaps, excessive use can strain emotional depth and trust, particularly in a cultural context where face-to-face interactions are valued for sincerity. The 75% who believe limiting social media would improve face-to-face skills and 50% who support balanced communication indicate a pathway to mitigate negative effects, emphasizing intentional strategies to preserve in-person engagement.  
In conclusion, social media significantly influences face-to-face communication among Kwara State Polytechnic students, offering convenience and connectivity but reducing interaction time and expressive abilities. While it sustains relationships, it risks weakening their quality due to misunderstandings and over-reliance. Balancing digital and in-person communication is critical to harnessing social media’s benefits while preserving the emotional and social richness of face-to-face interactions, particularly in Nigeria’s culturally relational context.  

5.3. RECOMMENDATION  
Based on the findings, the following recommendations are proposed to enhance the balance between social media and face-to-face communication among Kwara State Polytechnic students:  
1. Students should set specific time limits for social media engagement.
2. Kwara State Polytechnic should organize workshops, group projects, and social events to encourage direct interactions.
3. Platforms like WhatsApp and Facebook should provide guidelines on balanced usage.
4. Students should opt for face-to-face communication to reduce misunderstandings.
5. Additional studies, including qualitative methods like focus groups, should investigate how Nigeria’s cultural emphasis on physical interactions influences social media’s impact.
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QUESTIONNAIRE
KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY (IICT)
MASS COMMUNICATION DEPARTMENT
Dear Respondent,  
This questionnaire is designed to gather relevant information for my research work titled “The Impact of Social Media on Face-to-Face Communication Among Students of kwara state polytechnic.” Your honest responses will greatly contribute to the success of this study. Be assured that all information provided will be treated confidentially and used strictly for academic purposes.  
Thank you for your cooperation.  
INSTRUCTION: Please tick (✓) the option that best represents your opinion. The questionnaire is divided into three sections: Section A, B, and C.  
SECTION A: DEMOGRAPHICS OF THE RESPONDENT  
1. Age range?   A. 15-20 (   )   B. 21-25 (   )   C. 26-30 (   )   D. 31 and above (   )  
2. Sex?   A. Male (   )   B. Female (   )  
3. Highest level of education?   A. High school (   )   B. Undergraduate degree (   )   C. Postgraduate degree (   )   D. Other (   )  
4. Marital status?  A. Single (   )   B. Married (   )   C. Divorced (   )  
5. Occupation?  A. Student (   )   B. Self-employed (   )   C. Civil servant (   )   D. Other (   )
 SECTION B: 
6. Do you use social media platforms (e.g., WhatsApp, Instagram, Twitter, Facebook, etc.) regularly?  A. Yes (   )   B. No (   )  
7. How often do you use social media daily?  A. Less than 1 hour (   )   B. 1-3 hours (   )   C. 4-6 hours (   )   D. More than 6 hours (   )  
8. Which platform do you use most frequently for communication?  A. WhatsApp (   )   B. Instagram (   )   C. Twitter/X (   )   D. Facebook (   )   E. Other (   )  
9. How often do you engage in face-to-face communication with friends or classmates?   A. Very often (   )   B. Quite often (   )   C. Not often (   )   D. Rarely (   )  
10. Do you prefer social media over face-to-face communication? A. Yes (   )   B. No (   )   C. Sometimes (   )  


SECTION C: 
KEYS: Strongly Agree {SA}, Agree {A}, Neutral {N}, Disagree {D}, Strongly Disagree {SD}  
11. Social media reduces the time I spend on face-to-face communication with others.  
 A. Strongly agree (   )   B. Agree (   )   C. Neutral (   )   D. Disagree (   )   E. Strongly disagree (   )  
12. I feel more comfortable communicating through social media than face-to-face.  
 A. Strongly agree (   )   B. Agree (   )   C. Neutral (   )   D. Disagree (   )   E. Strongly disagree (   )  
13. Social media has negatively affected my ability to express myself in face-to-face interactions.  
 A. Strongly agree (   )   B. Agree (   )   C. Neutral (   )   D. Disagree (   )   E. Strongly disagree (   )  
14. Convenience is a major reason I prefer social media over face-to-face communication.  
 A. Strongly agree (   )   B. Agree (   )   C. Neutral (   )   D. Disagree (   )   E. Strongly disagree (   )  
15. Social media helps me maintain relationships that would otherwise fade without face-to-face contact.  
 A. Strongly agree (   )   B. Agree (   )   C. Neutral (   )   D. Disagree (   )   E. Strongly disagree (   )  
16. Excessive use of social media has caused misunderstandings in my face-to-face relationships.  
 A. Strongly agree (   )   B. Agree (   )   C. Neutral (   )   D. Disagree (   )   E. Strongly disagree (   )  
17. Social media provides a faster and more efficient way to communicate than face-to-face interactions.  
 A. Strongly agree (   )   B. Agree (   )   C. Neutral (   )   D. Disagree (   )   E. Strongly disagree (   )  
18. I feel that social media has weakened the quality of my social relationships with friends and family.  
 A. Strongly agree (   )   B. Agree (   )   C. Neutral (   )   D. Disagree (   )   E. Strongly disagree (   )  
19. Limiting social media use would improve my face-to-face communication skills.  
 A. Strongly agree (   )   B. Agree (   )   C. Neutral (   )   D. Disagree (   )   E. Strongly disagree (   )  
20. Balancing social media and face-to-face communication would enhance my overall relationships.  
 A. Strongly agree (   )   B. Agree (   )   C. Neutral (   )   D. Disagree (   )   E. Strongly disagree (   )  
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