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ABSTRACT
This study examines the influence of Facebook on the digital marketing practices of female students at Kwara State Polytechnic. With the rapid growth of social media as a business tool, Facebook has become a key platform for youth entrepreneurship, especially among female students who are increasingly turning to online channels to promote and manage their businesses. The research aimed to explore how Facebook is utilized by these students, the extent of its impact on their marketing strategies, and the challenges they encounter. A descriptive survey research design was employed, and data were collected using structured questionnaires administered to a sample of female students engaged in various business activities. The study focused on students who actively use Facebook to market products such as fashion items, cosmetics, food, and digital services. The findings revealed that Facebook significantly enhances product visibility, customer reach, and overall marketing effectiveness. Features like Facebook Marketplace, business pages, groups, and direct messaging were frequently used for advertising and customer interaction. However, the study also identified key challenges such as poor internet connectivity, high data costs, limited knowledge of advanced marketing tools, and algorithm-based post limitations. Despite these obstacles, most respondents reported a positive impact of Facebook on their ability to reach customers and generate income. The research concludes that Facebook serves as a powerful tool for digital entrepreneurship among female students, promoting economic empowerment and business development. It recommends increased digital literacy training and institutional support to help students maximize the benefits of social media marketing. The findings contribute to the broader understanding of social media's role in youth-led digital enterprise within higher institutions in Nigeria.
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CHAPTER ONE
BACKGROUND OF THE STUDY
1.0 Introduction
In the competitive markets, each firm tries to make the possible process to distribute products and services, attracting consumers, to make the best benefits. According to this, the marketing process is considered one of the most important operations for any firm. (Nair, 2021) said, each firm has to focus on four principal elements to make the marketing process more effective. These elements are product, price, promotion, and place. “Marketing science” has been evaluated like any other sciences in the last few years. According to this evaluation that comes as a result of many changes in the markets in the whole world. Most firms converted from traditional marketing to digital marketing.” In the past century, the firms in the traditional marketing roles were operated by using the available mediums such as… newspaper, TV, radio, and field visits. These mediums were enough to cover a sample of consumers in the same country or regional place. According to the role of globalization and the market competition rising. The firms have started to convert from traditional to digital marketing. This is to deal with targeted consumers directly. Using digital mediums such as social media, websites, and e mails technically allow us to engage with new markets.” ““”Digital Marketing tools have enriched the companies with the required development to perform better. Using the internet as one of the most important ways of communication has enabled the firms to deliver and to value their clients in providing a better service (Smith, 2018).
The explosive growth of users and new platforms, along with increased internet access capabilities offered by mobile devices, affects the behavior and life of people from almost every socio-demographic group around the world. This new medium has dramatically transformed the marketing world and makes social media marketing a significant challenge for the private and public sectors (Belch and Belch, 2014). Indeed, young people, children, teenagers and young adults issued from this generation have been immersed in this digital era since they were born and use it daily. In fact, the generation Z was born within the beginning of the internet and the generation Alpha, which started in 2010, saw the launch of iPad and Instagram. Both generations witnessed an era of rapid advanced technologies (Arora and Jha, 2020). As Jha (2020) says, the generation Alpha “had already influenced the trend of marketing, technology, and priorities of their millennial parent”, and companies had understood this and had integrated it into their strategies to be even more competitive.
Marketing is about people finding ways to deliver exceptional value by fulfilling the needs and wants of other people (Ferrell, 2021). For this purpose, different types of strategy have emerged over the years such as Digital Marketing, Green Marketing or Guerilla Marketing (Wind and Mahajan, 2001). Digital marketing can be defined as implementation of digital technologies, which are used to create channels to reach potential recipients, in order to achieve the enterprise’s goals, through more effective fulfillment of the consumer needs (Sawicki, 2016). One of the channels created is influencer marketing. According to the Association of National Advertisers (2022), influencer marketing focuses on leveraging individuals who have influence over potential buyers and orienting marketing activities around these individuals to drive a brand message to the larger market. Given their potential to reach large audiences, influencers incite companies to include them as a relatively new marketing communication tool, referred to as influencer marketing (De Jans, Van de Sompel, De Veirman and Hudders, 2020).
A lot of research has been done to determine exactly what influencer marketing is, why companies are using it more and more and what it brings them (Backaler and Shankman, 2018; Coll, 2019; Genú, 2019; Levin, 2019). Influencer marketing is described as a new effective and cost-efficient marketing tool as it is not perceived by customers as advertising (Ye, Hudders, De Jans and De Veirman, 2021). It is today a key component of the firm's digital marketing strategies (Abidin, 2015) used to promote brands and reach very engaged audiences. This strategy could be compared as an evolved word-of-mouth marketing as it works thanks to experience sharing, user-generated content and spreading via blogs and social media (Ye et al., 2021). This user-generated content gains importance in the digital world because it offers genuine and honest insight into the value of a product or service, and people are more likely to trust and follow these recommendations compared to brandgenerated communications (Djafarova and Rushworth, 2017).
The main influencer marketing’s tools are social media in general (Instagram, facebook, Twitter and youtube) and social media influencers. Social media influencers are users of social media who are being followed by a significant number of other users (De Veirman, Cauberghe and Hudders, 2017; Harrigan, Daly, Coussement, Lee, Soutar and Evers, 2021). As they share a part of their lives with relevant content, they provide the impression that the followers know them. Users develop admiration, para-social interaction; which refers to the relations people have with media figures (Horton and Wohl, 1956); perceived similarity, sense of belonging, intimacy and psychological closeness which play an important role here (Ye et al., 2021) This makes the influencers more trustworthy by users. As they reach large audiences, and thanks to their popularity companies and brands use them to promote products or services. Followers are increasingly attached to the influencers and the influencer communities (Ki, Cuevas, Chong and Lim, 2020). This attachment helps influencers to achieve marketing and business success of branding and selling. 
More and more, marketing experts state that the technologies used in promotion and communication activities are evolving rapidly, leading to changes in markets and changes in customer behavior (Dwivedi, Ismagilova, Hughes, Carlson, Filieri, Jacobson, Jain, Karjaluoto, Kefi, Krishen, Kumar, Rahman, Raman, Rauschnabel, Rowley, Salo, Tran, and Wang, 2020). All the changes specific to the digital area are a matter of concern to any organization because they can act as either opportunities or threats, with important consequences in terms of economic and social results. Social media influencers have an important impact on consumers' buying behavior, with a greater tendency to acquire what is marketed. Factors that increase confidence in social media influencers are whether the consumer feels connected, honesty and that social media influencer markets products and/or services within its area of expertise (Singh, 2021).
1.2 Statement of the Problem
Brands or advertisers have restricted channel to show their product/ service and to communicate with their local and/or international clients by utilizing the marketing strategy through the social networking sites such as Facebook which leads to customers‟ reacting to marketing activity. Digital marketing may be one of the leading ways to create the value of telecommunication companies such as mobile phone lines and reduced the communication gap between advertisers and customers. Moreover, it can reduce a few issues of getting to the brand because customers can get to the telecommunication companies’ page anytime” (Weber, 2009).
The rise of Facebook as a dominant digital platform has significantly influenced how female students engage in digital marketing. As a tool for personal branding, entrepreneurship, and online promotion, Facebook provides students with affordable and accessible opportunities to showcase products, connect with audiences, and learn marketing strategies (Kaplan & Haenlein, 2010). However, the platform's extensive influence presents both opportunities and challenges that require thorough exploration.
One major issue is the lack of adequate skills among many female students to fully utilize Facebook's advanced marketing tools, such as targeted advertisements and analytics. As Alalwan et al. (2017) point out, while social media platforms are widely used for marketing, users often underutilize the technological tools due to insufficient training. This limits the potential for students to achieve measurable success in their digital marketing efforts.
Additionally, managing digital marketing campaigns on Facebook can be time-intensive, leading to concerns about its impact on academic performance. Studies suggest that balancing digital marketing activities with academic responsibilities can lead to stress and reduced focus on education (Junco, 2012). Furthermore, privacy concerns, cyberbullying, and exposure to online scams are prevalent issues that deter female students from engaging more extensively in Facebook-based marketing. Socioeconomic barriers also exacerbate these challenges. Many female students lack the financial resources, technology, or stable internet access required to maintain an effective digital presence, thereby widening the digital divide (Hargittai, 2010). This statement of the problem underscores the need to understand the influence of Facebook on digital marketing among female students. By addressing these challenges, stakeholders can empower young women to maximize the platform's potential while fostering equitable access and minimizing risks.


1.3 Objective of the Study 
The primary aim of this study is to examine the influence of Facebook as a platform for digital marketing and its impact on the online consumer behavior and engagement of female students.
The specific objectives of the study are:
i. To explore how female students use Facebook as a platform to engage with digital marketing content.
ii. To analyze the effectiveness of Facebook advertisements in influencing the purchasing decisions of female students.
iii. To identify the factors that make digital marketing campaigns on Facebook appealing to female students.
iv. To evaluate the level of trust and credibility female students place in Facebook-based marketing.
1.4 Research Questions 
This study seeks to answer the following research questions:
i. How do female students engage with digital marketing content on Facebook?
ii. What types of Facebook advertisements are most effective in influencing female students' purchasing decisions? 
iii. What factors contribute to the appeal of Facebook-based digital marketing campaigns to female students?
iv. To what extent do female students trust digital marketing campaigns on Facebook?
1.5 Significance of the Study
The rapid evolution of digital platforms has transformed the marketing landscape, with Facebook standing out as a significant player. This study explores how Facebook influences digital marketing among female students, a demographic known for their active engagement on social media and substantial purchasing power. Understanding this influence is vital for businesses aiming to design targeted marketing strategies. Female students often drive trends through their consumption patterns, preferences, and online behaviors. Their interactions on Facebook, including sharing, liking, and commenting on content, amplify brand visibility and shape public perception. By examining these dynamics, the study offers insights into how businesses can effectively harness Facebook to connect with this influential audience segment.
For educational institutions and policymakers, the research underscores the importance of equipping female students with digital literacy skills. As they navigate the online marketplace, fostering critical thinking helps them discern marketing tactics and make informed decisions. Additionally, this study holds academic significance, contributing to the growing body of research on social media's role in consumer behavior. It provides a framework for understanding gender-specific trends in digital marketing, particularly within the context of younger, tech-savvy audiences.
Ultimately, the findings can empower businesses, educators, and students by highlighting the opportunities and challenges Facebook presents in the digital marketing realm. This ensures a more inclusive, effective, and ethical approach to leveraging social media for marketing.
1.6 Scope of the Study
This study examines the influence of Facebook on digital marketing practices among female students at Kwara State Polytechnic. It focuses on understanding how female students utilize Facebook for promoting products and services, building brand awareness, and engaging with their target audience. The study explores the extent to which Facebook serves as a tool for fostering entrepreneurial growth and enhancing marketing strategies within this demographic.
The research is limited to female students enrolled in Kwara State Polytechnic, providing a concentrated view of this group’s interaction with Facebook for digital marketing purposes. Participants will range in age from 18 to 30, a demographic known for high social media engagement and interest in entrepreneurship.
Data will be collected through questionnaires and interviews to capture insights into their experiences, challenges, and strategies in using Facebook for digital marketing. The study does not cover other social media platforms or male students, maintaining a focused approach on Facebook's specific impact. By narrowing its scope to Kwara State Polytechnic, this research aims to uncover practical insights into how female students in this institution leverage Facebook to enhance their marketing efforts and achieve entrepreneurial success.
1.7 Definition of key terms
Facebook: A global social media platform that allows users to connect, share content, and engage in various activities, including digital marketing. In this study, it refers to the platform's role as a marketing tool used by female students.
Digital Marketing: The use of digital channels, such as social media, websites, and email, to promote products, services, or brands. This study emphasizes the use of Facebook for marketing purposes by female students.
Female Students: Refers to young women enrolled at Kwara State Polytechnic, aged between 18 and 30, who are the focus of this study.
Influence: The effect or impact of Facebook on the digital marketing activities, strategies, and outcomes of female students at Kwara State Polytechnic.
Entrepreneurship: Activities undertaken by female students to create, manage, and grow businesses or initiatives, often using Facebook as a platform for promotion and engagement.
Engagement: Interaction between female students and their audience on Facebook, including likes, comments, shares, and direct messages, which drive marketing success.












CHAPTER TWO
LITERATUREREVIEW
2.0 Introduction 
This chapter reviews relevant literature to the study. Akinwumiju (2000) describes the review of related literature as involving the systematic identification, location and analysis of documents containing information related to the research problem. The literature review also helps to avoid unproductive approaches, achieve methodological insights, find recommendations for further research and look for how to support grounded theory (Omopupa, 2016).
2.1	Conceptual Framework	
2.1.1    Social Networking Sites 
Social Networking Sites are defined by Boyd and Ellison (2010) as “web-based services that allow individuals to (1) construct a public or semi-public profile within a bounded system, (2) articulate a list of other users with whom they share a connection, and (3) view and traverse their list of connections and those made by others within the system”. They are applications that enable users to connect by creating personal information profiles, inviting friends and colleagues to have access to those profiles, and sending e-mails and instant messages between each other. These personal profiles can include photos, video, audio files, and blogs (Kaplan and Haenlein, 2010). Murray & Waller (2007) claim that SNSs are virtual communities, allowing people to connect and interact with each other on a particular subject or to just ‘hang out’ together. Kietzman et al. (2011) identified seven blocks that constitute the structural characteristics of SNSs. These characteristics form a honeycomb like structure with seven building blocks: identity, conversations, sharing, presence, relationships, reputation, and group participation that affects and drives users in their behavior. In recent years Social media has become a major factor in influencing various aspects of consumer behavior including awareness, information acquisition, opinions, attitudes, purchasing behavior, and post-purchase communication and evaluation (Mangold and Faulds, 2009). According to these authors, social media encompasses a wide range of online, word-of-mouth forums, company sponsored discussion boards and chat rooms, consumer-to-consumer e-mail, consumer product or service ratings websites and forums, internet discussion boards and forums, moblogs (sites containing digital audio, images, movies, or photographs), and social networking sites (e.g. Facebook, Twitter, LinkedIn).
Faculties may adopt a technology if they perceive it as a way to facilitate communication with students (Roblyer et al., 2010). As a social networking site, Facebook has features which function primarily as communication tools. Facebook is a prominent player in the SNSs. According to its first quarter 2016 earnings announcement, it revealed that it has 1.65 billion monthly active users and 1.51 billion mobile users. Facebook now has 1.09 billion daily active users and 989 million mobile daily active users (venturebeat.com). Facebook followed by YouTube are the top two web sites that attract the most visitors all around the world, with Facebook responsible for the 40% of all referral traffic surpassing even Google. According to Gemmill and Peterson (2006), socializing via the internet has become a relevant mode of communication for young adults. Their research shows that the heaviest internet users are adolescents and young adults who are using it to finish school tasks, to send e-mails, to instant message, and to play games.
2.1.2 Social Networking Sites and Higher Education 
Social Networking Sites are extremely popular in Greece and among Greek students. It is important to note the high rates of penetration of Social media in the 17-24 age group, with almost 63% of users accessing Facebook through the mobile device. Facebook is also found to be the main choice of college students (Antoniadis et al., 2015) with a penetration rate of 94.7% in the students of TEI of Western Macedonia. That should not be a surprise given Facebook was originally created for college students (Ellison et al., 2006). This trend is identified in various studies and this millennial generation is defined as the ‘always connected generation’ because of their deep involvement with digital technology, the internet, and SNSs. This also explains the plethora of studies exploring the patterns of SNSs usage by teenagers and undergraduate students.
This always connected generation poses considerable challenges and opportunities to higher education institutions which are used to doing business according to traditional rules (Barnes and Lescault, 2011). 
Understanding the reasons that motivate students to use SNSs is therefore crucial for the academic community and admission officers, as these communication platforms exhibit an important impact on students’ choices and motivation to learn (Mazer et al., 2007). Students’ choices regarding the institution they will study are influenced by a number of tangible and intangible factors (Khan, 2013). Tangible factors include the physical facilities, staff profiles and the housing and catering services that are offered to students, while intangible include the reputation of the institution, the opportunities offered in the place that is located, the quality and relevance of the courses that they offer, and the reputation of the educators at those institutions. These factors also influence parents and friends of the prospective students and they can have a significant effect on the final decision of the candidate.
Facebook has become the main medium for students, affecting their life satisfaction, social trust, civic participation and political engagement (Valenzuela et al., 2008). Park et al. (2009) conducted a factor analysis to identify the main reasons that drive students to use and participate in Facebook groups: socializing, entertainment, self-status seeking and information retrieval. According to (Cheung et al., 2011) students also use Facebook to instantly communicate and connect with their friends (social related factors), and participation in Groups has a significant influence on the way they use the medium. However, they stress the fact that being a member of several groups blurs the social identity a person may have due to the membership of that group. DeAndrea et al. (2012) also point out the importance of social media for improving students’ adjustment to college, especially for the period before enrollment, and first semester.  
Nkhoma et al. (2016) develop a model of student motivation in learning that is based on four main Facebook characteristics, namely, interaction, communication, social relationships and participation in groups and community, highlighting the benefits a university can derive in terms of teaching. Nowadays, students are unfamiliar with how the world looks without the internet. In higher education the presence of social media is crucial if universities want to maintain connections with their students. For these reasons, many universities have profiles on different social networks for the purpose of facilitating the interaction between faculty and students sharing resources, and expressing “learner’s voice”. Moreover, it is stressed in the literature that shared community spaces and inter-group communications present a massive part of what excites young people and therefore should contribute to their persistence and motivation to learn (Mason and Rennie, 2007). The growing relevance of social media in higher education has additionally been proved due to the fact that members of the internet generation use the web differently, network differently, and consequently learn differently. 
Therefore, the numerous teaching techniques that have been used for decades must be adapted for new types of learning (Selwyn, 2012). There are polarized opinions in academia when it comes to social media usage in terms of higher education. On the one hand, the use of social media implies that learners should be ‘active co-producers’ of knowledge rather than ‘passive consumers’ of content. On the other hand, it is believed that the assumption of ubiquity of internet access and its usage are often taken for granted. Namely, digital inequalities do exist and are determined by socio-economic status, social class, race, gender, geography, age and educational background. Therefore, divisions are true for younger generations of university students as they are for older generations of university staff (Selwyn, 2012).
2.1.3 Marketing Definition
According to Haddad (2003), he defined marketing as "determining the needs, desires, and interests of the target markets to reach the needed level have satisfied effectively by the specialized firms to increase the community luxury and also the firms' benefits".
Whereas Kotler & Armstrong (2006) defined marketing as: “the process that firms use to increase the customers' value and build a strong relationship with them in aims to get their money, according to this exchange, firms provide customers’ needs and relative services to achieve the profits” (Kotler & Armstrong, 2006, 5). “As per researcher opinion Marketing is the activity and process that aim to create communications with customers, partners, as well as society at large to delivering, and exchanging offerings that have value.


2.1.4 Concept of Digital Marketing
According to Hafiz (2008) digital marketing is defined as: “modern trading style that seeks the common need between the firms, dealers, and consumers to minimize costs and increase the goods efficiency as soon as possible” (Hafiz, 2008).
Whereas, Sabri (2008) defined digital marketing as: “The ability to use the internet to achieve the marketing goals within new advantages and possibilities” (Sabri, 2008, 13). Additionally, Surrah (2009) defined digital marketing as: “using the digital methods to make the trading exchange between the concerned parties instead of direct communication” (Surrah, 2009, 44). Also, Shmit (2010) explained the concept of Electronic distribution as a basic function in digital marketing, it’s used to make a framework and content of the digital business, such function is to be online (24\7) (Shmit, 2010). “Besides, Nusair (2005) defined it as applying a wide series of information technology such as initially to reformulate marketing strategies to increase the benefits that customers can achieve market effective retailing, targeting, determination, and location detecting strategies. Secondly, to Increase the planning efficiency to ideas implementation, distribution, promotion, and prices of goods. Lastly, Create specified trading exchanges to achieve both consumers’ needs and firms’ goals at the same time (Nusair, 2005). According to the previous definitions, we may define digital marketing as using technical methods to study the consumers’ needs and how to provide these needs to the consumers by using the internet or any similar communication medium.
2.1.5 Social Networking Sites as a Marketing Tool
The results of the study conducted by Cheung, Chiu and Lee (2011) show that social presence has the strongest impact on students’ intentions to use Facebook. This supports the fact that most people use Facebook for instant communication and connection with their friends. Group norms also have a significant influence on intentions to use Facebook. When users realize the similarity of their values with their groups, they will have a greater tendency towards the intention to use Facebook. However, social identity does not have any significant relationships with intention. It is claimed that this may be due to the number of communities the users have joined. If a user joins too many communities, it is hard for them to create a sense of belonging to a specific group. Social related factors (maintaining interpersonal interconnectivity and social enhancement) and entertainment values are found to be the most significant. The Faculty which sees teaching as establishing a relationship with students may view Facebook-like technologies as an efficient, even business-like way to accomplish that connection (Roblyer et al., 2010).Though recent experiences of some educators and students have demonstrated the problems that this kind of activity can acquire (Young, 2009) many educational institutions like the idea of communicating with students in this way. They have their own Facebook pages and actively seek to link with those of their students. Among others, the tension of Facebook group usage is investigated below.
From a marketing point of view SNSs and social media offer a number of advantages regarding usage, access and cost. They are easily accessed by an evergrowing number of people through different platforms on a 24/7 basis and are demanding less financial resources providing magnified results through their viral nature. Along with the interactive communication they offer it makes SNSs one of the richest mediums available for marketers (Khan, 2013). The importance of marketing as a key for success in the education industry has been mentioned by Brown (1984). This suggests that SNSs might prove be an effective tool to inform and attract new students by providing information about the institution, the enrollment procedure, and the activities that take place in the university. With this opportunity, many schools, colleges and universities now turn to social media to effectively communicate with current members of the academic community who want to contact alumni and, more interestingly from an educational marketing point of view, to attract prospective students. Nyangau and Bado (2012) reviewed the literature in the application of Social Media Marketing in higher education and they found that it was not clear whether content on official university social media pages influences the choices of prospective students. 
However, prospective students turned to university social media channels for advice and consultation after they have taken their decision concerning their studies. Belanger et al. (2014) found that in Canada Facebook is the main SNS that universities use to communicate campus events and activities, but Twitter is more popular to carry out online discussions and to answer questions. Undergraduate students in Turkey were also found to use Facebook primarily for social activities and entertainment and rarely for educational reasons (Akyildiz and Argan, 2012). They also found that male students are more engaged compared to female students. Fuciu and Gorski (2013) investigation of high school students in Romania found that although all students had Facebook accounts, they showed little interest in searching for information through Social media and Facebook.
2.1.6 Social Media Marketing (SMM): 
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Figure: Social Media Marketing

Dan Zerrella (2009) explains social media marketing (SMM) as the most important component of digital marketing. He uses social media networks and various mediums to produce advertised content that attracts attention and encourages users to share it with their social networks. It becomes a great opportunity to create a social media strategy. It is now more popular with the massive proliferation of websites such as Google+, Twitter, Facebook, LinkedIn, and YouTube. Users can also share multimedia materials online on content community sites such as YouTube and Flicker.  As DAV Evans (2010) explained that shared content reaches new customers and increases rapidly through these sites, so a social media strategy can be implemented by carrying out a content-based on the type of content and website that should be used. 
Also, Honda & Martin (2002) mentioned the basic social media forms such as social networks, blogs, wikis (for example Wikipedia), microblogs (for example Twitter), content communities like Flicker and YouTube, forums, and podcasts. Furthermore, B Borges (2009) illustrated a podcast as a powerful marketing tool; the businesses are increasingly using this tool to improve their prospects because it is a set of digital audio files that are available on the internet to the users who subscribe to the podcast to get the files when they are uploaded. The podcast has techniques that give digital marketing the advantage by providing valuable information to the audience.  
Lastly, Dr. M. Saravanakumar & Dr.T. Sugantha Lakshmi (2012) explained the relationship between blogs and social media marketing as both allow users to share their content and opinions with people. Blogs facilitate the communication between clients, employees, and companies, so Companies use these blogs to advertise their products and reach to consumers to increase market share figures. LinkedIn is the most famous example of blogs.  
2.1.7 Digital Marketing Strategies
“Digital Marketing refers to digital advertising over many online social networking sites like YouTube, Facebook, and other medium of social Media. While Digital Marketing Agency is a company responsible for getting your business recognized online through e-marketing.”
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Figure: Digital marketing strategies
Email Marketing: 
The advantages of email marketing have been pointed out by a number of authors as follows: 
According to Jackson and De Cormier (1999) “they discovered that communication via email provides marketers with convenient communication with customers to build a strong relationship”. 
Wreden (1999) defined email as the "killer Internet platform" due to the accuracy with which email can be easily tracked and targeted. Businesses use email as an invaluable tool because they can send large numbers of emails with low marketing costs, and feature increased response rates and customer loyalty. Also, Yang, Min, and Garza-Baker (2018) revealed that email marketing campaigns reflect on organizational performance and are critically reflected in areas like user registration form design and database quality as well as industrial areas. This study demonstrates the benefits and impacts of email promotion and will reinforce structured findings to recognize the endless limits of mail marketing and digital advertising use.  Also, Lohse, Bellman, and Johnson (2000) define email marketing as one of the initial forms of a digital marketing email as the most specialized method. 
Honda & Martin (2002) mentioned that Email addresses of the target audience can be directly acquired from the customers as marketing- permission or it Can be taken up and rented or purchased from the email address vendors (Honda & Martin, 2002). Carlton (2009) and Blakeman (2014) “Illustrated two-path communication among marketers and customers without intruding on their privacy, the first way is Opt-in which is known as permission-based. this way used by the users who give the permission to add them to the email list, to receive any information, advertisements and promotions regarding the interesting products for their email, other way called Opt-out; which is used by the users who allow you to send email to them unless they tell you to stop. And they mentioned another way among marketers and customers with intruding their privacy which is called Spam which the recipient never asked for it” (Carlton, 2009 & Blakeman 2013).  Besides, Get Net Wise (2014) clarifies that Opt-out is broadly used, but the Marketers don't recommend it.  
Al-Gohary (2009) also mentioned that email marketing is used for direct marketing for a commercial business communication to a group of individuals who use e-mail just like sharing a customer’s information and providing personal information. “Personalized emails can be sent at an ideal time which is called email marketing campaign, and there is another form of email marketing called Email newsletters, it is an email communication sent out to the users to inform them of the latest news or updates about your services or product”.(Carlton, 2009) defines Email marketing as “forwarding newsletter or electronic magazine to the list of subscribers With successful email marketing programming” (El-Gohary, 2009). 
Furthermore, S. Jeff Cold (2006) mentioned another Internet technology called Really Simple Syndication (RSS), which is used to distribute and organize a list of headlines, notices for easy reading, and content specified to a wide number of people. RSS is unlimited compared to email. However, many users prefer email to send all data to their email inbox.  Carlton (2009) Illustrate that the benefits of Email marketing include cheaper communication and time saving, it helps to build a strong relationship with customers because the campaign lifecycle is short in other words, Email marketing provides the customers useful information and gets them immediate feedback about the marketing campaign effectiveness. Chaffey (2012) Clarifies that email marketing can increase its effectiveness by integrating with other communication mediums’
2.1.8 Website Marketing:  
According to Kotler (2010) and Hughes and Fill (2009) explained that the company's website is the core of the company's online activity which is designed to generate more customers and helps to get feedback from them. The purpose of the sites is to create an opportunity to interact and form a more realistic dialogue. The website's commercial appeal is due to the opportunity to display product and company information, often in the form of catalogs, as evidence of company’s identity and internal communications, to attract visitors and turn potential customers into leads, then convert them into customers and support them in all stages of purchasing and communicate with them after the process is completed. Moreover, it has been used to collect customer information as a feedback link for evaluation and measurement purposes.  Moreover, Shih and Hu (2008) state that websites are important to enterprises and should be used wisely by marketing departments to retain existing customers and attract new ones. Nowadays, advertising is done through websites. The idea is to reserve space on popular websites and pay your money based on the number of views or clicks on the ad receiver. 
2.1.8.1 Affiliate Marketing:  
DL Duffy (2005) clarifies that in this type of marketing, the companies generally hire a third party to do the advertisement and find them a new consumer, or new market, it is mainly used when the company needs to go global and to have a geographical expansion, the third-party company gets the money based on the number of visitors that comes through them.  Whereas, B Libai, & E Biyalogorsky (2003) illustrated the main advantage of Affiliate Marketing is that it is performance-based. Because affiliates pay only a commission once the required action is taken. Affiliate marketing can be very profitable. The company does not dispose of advertising dollars in positions that have no proven value because the company pays commissions only when the required conversion occurs. Moreover, hiring affiliates in new markets is an easy way to expand into this market without the overall cost of creating a full marketing campaign, thus reducing the loss of money in an unproven market.  
2.1.9 Importance of Digital Marketing
Research organization must focus on the marketing relationship and its dimensions to be able to meet the needs of customers and their satisfaction and increase their loyalty to the organization to achieve excellence in a very competitive market, and the importance of research can be highlighted through the following points: 
1. “Research is a consolidation of collaborative efforts in the field of marketing, which is an area of knowledge rights that still needs more studies on the marketing relationship and competitive advantage”( JA Cote, 2000). 
2. “Analyzing the problems of the organization that are being investigated according to the current reality and what can be applied, thus determining the requirements to improve customer satisfaction and achieve competitive advantage” (A Cote, 2000).
· Increase Customer Satisfaction and Experience: 
JL Giese & JA Cote (2000) define consumer satisfaction as meeting the requirements of consumers satisfactorily. Expectations depend on the reviews of customers which receive from the experience of promotions, customers and researchers. Consumer satisfaction is a significant measure of the capacity of an organization to effectively meet the needs of its client (JL Giese &JA Cote, 2000). 
Paavola (2017) discusses the Effective Digital Marketing Channels; the results show that E-mails are the most cost-effective marketing tool for the targeted market. According to the study results, website optimization and quality content play a crucial part in digital marketing. The results show that every firm has to establish trust with customers to obtain their target. In similar in 2016 AL_Sabagh observed The Impact of E_Marketing related to customers Satisfaction in the Telecommunications Sector, The study found effects of E_marketing (service, price, security, privacy) on customer satisfaction. the study recommended by providing a set of steps to reconsider the pricing strategy of E_marketing, making websites more accessible by using the skilled programmer to design it, and focus on customer who deals with the firm by calling or field visiting.  
· Increase Marketing Efficiency and Quick Time to Value  
“According to S Min, and M Wolfinbarger (2005) define Marketing efficiency as deliver marketing programs effectively at the lowest possible cost.” 
“Whereas RD Todor (2016) said that digital marketing is very cost-effective which mean, it is very cheap as compare to other marketing channels, for example, if the firm wants to sell a single product using traditional marketing, it will hire an emplyee as a marketing executive offering him a handsome salary. In digital marketing, the firm sells the product online. They simply create a campaign of google AdWords, and then they put a daily budget, they can advertise with even a 5$ per day without any marketing executive, or any newspaper which is considerably expensive.” 
“Also, David C. Edelman (2010) mentions that when the firm creates any product and displaysvia digital channel, they can see and evaluate  everything at the right time .for example, if the user clicks on the advertisement or if he purchases something, the firm can see it instantly which is not possible in traditional marketing or other marketing channels. Besides, in digital marketing, the firm can track the evaluation of  the traffic of websites, and the clients they receive . It also shows the time spent surfing on the websites blogs, and the most important thing is tracking the progress of sales instantly. It is very simple to track the progress because it is all systematic and programmed.  They don’t have to wait for months or weeks to know the results, you can get it done instantly.” 


2.10 Digital Marketing Elements
Wilson (2005) discusses the four elements known as “4Ps” which forms digital marketing. These elements are product, pricing, place, and promotion. (Wilson, 2005, 126)
2.10.1 Product 
The product concept is going through a speedy transformation in the digital process.
1. Increasing in essential product with services is becoming more and more digital, as a core value of the product increases along with the value which derived from digital improvements (for example, cars with GPS systems, autonomous driving technologies based on sensors). 
2. Product networking using the internet, and mobile technologies generate a rental economy during which the passive value of owned products (such as housing and cars) is released through digital networks of rental options (for example, Airbnb and Uber). These network technologies also work on the developments within the Internet of Things (IoT), where products are supplied with smart technologies that allow communication with one another and users. 
3. The products/services themselves are changed into digital services, specifically inside the discipline of product information. For instance software and content material of music, video, and text. On other hand, The Internet and mobile technologies play a major role in implementation. In which an opportunity was provided to create product lines for many digital and ordinary ways. This has revealed exciting implications for pricing and marketing. Furthermore, Digital services also alow models such as ‘freemium’. Whereas, the basic version is provided for free and the version is presented Optimized for a fee (for example, digital storage and on-line content). All of these tendencies. Moreover, providing opportunities for customizing, and personalizing client offerings. By altering not only the core product/service but also the digital improved services. 
To recognize the whole theory of ‘digital marketing’ and its impact, it is vital to focal point on how digital technologies make bigger and radically change the core product. Behind this transformation is an effort to provide new values to consumers that improved the creation of new commercial enterprise models by the figure below:” 

[image: ]
Figure: Digital augmentation and transformations of product 
"The early pattern in digitizing the center product with enlarged service is to change the related products and services into digital services in the field of digital production such as creating software, music, video, text, computer games, and so forth. This change came about to digitalize physical' products. For instant, electronic books, music CD/DVD to live broadcast, video games etc. This move has essentially decreased the negligible expense of producing and distributing digital content" 
Bakos and Bringolfsson (2000) show that Digital augmentation can lead the collection of content for a huge scope in which it called ‘economics of aggregation’ Specifically, given the low negligible expense of content, accumulation turns into a profitable technique even without network externalities or economies of scale or extension if there is no obstruction in unimportant data, at that point content total turns into an ideal strategy. Then again, the move to the digital version has made content disassembly (singles and book sections) conceivable. Elberse (2010) found that deconstruction and digital downloading reduce ‘Revenue is largely by replacing the bulk content. However, if the components in the bundle are of equivalent value or if the artist has high standing, the effect is less in term of revenue". 
“Generally, the analysis in digital marketing versus traditional marketing in various forms has led to a new breakthrough. While products in a product line tend will, in general, be other options, conventional formulas and the digital formats can supplement each other contingent upon the utilization of the formats and could be grouped."
"Koukova, Kannan, & Ratchford (2008) demonstrated that when advertising focused in on basic use cases across designs, buyers considered formats to be other options, yet when advertisements focused in on the special use instances of each format, consumers understood that the formats were more incorporated." Koukova & Kannan (2008) and Kirmani (2012) utilized this idea to show how configurations can be intended to be more coordinated and consequently urge buyers to buy a more products." 
"An associated study question is the design of digital samples of products, for example, motion pictures, tunes, and books that empower buyers to find out about products to produce deals. Halbheer et al. (2014) considered that “the demonstration of a product to the buyers can likely to increase sales”. Li, Jain, and Kannan (2016) analyzed how sample quality influences deal utilizing both investigative and analytical models. The point of the two studies is to check the ideal degree of sampling under various conditions. The sampling issue is the same as the product offering issue referenced above. for certain purchasers, the sample is the demonstration of a digital product. Nonetheless, the objective of the organization is to make the digital sample product attractive so that customers purchase the product after sampling. The thought is the equivalent in freemium models where customers get a free access to try a free sample for a while so that more customers are drawn to generate more revenue." 
2.10.2 Pricing:  
The price of any product or service should be affordable and related to the market power (demands & supply). According to this, firms have to: 
1. use the database and collected information to plan the E-pricing strategy. This will create a good price assumption for the consumers. 
2. Adapting with market changes: by making a periodic update of the competitors' prices of similar products or services. 
3. Pricing division ought to be using multi-sources of information and make a convenient database for each segment of the market. 
Pricing Strategies 
According to (Taher, 2010, 308) there are many pricing strategies that a firm can use, the strategy should be relevant to the firm’s fundamentals, strategic goals, and the firm promises made with consumers. These strategies are: 
1. Fixed pricing: fixed pricing or listed pricing means that the price is fixed and unable to be changed, this means that all consumers have to pay the same price to get the same product or service. It also means take acknowledging or leave the strategy. Using this strategy', the marketer use (cost per lead) or promotional pricing. 
2. Dynamic pricing: it means to display a list of various pricing for various consumers, firms use this strategy to manage the inventory and divide the consumers according to product use or any other variables. This means that the website users (expected consumers) to get an updated price for the same product. 
3. BARTER (Businesses Allied to Recycle through Exchange and Reuse): it means to replace the product with anything except money to avoid taxes. 
2.10.3 Place 
E-place means that the product should pass from the firm or producer directly to the consumer without any broker, which forms one of the digital advantages to make the product available (any time, any place), by using the website's advantages such as search, evaluation, checking best offers, product matching, recovery, and guaranty. (Ray, 2001, 112) 


Promotion:  
“justify sellers performance to make the selling process easier”(Kotler & Armstrong, 2006, 55). Moreover, Wilson (2005) explained this element as the basis of traditional and digital marketing, indeed E- promotion can be through websites or using social media, making offers, or provide a free sample. Firms may use electronic applications and ask the targeted category to get an access to database or receive feedback from consumers and marketing the products accordingly. Wilson (2005) describes the promotion properties as follows: (Wilson, 2005, 284) 
1. Promotion impacts the relation between the consumer and the firm to take the firm to the next level. 
2. Promotion impacts consumers or retailers. 
3. Promoting business needs a highly skilled and expert person. 
4. Furthermore, to achieve the goal of promotion action, Wilson (2005) describes how the promotion should be: 
5. Target specific consumers. 
6. The targeted field ought to be expressed in ratio. 
7. The time limitation and the goals ought to be clear and logical. 
8. Integrated marketing ought to be implemented. 
2.2 Theoretical Framework
2.2.1 Diffusion of Innovation Theory
Diffusion of Innovation Theory (DIT) developed by E. M Rogers in 1962, is one of the oldest social science r. It originated in communication to explain how over time an idea or product gains momentum, and diffuses (spread) through a specific population or social system. Doing something differently than what they had previously. The key adoption is that the person must perceive the idea, behavior or product as new or innovative. It is through this that diffusion is possible. Diffusion is the process of spreading a given idea or practice over time, via specifiable channels, through a social structure such as Neighborhoods. (Katz Blumer&Gurevitch, 1974).
Different types of innovations require different kinds of adoption units; Bittner (1989) recognizes that the media can lead someone into getting aware of the existence of an item. From there he gets interested in, makes attempt to evaluate it, and gives it a trial touch before making up his mind to acquire it. The diffusion of innovation theory by Rogers (1983) was set to examine how new ideas are spread among people through media. It is a theory that seeks to explain how, why and at what rate new ideas and technology spread through cultures. Adoption of a new idea, behavior, or product does not happen simultaneously in a social system; rather it is a process whereby where by some people are more apt to adopt the innovation than others. Everett Rogers, a professor of rural sociology popularized the theory in his 1962 book; Diffusion of innovation. The categories of adopters are; innovators, early adopters, early majority, late majority, and laggards (Rogers, 1962). The change agent center’s around the conditions which increases or decreases the likelihood that a new idea would be adopted or not. That is to say, they help the audience in deciding on the best idea to adopt by influencing their option about a particular situation. Good hart et al 1975 and Bar wise et al 1982 thinks that a great deal of media use is actually habitual and unselective. It relates the usefulness of the media and to what extent it can affect man.
2.2.2 Uses and Gratification Theory
Uses and Gratification Theory (UGT) is an approach to understanding why and how people actively seek out specific media to satisfy specific needs. It was originated in the 1970 by Blumler and Katz as a reaction to traditional mass communication research emphasizing the sender and the message. It focuses on the question, ‘what media do to people’ but rather ‘what people do with the media’. It discusses how users deliberately choose media that will satisfy given needs and allow one to enhance knowledge, relaxation, social interaction, diversion or escape. Uses and Gratification theory also called functional theory is concerned with the social and psychological origin of needs, which generate expectation of the mass media which leads to different patterns of media exposure, resulting in need gratification and other consequences, mostly unintended ones. (Kats, 1974). It is purely audience centered and addresses needs like surveillance, excitement, guidance, relaxation, tension release, socialization, escape and integration. 
To be able to gratify these needs, it must be able to realize that the mass media audience may belong to the low, middle or high post brow group. (Savary&Carico, 1971). These uses (exposure to the media) and gratification (benefits) are determined by the needs of members of the audience. Such needs may include information, entertainment, self-esteem and prestige. Through the uses and gratifications research, communication scholars have shown that everywhere, people selectively expose themselves to mass media content, choosing only those media messages that would serve the function of satisfying or gratifying their needs (Rosengren 1985). Therefore, uses and gratification approach emphasizes audience members motive for making specific consumption choices and the consequences of that intentional media use. That’s to say, they choose the content, make meaning of it and act on the meaning. It embraces the interactive nature of media and its audience. It is audience centered and addresses needs such as surveillance, identity, and socialization and information acquisition. Therefore, people’s needs are generated by their individual differences. It could be based on sex, ethnic group, and educational qualification. Because the needs are determined by who or what they are, and people use the mass media for the purpose of gratifying these needs (Okunna, 1988).
2.3 Empirical review 
The reviewed studies indicate that Facebook is the widely used social media network (Lenhart et al., 2010; Kumar & Kumar, 2013;Idubor, 2015). Interestingly, the purposes for the usage of social media are for communicating with friends, colleagues, academic information (Kumar, 2012; Wang, 2013; Choi & Kang, 2014; Idubor, 2015). However, as students seek for information, they have the consciousness of their information needs which are primarily academic related (Martin 2008; Owolabi, Jimoh&Okpeh, 2010). The reviewed literature also shows that students learned the approaches in information seeking strategies from the educators excluding the library staff, or libraries (Kerins, Madden & Fulton, 2004). Internet was identified as the major sources of information (Martin 2008; Ajiboye&Tella, 2007) and this validates this study because social media applications require the Internet for their connectivity and usage. 
According to Bagget and Williams (2012), the students agreed that social media is a means to connect between individuals and is used as means to share common interests. There is dearth of concise literature on information behavior of undergraduate students; however, empirical study conducted by Folorunso, Vincent, Adekoyo and Ogunde (2010) is related to this work. In the usage of social media, the users of the sites often examine it and probably know the gratifications they could derive from the media before accepting to use any of them Folorunso, et al, (2010)



















CHAPTER THREE
RESEARCH METHODOLOGY
 3.1 	 Research Design 
 The  section  of  the  study  describes  the research  procedure as much as possible:  bearing  in  mind  that  research  finding should be valid and reliable. The research method adapted for this  study  is  descriptive  survey design.  It  is  a  research  design  in  which  the  entire  population  or  a  subset in selected. Survey  is  a  method  of  sociological  investigation  that  uses  question  based  or  statically  survey to collect information about how people think and act. Taher, (2010) described survey at studying specific characteristic, behaviour and attribute common to the element of study. 
 The  model  will  seek  together  large  scale  data  from  as  representative  a  sample  population  as  possible.  The  problem  under  investigation  is  the  role  exerted  by  advertising  over  the  marketing of insurance  policies in Nigeria. This project is aimed at specifying to the influence of Facebook on digital marketing practices among female students at Kwara State Polytechnic.
3.2 Population of the study 
The  population  for  this  study  will be  all  the  people  living  in  Ilorin,  metropolis.  According  to  2022  National  Population  Census,  there  are  1,000,477  people  living  in  Ilorin metropolis  which  the  growth  rate  is  2.75%.  Simple  random  sampling  technique  will be  used  in  selecting  100  samples  from  the  various  wards  of  the 4 Local Government Area in Ilorin metropolis.. 
3.3 Sample size and Sampling Technique 
According  to  Taher, (2010), sample size  it is  the collection  of  individuals,  subjects, elements, and  so forth that  a researcher intends to use  for  their  study.  The aim of using  sampling  methods is to adequately  manipulate  the  large  number  and  reduce  the  cost  of  producing  the  questionnaire to the entire population. Sampling is a technique of selecting individual members or a subset of the population to make statistical inferences from them and estimate the characteristics of the whole population. 
 The  sample  procedure  to  be  used for  the study is  probability  sampling  techniques,  the  sampling  method is to be use in other to conduct  investigation is random sampling method of 100  respondents, to assess, the influence of Facebook on digital marketing practices among female students at Kwara State Polytechnic. 
 One  hundred  (100)  respondents  are  selected  for  the  research  through  non-probability  sampling  technique,  males  and  female  respondents  were  selected  from students  of  Kwara  State  Polytechnic.  A  sample  is  a  subject  of  any  sub-group  which  is  fair  representation  of the entire population interest. 
 3.4 	 Instrumentation 
 The data collection instrument included the questionnaire. Farinde et; al (2015) defines questionnaire as a series of carefully prepared questions aimed at collectively providing answers  that constitute part of or the  main data required in a statistical enquiry or  research. It is thus, noted  to  be  the  most  commonly  used  method  of  data  generation  from  large  sample.  However, the questionnaire basically comprises close ended questions. 
 The questionnaire will divide into two  sections. Section A which  deals  with  questions  that  are  related  to  the  socio-demographic  profile of the respondents  such  like  age,  religion,  marital  status  and  academic  level  while section B requires  the  respondents  to  provide  unbiased  information  on the influence of pop-up stores on the brand equity of online retailers. 
However,  the  questionnaire  consists  of  relevant  items  and  questions  drafted  from  the research objective and  questions. It shall be distributed to the selected sample size, the question shall contain rating scales such as the nominal, ordinal (Likert scale) and interval etc. 
 3.5 	 Validity and reliability of the instrument 
 The word  reliability in  the content of  this  research  work  is the extents  to  which the  research  can  depend  confidently  on  the  information  collected  through  the  questionnaire.  The  instrument  will  be  cross  examined  by  the  supervisor,  a  lecturer  in  the  department  of  mass  communication in the Kwara State Polytechnic, Ilorin Kwara State.
Therefore, the method will be employed by researcher to determine the reliability of the instrument domain. The degree  to  which  the  contents  of  the  questionnaire  respond  fits  to  the  idea  of research topic. 
 3.6 	 Data Collection Process 
The  researcher  personally  visited  the  students  of  Kwara  State  Polytechnic  Ilorin  and residents  in Ilorin  to carry out  the  field work, the questionnaire will be used  by the researcher  to elicit  relevant  information from the students, the questionnaire  will administered  personally, so  as to ensure maximum cooperation  of  the respondents  and  to ascertain complete return of  the  questionnaire distributed. 
 3.7 	 Method of Data Analysis 
A descriptive statistical analysis was employed to analyze the data gathered through questionnaire using percentage and frequency count. And a correlation analysis  will  also  use  to  assess billboard  advertising  as  an  effective election  strategy  for large scale business in Kwara  State. The data gathered  from  the  distributed questionnaire will  be coded  and sorted  into table template and shall be used to calculate both aforementioned types of data analysis. 














CHAPTER FOUR
4.1 	Analysis of the Field Performance
In this chapter, there is a brief discussion of procedure adopted in the analysis of data obtained from the field.
From the questionnaires administered, it was observed that data obtained must be put into table so that a quick look will give a better summary or conclusion of the research work. Data analysis is an initial aspect in research effort. It serves as the core of research for the fact that gives meaning to the raw data collected during the data collection stage.
One Hundred (100) questionnaires were distributed among the students of Kwara State Polytechnic, Ilorin, Kwara State. 
All the 100 questionnaires were retrieved and were validly responded to by the students.
4.2.	 Analysis of the Demographic Segment of the Instrument
Section A
TABLE 1: DRISTRIBUTION OF RESPONDENT BY SEX.
	OPTIONS
	RESPONSES
	PERCENTAGE 

	MALE
	47
	47%

	FEMALE
	53
	53%

	TOTAL
	100
	100%


Source: Researcher’s field survey, 2025.
From the above table (1), 47% of the respondents are males while 53% of the respondents are females.
TABLE 2: DRISTRIBUTION OF RESPONDENT BY AGE
	OPTIONS
	RESPONSES
	PERCENTAGE

	Under 20
	24
	24%

	21 -25
	59
	59%

	26 -30
	15
	15%

	ABOVE
	2
	2%

	TOTAL
	100
	100%


Source: Researcher’s field survey, 2025.
The table above (2), shows that 59% of the respondents are in the age range of  21- 25 years while 24% of the respondents are under 20 years of age, furthermore 15% of the respondents are from the range of age 26 – 30 years, only 2% of the respondents are above the options of the age.
TABLE 3: DISTRIBUTION OF RESPONDENTS BY ACADEMIC QUALIFICATON
	OPTIONS
	RESPONSES
	PERCENTAGE

	N D 1
	17
	17%

	N D 11
	52
	52%

	H N D 1
	15
	15%

	HND 11
	16
	16%

	TOTAL
	100
	100%


Source: Researcher’s field survey, 2025. 
The table above (3) shows that 52% of the respondents are in ND 11, while 17% of the respondents are in ND 1, however, 16% of the respondents is in HND 11, while 15% of the respondents are in HND 1.
TABLE 4: DISTRIBUTION OF RESPONDENTS BY MARITAL STATUS
	OPTIONS
	RESPONSES
	PERCENTAGE

	Single
	56
	56%

	Married
	38
	38%

	Divorce
	6
	6%

	Widow
	0
	0%

	Total
	100
	100%


Source: Researcher’s field survey, 2025
The table above (4) shows the distribution of respondents by marital status that 56(56.0%) of the respondents were single, 38(38.0%) of the respondents were married and 12(6.0%) of the respondents were divorce. The result brings to the height that majority of the respondents sampled were single








4.3 Analysis of research Question
Research Question One: How do female students engage with digital marketing content on Facebook?
Table 6: Female Students Engage With Digital Marketing Content on Facebook
	SN
	Items 
	SA (%)
	A (%)
	D (%)
	SD (%)
	Remark

	1
	I follow brands or businesses that post marketing content on Facebook.
	68(68%)
	22 (22%)
	10(10%)
	0 (0)
	Agreed  

	2
	Facebook's algorithm shows me marketing content that matches my interests
	59(59%)
	35(35%)
	0 (0%)
	6 (6%)
	Agreed  

	3
	I participate in Facebook promotions, contests, or giveaways.
	22(22%)
	68 (68%)
	4 (4%)
	6 (6%)
	Agreed  

	4
	I enjoy engaging with marketing content on Facebook
	59(59%)
	 28(28%)
	13 (13%)
	0 (0)
	Agreed  

	5
	I find digital marketing content on Facebook informative.
	78(78%)
	18 (18%)
	4 (4%)
	0 (0)
	Agreed  


Source: Field Survey, 2025
Table 6 shows the female students engage with digital marketing content on Facebook. In item 1, most the respondents 90(90%) agreed that they follow brands or businesses that post marketing content on Facebook. In item 2, majority of the respondents shows that 94(94%) of the respondent agreed that Facebook's algorithm shows them marketing content that matches they interests. Also in item 3, it was reflected that most 90 (90%) of the respondents consented that they participate in Facebook promotions, contests, or giveaways.
.  In item 4 the opinion 87(87%) of the respondents it was indicated that they enjoy engaging with marketing content on Facebook.  Lastly in item 5, it was shown that majority 96(96%) of the respondents believe that they find digital marketing content on Facebook informative. The result indicates that female students engage with digital marketing content on Facebook
Research Question Two: What types of Facebook advertisements are most effective in influencing female students' purchasing decisions?
Table 7: Effectiveness of Facebook Advertisements in Influencing Female Students' Purchasing Decisions
	SN
	Items 
	SA (%)

	A (%)
	D
(%)
	SD
(%)
	Remark

	1
	I frequently notice advertisements while browsing Facebook.
	42(42.0)
	32 (32.0)
	20 (20.0)
	6 (6.0)
	Agreed  

	2
	Facebook advertisements are visually appealing to me.
	65(65.0)
	28 (28.0)
	7 (7.0)
	0 (0)
	Agreed  

	3
	Facebook advertisements often align with my interests and preferences.
	54(54.0)
	36 (38.0)
	6 (6.0)
	4 (4.0)
	Agreed  

	4
	I visit a brand’s website after seeing its Facebook advertisement.
	72(72.0)
	24 (24.0)
	4 (4.0)
	0 (0)
	Agreed  

	5
	Facebook advertisements influence my decision to purchase a product.
	16(16.0)
	79(79.0)
	5(5.0)
	0 (0)
	Agreed  


Source: Field Survey, 2025
Table 7 shows the effectiveness of Facebook advertisements in influencing female students' purchasing decisions. In item 1, 74(74.0%) of the respondent which is the majority concurred that they frequently notice advertisements while browsing Facebook while in item 2, majority of the responds 93(93.0%) were of the believe that Facebook advertisements are visually appealing to them and in item 3, it was shown that 90 (90%) of the respondents supported that Facebook advertisements often align with they interests and preferences.
On the same note, item 4 revealed that 96(96%) which are the majority supported that the they visit a brand’s website after seeing its Facebook advertisement. while in item 5, 95(95%) majority of the respondents signified that Facebook advertisements influence my decision to purchase a product. This implies that the effectiveness of Facebook advertisements in influencing female students' purchasing decisions.

Research Question Three: What factors contribute to the appeal of Facebook-based digital marketing campaigns to female students?
Table 8: Factors Contributing to Facebook-Based Digital Marketing Campaigns to Female Students?
	SN
	Items 
	SA (%)

	A (%)
	D
(%)
	SD
(%)

	1
	Visually attractive content makes Facebook ads more appealing to me
	66(66.0)
	25(25.0)
	3(3.0)
	6(6.0)

	2
	Family planning campaigns are more impactful when different organizations work together.
	67(67.0)
	24(24.0)
	9(9.0)
	0 (0)

	3
	Collaborative efforts effectively engage the target audience in family planning discussions.
	71(55.5)
	22(35.0)
	4(4.0)
	3 (3.0)

	4
	Collaborations optimize the use of resources for family planning awareness campaigns
	26(26.0)
	66 (66.0)
	5 (5.0)
	3 (3.0)

	5
	Different organizations bring varied perspectives that enrich family planning awareness initiatives.
	22(22.0)
	65(65.0)
	7(7.0)
	6(6.0)


Source: Field Survey, 2025
Table 8 showed factors contributing to Facebook-based digital marketing campaigns to female students. In item 1, majority 91(91%) of the respondent testified that visually attractive content makes Facebook ads more appealing to them and in item 2, majority of the responds 91(91%) of the respondents indicated that creative and unique ad designs increase they interest in a product. While in item 3, majority 93 (93%) of the respondents supported they are more likely to engage with Facebook ads for products I’ve searched for or browsed online.
Furthermore, item 4 revealed from the opinion of the majority 92(92.0%) that positive comments or reviews on Facebook ads influence they interest in a product. While in item 5, majority of the responds 87(87%) agreed that trust Facebook ads that provide complete information about the product or service. The study reveals that these factors contributing to Facebook-based digital marketing campaigns to female students.
Research Question Four: To what extent do female students trust digital marketing campaigns on Facebook?
Table 8: Level of Trust And Credibility of Facebook-Based Marketing Among to Female Students?
	SN
	Items 
	SA (%)

	A (%)
	D
(%)
	SD
(%)

	1
	Facebook is a trustworthy platform for discovering new brands and products
	66(66.0)
	25(25.0)
	3(3.0)
	6(6.0)

	2
	I trust Facebook ads more when they come from verified or official brand pages.
	67(67.0)
	24(24.0)
	9(9.0)
	0 (0)

	3
	I feel that Facebook tries to ensure the quality and reliability of its ad content.
	71(55.5)
	22(35.0)
	4(4.0)
	3 (3.0)

	4
	I am often skeptical of Facebook ads that seem too good to be true
	26(26.0)
	66 (66.0)
	5 (5.0)
	3 (3.0)

	5
	Trust in a Facebook ad increases the likelihood that I will purchase the product.
	22(22.0)
	65(65.0)
	7(7.0)
	6(6.0)


Source: Field Survey, 2025
Table 8 showed level of trust and credibility of Facebook-based marketing among to female students. In item 1, majority 91(91%) of the respondent testified that Facebook is a trustworthy platform for discovering new brands and products and in item 2, majority of the responds 91(91%) of the respondents indicated that trust Facebook ads more when they come from verified or official brand pages. While in item 3, majority 93 (93%) of the respondents supported they feel that Facebook tries to ensure the quality and reliability of its ad content.
Furthermore, item 4 revealed from the opinion of the majority 92(92.0%) that they often skeptical of Facebook ads that seem too good to be true. While in item 5, majority of the responds 87(87%) agreed that trust in a Facebook ad increases the likelihood that I will purchase the product. The study reveals that these level of trust and credibility of Facebook-based marketing among to female students.


4.3 Analysis of Research Questions
Research Question One: How do female students engage with digital marketing content on Facebook? 
Research question one intends to know how female students engage with digital marketing content on Facebook. Table 6 shows the female students engage with digital marketing content on Facebook. In item 1, most the respondents 90(90%) agreed that they follow brands or businesses that post marketing content on Facebook. In item 2, majority of the respondents shows that 94(94%) of the respondent agreed that Facebook's algorithm shows them marketing content that matches they interests. Also in item 3, it was reflected that most 90 (90%) of the respondents consented that they participate in Facebook promotions, contests, or giveaways.
.  In item 4 the opinion 87(87%) of the respondents it was indicated that they enjoy engaging with marketing content on Facebook.  Lastly in item 5, it was shown that majority 96(96%) of the respondents believe that they find digital marketing content on Facebook informative. The result indicates that female students engage with digital marketing content on Facebook
Research Question Two: What types of Facebook advertisements are most effective in influencing female students' purchasing decisions?
Research question two intends to explore the types of Facebook advertisements that most effective in influencing female students' purchasing decisions. Table 7 shows the effectiveness of Facebook advertisements in influencing female students' purchasing decisions. In item 1, 74(74.0%) of the respondent which is the majority concurred that they frequently notice advertisements while browsing Facebook while in item 2, majority of the responds 93(93.0%) were of the believe that Facebook advertisements are visually appealing to them and in item 3, it was shown that 90 (90%) of the respondents supported that Facebook advertisements often align with they interests and preferences.
On the same note, item 4 revealed that 96(96%) which are the majority supported that the they visit a brand’s website after seeing its Facebook advertisement. while in item 5, 95(95%) majority of the respondents signified that Facebook advertisements influence my decision to purchase a product. This implies that the effectiveness of Facebook advertisements in influencing female students' purchasing decisions.
Research Question Three: What factors contribute to the appeal of Facebook-based digital marketing campaigns to female students? 
 Research question three tends to factors contribute to the appeal of Facebook-based digital marketing campaigns to female students. Table 8 showed factors contributing to Facebook-based digital marketing campaigns to female students. In item 1, majority 91(91%) of the respondent testified that visually attractive content makes Facebook ads more appealing to them and in item 2, majority of the responds 91(91%) of the respondents indicated that creative and unique ad designs increase they interest in a product. While in item 3, majority 93 (93%) of the respondents supported they are more likely to engage with Facebook ads for products I’ve searched for or browsed online.
Furthermore, item 4 revealed from the opinion of the majority 92(92.0%) that positive comments or reviews on Facebook ads influence they interest in a product. While in item 5, majority of the responds 87(87%) agreed that trust Facebook ads that provide complete information about the product or service. The study reveals that these factors contributing to Facebook-based digital marketing campaigns to female students.
Research Question Four: To what extent do female students trust digital marketing campaigns on Facebook?
Research question two intends to explore Table 8 showed level of trust and credibility of Facebook-based marketing among to female students. In item 1, majority 91(91%) of the respondent testified that Facebook is a trustworthy platform for discovering new brands and products and in item 2, majority of the responds 91(91%) of the respondents indicated that trust Facebook ads more when they come from verified or official brand pages. While in item 3, majority 93 (93%) of the respondents supported they feel that Facebook tries to ensure the quality and reliability of its ad content.
Furthermore, item 4 revealed from the opinion of the majority 92(92.0%) that they often skeptical of Facebook ads that seem too good to be true. While in item 5, majority of the responds 87(87%) agreed that trust in a Facebook ad increases the likelihood that I will purchase the product. The study reveals that these level of trust and credibility of Facebook-based marketing among to female students.
4.4	Discussion of Findings
The findings of the study revealed significant insights into the ways in which Facebook influences the digital marketing practices of female students at Kwara State Polytechnic. Overall, the study found that Facebook is a widely adopted platform among female student entrepreneurs, serving not only as a social networking site but also as a key tool for promoting and managing their businesses. A major finding was that the majority of female students actively use Facebook for business purposes, such as marketing fashion items, cosmetics, food services, and digital products. The participants reported that Facebook offers a cost-effective and accessible platform to showcase their products to a wide audience without the need for a physical store. Features such as Facebook Marketplace, business pages, stories, and direct messaging were commonly used to interact with customers, receive orders, and provide customer service.
Another key finding is the positive impact Facebook has on business visibility and customer reach. Respondents noted that they were able to attract customers from within and outside the school community, allowing them to expand their business reach beyond traditional word-of-mouth methods. Many students also pointed out that customer engagement on Facebook helped them improve their marketing strategies by receiving direct feedback and using social media trends to promote products. However, the study also revealed notable challenges faced by female students in using Facebook for digital marketing. These include poor internet connectivity, the high cost of mobile data, lack of advanced digital marketing skills, and algorithm limitations that affect post visibility. Despite these challenges, most of the students were able to leverage free and basic tools on Facebook to sustain their businesses.
Furthermore, the findings show a strong correlation between digital literacy and marketing effectiveness. Students who had received training in social media marketing or had prior knowledge of digital tools performed better in terms of customer engagement and sales conversion than those who lacked such skills. Additionally, the study highlighted that Facebook serves as a platform for empowerment and self-reliance. Many female students indicated that digital marketing via Facebook had helped them generate income to support their education and personal needs. This supports the idea that social media platforms can be instrumental in promoting youth entrepreneurship and financial independence. The findings confirm that Facebook plays a crucial role in the digital marketing activities of female students at Kwara State Polytechnic, offering both opportunities and challenges. Its influence has contributed significantly to the growth of small-scale student-run businesses, despite infrastructural and skill-based limitations.





















CHAPTER FIVE	
	Summary, Conclusion and Recommendations	
5.1 	Summary
The study explores the growing impact of Facebook on the digital marketing strategies employed by female students at Kwara State Polytechnic. In Chapter One, the research introduces the background of digital marketing and social media, emphasizing Facebook’s evolution from a social networking platform into a powerful business tool. The chapter outlines the problem statement, noting that despite Facebook’s widespread use among students, there is limited understanding of how it influences their marketing activities. The study sets out to investigate the extent to which female students leverage Facebook for promoting products or services, the challenges they face, and the overall effect on their entrepreneurial engagement. Key objectives include examining usage patterns, evaluating effectiveness, and identifying barriers to optimal use. The chapter concludes with the significance of the study, particularly in highlighting digital empowerment among young women.
Chapter Two presents a detailed literature review, anchoring the study in relevant theories such as the Diffusion of Innovation Theory (DIT) and the Uses and Gratifications Theory. These frameworks help explain how and why female students adopt Facebook for marketing. Prior studies are reviewed, including research on social media marketing, youth entrepreneurship, and digital literacy. This chapter also discusses Facebook’s features such as pages, groups, ads, and marketplace that support digital marketing. A gap is identified in the literature concerning the specific experiences of female students in polytechnics, which this study aims to fill.
Chapter Three focuses on the research methodology. A descriptive survey design is adopted, using both qualitative and quantitative approaches. The population includes female students engaged in business activities within the polytechnic. A sample is selected through stratified random sampling. The chapter details the instruments used, such as questionnaires and interviews, which were validated and tested for reliability. Ethical considerations are addressed, ensuring confidentiality and informed consent. The data collection process and methods of analysis using descriptive statistics and thematic analysis are also explained.
Chapter Four presents the analysis of the collected data. Findings reveal that a majority of the female students actively use Facebook for marketing, citing features like Facebook Marketplace, direct messaging, and business pages as vital tools. Many reported increased customer reach and sales. However, challenges such as lack of digital skills, high data costs, and platform saturation were noted. The results show a significant correlation between Facebook uses and improved digital marketing outcomes. The chapter includes charts and tables to illustrate these patterns and concludes with a discussion aligning findings with the reviewed literature.
	
5.2	Conclusion
This study explored the influence of Facebook on digital marketing practices among female students at Kwara State Polytechnic. The findings reveal that Facebook plays a significant role in shaping the marketing behaviors and strategies of these students. Many female students actively use the platform not just for social interaction, but as a vital tool for promoting their businesses, engaging customers, and expanding their entrepreneurial ventures. The accessibility and affordability of Facebook make it a practical and attractive option for young female entrepreneurs seeking to grow their brands with limited resources. The platform’s features such as Facebook Marketplace, pages, groups, and targeted advertising enable users to reach a wide audience, build brand loyalty, and improve customer relations. Most respondents acknowledged that Facebook helped increase their business visibility and customer engagement, highlighting the platform’s importance in their marketing mix.
Despite these benefits, the study also uncovered challenges such as online scams, negative customer feedback, and algorithm limitations that affect content visibility. Nevertheless, the advantages far outweigh the drawbacks, making Facebook a powerful digital marketing tool in the hands of resourceful female students. Facebook significantly influences the digital marketing practices of female students at Kwara State Polytechnic, empowering them with skills and platforms to build small businesses and enhance their economic independence. This underscores the need for institutions and stakeholders to provide training and support that enhance digital literacy, responsible use of social media, and online marketing skills. By doing so, more female students can harness the full potential of platforms like Facebook to achieve entrepreneurial success in the digital age.
5.3	Recommendations
Based on the findings of this study, which examined the influence of Facebook on digital marketing practices among female students at Kwara State Polytechnic, the following recommendations are proposed to enhance the effectiveness, safety, and sustainability of Facebook as a digital marketing tool for students: 
i. The institution should organize regular workshops and training sessions on digital marketing strategies with a special focus on the use of Facebook. These sessions should cover content creation, audience targeting, advertising techniques, customer engagement, and branding. 
ii. Empowering female students with practical knowledge will help them maximize Facebook’s potential for business growth.
iii. Digital marketing, particularly the use of social media platforms like Facebook, should be integrated into relevant academic programs. Entrepreneurship, marketing, and ICT-related courses should include practical components on how students can build and promote businesses online. This will ensure students graduate with both theoretical and practical knowledge of digital business tools. 
iv. The establishment of female-focused business groups on Facebook, sponsored or supported by the institution or student bodies, would create a community where students can share ideas, get support, and promote one another’s businesses.  Peer support can be a powerful motivator and resource-sharing mechanism. 
v. One of the limitations some students face is access to affordable internet services or smartphones. The school, in partnership with telecom companies or NGOs, can help improve students’ access to subsidized data plans or digital tools that make it easier to participate in online marketing activities.
vi. Since Facebook marketing exposes users to online fraud, fake profiles, and unethical practices, it is essential that students receive training on cybersecurity and online business ethics. This will help them avoid scams, protect their personal and business information, and maintain trust with customers. 
vii. Linking female student entrepreneurs with successful digital marketers or alumni who use Facebook effectively can provide mentorship and practical insights. This will inspire students to explore creative and scalable approaches to online marketing. 
viii. There should be periodic assessments of how students are using Facebook for digital marketing to understand their progress, challenges, and needs. Feedback from such evaluations can inform future programs and policy decisions at the Polytechnic. By equipping female students with the necessary skills, resources, and support systems, Kwara State Polytechnic can foster a more vibrant and productive culture of digital entrepreneurship through Facebook. These recommendations aim to build a generation of innovative, digitally savvy female entrepreneurs prepared for the demands of the modern marketplace.
5.4	Suggestion for Further Studies
i. While this study provides valuable insights into how female students at Kwara State Polytechnic use Facebook for digital marketing, several areas remain open for further exploration. Future research could broaden the scope beyond Kwara State Polytechnic to include other institutions across Nigeria or West Africa. This would allow for a comparative analysis and a deeper understanding of regional differences in digital marketing practices among female students.
ii. Additionally, further studies could focus on the long-term impact of Facebook marketing on students’ entrepreneurial development. This could include tracking students’ transition from student entrepreneurs to full-time business owners and examining how their Facebook marketing strategies evolve over time. A longitudinal study could provide deeper insights into sustainability and growth trends in digital businesses initiated during school years.
iii. Another useful direction would be exploring the effectiveness of Facebook advertising tools specifically. While this study highlights the general usage of Facebook for marketing, future researchers could examine the outcomes of paid advertisements, audience targeting, and engagement metrics to determine which tools yield the best results for young female entrepreneurs.
iv. It is also important to investigate the role of digital literacy and training in improving marketing outcomes. Studies could assess how digital marketing training or workshops influence the ability of female students to maximize Facebook’s features. This would help inform policy or institutional programs that aim to support student entrepreneurship.
v. Further studies could also explore gender-based challenges in digital marketing. By comparing the experiences of male and female student marketers on Facebook, researchers could uncover disparities in access, visibility, and audience engagement that might influence marketing success.
vi. Finally, qualitative studies involving in-depth interviews or focus groups could uncover the personal stories, motivations, and challenges behind the use of Facebook for business. Such rich data could complement the statistical findings and provide a more human-centered understanding of the digital marketing journey of female students.

















REFERENCES  
Abual Naja, M. (2012). The Digital Marketing Mechanism. Alexandria. 
Abu Baker, M. (2009). Introduction to service marketing. Alexandria 
Abu Bakr, M. (2013). Service Marketing. Alexandria. 
AL_Abbadi, Hisham. (2009). the fundamentals of digital marketing. 
AL_Sabagh, N. (2016). The impact of digital marketing on customer’s satisfaction in the telecommunications sector. Syrian Virtual University. 
AL_Sbeai, H. & AL_Jalhani, A. (2010). The Evaluation of digital marketing performance in the Saudi companies. King Fahed University. 
Alabbadi, H. (2009). The Fundamentals of Digital Marketing. 
Brudan, A. (2010). Rediscovering performance management: systems, learning and integration, Measuring Business Excellence, Vol. 14 Iss: 1, pp.109 – 123 
Cameron, K. S., & Quinn, R. E. (2006). Diagnosing and changing organizational culture: Based on the competing values framework. 
San Francisco: Jossey-Bass. 
Cetină, I., Munthiu, M., & Rădulescu, V. (2012). Psychological and Social Factors that Influence Online Consumer Behavior. Procedia - Social  And Behavioral Sciences, 62, 184-188. doi: 10.1016/j.sbspro.2012.09.029 
Chaffey. D (2013), “Definitions of E-marketing vs Internet vs Digital marketing”, Smart Insight Blog, February 16. 
Daradkeh, S. (2006). The Total Quality Administration and Customers Care. Amman. 
El-Gohary, Hatem. (2012). Factors Affecting E-Marketing Adoption and Implementation in Tourism Firms: An Empirical Investigation of Egyptian Small Tourism Organisations. Tourism Management - TOURISM MANAGE. 33. 
Fazzaz, K. (2014). The Impact of Digital Marketing on the Promotional Mix of Algerian Ports. Algeria. 
Fu, F., Phillips, J., & Phillips, P. (2018). ROI Marketing: Measuring, Demonstrating, and Improving Value. Performance Improvement, 57(2), 6-13. doi: 10.1002/pfi.21771 
Hanna, R., Rohm, A., & Crittenden, V. (2011). We’re all connected: The power of the social media ecosystem. Business Horizons, 54(3), 265273.   
Helm, R., Möller, M., Mauroner, O., & Conrad, D. (2013). The effects of a lack of social recognition on online communication behavior. 
Computers in Human Behavior, 29(3), 1065-1077.   
Jo.zain.com. (2020). زين الأردن. [Online] Available at: https://www.jo.zain.com/arabic/pages/default.aspx [Accessed 18 Jan. 2020]. 
Jodah, M. (2006). The Impact of Digital Marketing on the Banking Services in Jordan. Applied Science University. Jordan. 
Julsrud, T. E. (2005). Behavioral changes at the mobile workplace: A symbolic interactionist approach. In R. Ling & P. Pedersen (Eds). Mobile communications: Re-negotiation of the social sphere (pp. 93– 112). London: Springer-Verlag. 

Kirca, A. H., Jayachandran, S., & Bearden, W. O. (2005). Market Orientation: A Meta-Analytic Review and Assessment of Its Antecedents and Impact on Performance. Journal of Marketing, 69(4), 24-41.  
Kotler, P., & Armstrong, G. (2006). Rinciples of Marketing. Pearson/Prentice Hall, NewJersey, USA. 
Kotler, Ph., & Armstrong, G. (2006). Marketing Management, 11 em éd, Pearson Education,France, 3.paris. 
Kotter, J. (2014). Corporate culture and performance. New York: Psychology Press., 127 150.. 
Kyriazopoulos, P., & Samanta, I. (2006). Can the internal structure of an organization assist and facilitate innovation? The case of firms operating in Greece. 13th International Annual EurOMA Conference.  
Lebans, M., Euske, K. (2006), A conceptual and operational delineation of performance, Business Performance Measurement. Cambridge University Press. 

Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of the promotion mix. Business horizons, 52(4), 357-365. 
Mansour, E. (2010). Consumers Care Management. Amman. 
Marcator, L. (2008). Théories et Novelles Pratiques du Marketing, 9e éd, Dunod, Paris. 
Mort, G., & Drennan, J. (2002). Mobile digital technology: Emerging issue for marketing. Journal Of Database Marketing & Customer Strategy Management, 10(1), 9-23.   
Munshi Anupama and Munshin Sulekha, (2012), “Digital Marketing: A New  Buzzword”, International Journal of Business Economics and Management Research, vol. 2 Iss 7 pp. 190-196 
Nair, M. (2011). Understanding and measuring the value of social media. Journal of Corporate Accounting & Finance, 22(3), pp.45-51. 
Ogbonna, E., & Harris, L. (2000). Leadership style, organizational culture and performance: empirical evidence from UK companies. The  International Journal of Human Resource Management, 11(4), 766788.   
Omer, Bin AL_Oteaby. )2010(. The Information Security in the Websites. Nayef al_Arabiah University. 
Orange Jordan. (2020). خدمات الاتصالات و الهواتف و الإنترنت. [Online] Available at: https://www.orange.jo/ar/pages/default.aspx [Accessed 18 Jan. 
2020]. 
Paavola, T.)2017(. Effective Digital Marketing Channels. Lahti University of applied sciences LTD. Finland. 
Pai, P., & Arnott, D. (2013). User adoption of social networking sites: Eliciting uses and gratifications through a means-end approach. Computers In Human Behavior, 29(3), 1039-1053.   
Parr, B. (2009). How to: Use Twitter for customer service. Mashable.com. Retrieved on, 11, 2009. 
Pepelnjak, J Chandler (2008). “Measuring ROI beyond the last ad”, Atlas Institute, Digital Marketing Insight. 
Phillips, E. (2015). Retailers scale up online sales distribution networks. The Wall Street Journal November 17, 2015. Retrieved 13 January 2020, from 	http://www.wsj.com/articles/retailers-scale-up-online-salesdistribution-networks-1447792869 
Radionova, E., & Praude, V. (2016). THE OPPORTUNITIES OF RELATIONSHIP MARKETING: ASPECT OF THE EU DIGITAL 
MARKET. European Integration Studies, 0(10).   
Sabri, M. (2008). The Digital Marketing As A Start Of Collective. Alexandria. 
Shmit, N. (2010). The International and Digital Marketing. Alexandria. 
Škerlavaj, M., Indihar Štemberger, M., Škrinjar, R., & Dimovski, V. (2007). Organizational learning culture—The missing link between business process change and organizational performance. International Journal of Production Economics, 35(3), 346–367.  
Skerlavaj, M. Štemberger, M. I. Škrinjar, R. Dimovski, V. (2007): Organizational learning culture: The missing link between business process change and organizational performance, in: International Journal of Production Economics, 106, 2, 346-367. 
Smyth, J. (2007). Beyond self-selection in video game play: An experimental examination of the consequences of massively multiplayer online role-playing game play. Cyber Psychology and Behavior, 
Taha &Tareq, (2008). The Digital Marketing And Trading. Alexandria. 
Taher, M. (2010). The book digital marketing strategy. Algeria. 
Tail. (2006). The Infrastructure of Digital Marketing. King Khalid University. 
Teo, T. (2005). Usage and effectiveness of online marketing tools among Business-to-Consumer (B2C) firms in Singapore. International Journal Of Information Management, 25(3), 203-213.   
Torjoman, G. (2006). The International Marketing. Damascus. 
Trusov, M., Bucklin, R., & Pauwels, K. (2008). Effects of Word-of-Mouth versus Traditional Marketing: Findings from an Internet Social Networking Site. SSRN Electronic Journal.   
Umniah.com. (2020). Umniah's Portal Umniah Jordan. [Online] Available at: https://www.umniah.com/en/ [Accessed 18 Jan. 2020]. 
Varnali, K. (2010). The Impact of the Internet on Marketing Strategy. International Journal of E-Business Research, 6(4), 38-51. doi: 10.4018/jebr.2010100104 
Wadi, R. & AL_Astal, R. (2010). The Nature of Digital Marketing In The Banking Sector Of Gaza. AL_Azhar University of Gaza. 
Weber, L. (2009). Marketing to the social web: how digital customer communities build your business (2nd ed.). John Wiley & Sons Inc., Hoboken, New Jersey. 
Wertime, K., & Fenwick, I. (2008). DigiMarketing. Singapore: John Wiley & Sons (Asia). 
Wesam, A. (2013). The Consumers And The Potential Digital Marketing In Palestine. Jordan University. 
Wilson, 	R. (2005). Strategic Marketing Management (Planning, implementation & control), third edition, Jordan Hill, Oxford, London. 
Wirtz, JO.(2006). “Service Marketing”. People, Technology, Strategy, Pearson Education Upper Saddle River, New Jersey. 
Yang, K., Min, J. and Garza-Baker, K. (2018). Post-stay email marketing implications for the hotel industry: Role of email features, attitude, revisit intention and leisure involvement level. Journal of Vacation Marketing, 25(4), pp.405-417. 
YB Song (2001), “Proof That Online Advertising Works”, Atlas Institute, Seattle, WA, Digital Marketing Insight.  
Zhang, G., Dubinsky, A., & Tan, Y. (2011). Impact of Blogs on Sales Revenue. International Journal of Virtual Communities and Social Networking, 3(2), 60-74.   









[bookmark: _GoBack]


QUESTIONNAIRE
Department of Mass Communication,  
Institution of Information and Communication Technology,
 Kwara Sate Polytechnic, Ilorin.
						 2025.
Dear Respondent,
I am a final year student of the above mentioned institution conducting a research on topic titled “INFLUENCE OF FACEBOOK ON DIGITAL MARKETING PRACTICES AMONG FEMALE STUDENTS AT KWARA STATE POLYTECHNIC.” Kindly assist by providing honest opinions on the various issues raised in this questionnaire. Your confidentiality is highly assured as the information given will be used for purely academic purpose. 
Thank you for the anticipated co-operation.

Yours faithfully,

SECTION A.
i. Sex:    Male        (a) (      )   (b) Female (     )
ii. Age: 	(a) Under  20 years old (    )   (b) 21-25 years old (     ) (c) 26-30 years old (    ) (d) 31  years and above (     )
iii. Marital status:   (a) Single   (      ) (b) Married (     )  (c)  divorce (    )
iv. Current year of study: (a) ND 1 (    )  (b) ND 2  (     )  (c) HND 1 (     )  (d) HND 2 (   )
v. Religion : (a) Muslim  (    )  (b) Christian (    ) 





SECTION B
Please tick in (  ) appropriate column which best expresses your choice of opinion using the indicated format:
SA = Strongly Agree, A = Agree, N= Neutral, D = Disagree SD = Strongly Disagree.
	RQ1
	Female Students Engage With Digital Marketing Content On Facebook
	SA
	A
	D
	SD

	1. 
	I follow brands or businesses that post marketing content on Facebook.
	
	
	
	

	2. 
	Facebook's algorithm shows me marketing content that matches my interests.
	
	
	
	

	3. 
	I participate in Facebook promotions, contests, or giveaways
	
	
	
	

	4. 
	I enjoy engaging with marketing content on Facebook.
	
	
	
	

	5. 
	I find digital marketing content on Facebook informative.
	
	
	
	



	RQ2
	Effectiveness of Facebook Advertisements In Influencing Female Students' Purchasing Decisions
	SA
	A
	D
	SD

	1. 
	I frequently notice advertisements while browsing Facebook.
	
	
	
	

	2. 
	Facebook advertisements are visually appealing to me.
	
	
	
	

	3. 
	Facebook advertisements often align with my interests and preferences.
	
	
	
	

	4. 
	I visit a brand’s website after seeing its Facebook advertisement.
	
	
	
	

	5. 
	Facebook advertisements influence my decision to purchase a product.
	
	
	
	



	RQ3
	Factors Contributing To Facebook-Based Digital Marketing Campaigns To Female Students
	
	
	
	

	1. 
	Visually attractive content makes Facebook ads more appealing to me.
	
	
	
	

	2. 
	Creative and unique ad designs increase my interest in a product.
	
	
	
	

	3. 
	I am more likely to engage with Facebook ads for products I’ve searched for or browsed online.
	
	
	
	

	4. 
	Positive comments or reviews on Facebook ads influence my interest in a product.
	
	
	
	

	5. 
	I trust Facebook ads that provide complete information about the product or service.
	
	
	
	



	RQ4
	Level Of Trust And Credibility Of Facebook-Based Marketing Among To Female Students
	
	
	
	

	1. 
	Facebook is a trustworthy platform for discovering new brands and products.
	
	
	
	

	2. 
	I trust Facebook ads more when they come from verified or official brand pages.
	
	
	
	

	3. 
	I feel that Facebook tries to ensure the quality and reliability of its ad content.
	
	
	
	

	4. 
	I am often skeptical of Facebook ads that seem too good to be true.
	
	
	
	

	5. 
	Trust in a Facebook ad increases the likelihood that I will purchase the product.
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