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CHAPTER ONE
1.0 INTRODUCTION
1.1 BACKGROUND OF THE STUDY
   In recent years, social media platforms have transformed the landscape of commerce, with Facebook emerging as a powerful tool for businesses to reach potential customers. This research explores the effect of Facebook adoption on the promotion of e-commerce among business people in Kwara State, Nigeria. As internet penetration continues to rise in the region, understanding how Facebook facilitates business interactions and drives online sales becomes increasingly vital. This study aims to analyze the various ways in which Facebook serves as a marketing platform, enhances customer engagement, and ultimately contributes to the growth of e-commerce among local entrepreneurs. By examining the experiences of business people in Kwara State, this research seeks to provide insights into the effectiveness of social media strategies in fostering economic development in the digital age. Ogunyemi, A. O. (2017). 
The advent of the internet and the proliferation of social media platforms have revolutionized the way businesses operate and interact with consumers. Facebook, in particular, has become a dominant force in social networking, boasting billions of users worldwide. In Nigeria, the rapid growth of internet access and smartphone usage has led to an increase in the number of individuals and businesses leveraging Facebook for commercial purposes.
   The rises of social media has revolutionized the way businesses operate, particularly in the e-commerce sector. Facebook, with over 2.7 billion monthly active users, has become an indispensable tool for businesses to reach customers, promote products, and facilitate online transactions. In Nigeria, the growing adoption of social media has transformed the e-commerce landscape, presenting opportunities for businesses to expand their customer base.Adeleke, A. Q. (2018). 
It offers immense potential for businesses to reach customers. Kwara State, with its growing entrepreneurial spirit, presents an ideal context to investigate Facebook's impact on e-commerce adoption.
Nigeria's e-commerce market has experienced rapid growth, driven by increasing internet penetration, smartphone adoption, and a growing middle class. The Nigerian e-commerce market was valued at ₦199 billion in 2020 and is projected to reach ₦1.4 trillion by 2025.Olatokun, W. M. (2019). 
   Facebook's popularity in Nigeria has led to its increasing adoption among businesses. Facebook's features, such as Facebook Pages, Facebook Groups, and Facebook Marketplace, provide businesses with opportunities to reach customers, promote products, and facilitate online transactions.
 Kwara State, located in the North-Central region of Nigeria, has a growing entrepreneurial spirit. The state's capital, Ilorin, is a major commercial hub, with a significant number of small and medium-scale enterprises (SMEs). However, the adoption of e-commerce among business people in Kwara State remains relatively low.
  In Kwara State, where traditional business practices are prevalent, the adoption of Facebook presents a unique opportunity for entrepreneurs to expand their reach and enhance their marketing strategies. Ogunleye, O. A. (2021). 
As more business people turn to social media to promote their products and services, it is essential to understand the impact of this shift on their operations and the overall e-commerce landscape. This research aims to delve into the relationship between Facebook usage and e-commerce growth among business people in Kwara State, highlighting the challenges and opportunities that arise from this digital transformation.
1.2 STATEMENT OF THE RESEARCH PROBLEM
Despite the growing presence of Facebook as a marketing tool, many business people in Kwara State face challenges in effectively utilizing the platform to promote their products and services. There is limited understanding of how Facebook can be leveraged to enhance e-commerce, leading to underutilization of its features. Additionally, the varying levels of digital literacy among business owners may hinder their ability to adopt effective online marketing strategies. This research seeks to identify the specific barriers that business people encounter in adopting Facebook for e-commerce, By addressing these issues, the study aims to provide valuable insights that could foster a more robust e-commerce environment in Kwara State.
1.3 OBJECTIVES OF THE STUDY
The study pursued the following specific objectives:
I. To investigate Facebook adoption rates among business people in Kwara State.
ii. To examine the extent to which Facebook is to promote E-commerce among kwara people.
iii. To identify benefits and challenges of using Facebook for e-commerce among kwara people.
1.4 RESEARCH QUESTIONS
1. What is the level of Facebook adoption among business people in Kwara State?
2.  What is the extent to which Facebook is used to promote E- commerce among kwara people.?
3. What are the benefits and challenges of using Facebook for e-commerce among business people in Kwara State?
1.5 SIGNIFICANCE OF THE STUDY
  This study is significant as it aims to provide a comprehensive understanding of the role Facebook plays in promoting e-commerce among business people in Kwara State. By examining the adoption of Facebook as a marketing tool, the research will highlight the potential benefits for local entrepreneurs, including increased visibility, customer engagement, and sales growth. Additionally, the findings will contribute to the existing body of knowledge on social media's impact on commerce, particularly in the context of developing regions like Kwara State.
   Furthermore, the study will identify barriers to effective Facebook usage, offering insights that can inform policy makers, business development organizations, and educational institutions on how to support local businesses in enhancing their digital marketing strategies. Ultimately, this research aims to empower business people in Kwara State to fully harness the power of social media, thereby fostering economic growth and development in the region.
1.6 SCOPE OF THE STUDY
  This study will focus on the adoption of Facebook as a tool for promoting e-commerce among business people in Kwara State, Nigeria. It will examine various aspects, including the extent of Facebook usage among local entrepreneurs, the strategies employed for marketing products and services, and the perceived benefits and challenges associated with using the platform for e-commerce. 
The research will target small to medium-sized businesses across different sectors within Kwara State, allowing for a diverse range of perspectives. Additionally, the study will consider factors such as digital literacy, access to technology, and the socio-economic environment that may influence the effectiveness of Facebook in promoting e-commerce. The findings will be limited to the context of Kwara State and may not be generalizable to other regions or countries.
1.7 LIMITATION OF THE STUDY
The limitations of the study refer to the constraints or challenges that may affect the research's validity or generalizability. Are some common limitations that might consider for the study on the effect of Facebook and its adoption in promoting e-commerce among businessmen in Kwara State:
1. Sample Size: A small sample size may not accurately represent the larger population, leading to skewed results.
2. Self-Reporting Bias: Participants might not provide truthful or accurate information about their Facebook usage and e-commerce practices.
3. Limited Scope: Focusing only on Facebook may overlook other social media platforms that also influence e-commerce.
4. Time Constraints: Conducting the study over a short period may miss long-term trends or changes in behavior.
5. Technological Barriers: Differences in internet access and digital literacy among businessmen can affect their ability to use Facebook effectively for e-commerce.
6. External Factors: Economic, cultural, or regulatory influences may impact the study's results but may not be fully explored.
Addressing these limitations in this study will help provide a more comprehensive understanding of the findings.
1.7  DEFINITION OF KEY TERMS.
Effect: The term "effect" refers to a change that occurs as a result of an action or a cause. 
Business: Business is an organization or entity engaged in commercial, industrial, or professional activities. It involves the production and sale of goods or services to consumers with the goal of making a profit. 
E-commerce:  E-commerce, or electronic commerce, refers to the buying and selling of goods and services over the internet. It encompasses a wide range of online transactions, including retail shopping, online banking, and digital marketplaces.
Adoption: Adoption refers to the process of accepting and integrating something new into one's life or routine. This can apply to various contexts, such as adopting new technologies, practices, or behaviors. 
Facebook: Facebook is a social media platform that allows users to create profiles, connect with friends, share content, and engage in various forms of communication. Launched in 2004, it enables users to post text updates, photos, videos, and links, as well as interact through comments, likes, and shares. Facebook also features groups, events, and marketplace functionalities, allowing users to join communities, organize gatherings, and buy or sell items. 
CHAPTER TWO
                         LITERATURE REVIEW 
2.0 INTRODUCTION
This chapter is a review of related study on the topic audience perception of the use of social media as platform for combating climate change in Ilorin east local government the chapter is organize under the following headings.
2.1 Conceptual Framework 
2.1.1 An Overview on Social Media:
Social media refers to any form of online communication that allows users to create, share, and interact with content. This includes traditional social media platforms like Facebook, X, and Instagram, as well as newer platforms like TikTok and Discord. There are also niche social media platforms that cater to specific interests, such as Goodreads for book lovers and Letterboxd for movie lovers. Social media can take many forms, including text, images, videos, and audio. The defining characteristic of social media is that it is interactive and allows users to create and share content with others.
Social media has become a significant part of our daily lives, and it has had both positive and negative effects on society. On the positive side, social media has made it easier for people to connect with others and share information. It has also been used for activism and political organizing. On the negative side, social media has been linked to mental health problems like anxiety and depression. It has also been used to spread misinformation and conspiracy theories.
Sherry Turkle argues that social media is eroding our ability to form meaningful relationships. She believes that social media is creating a "culture of distraction" in which we are constantly interrupted and pulled away from the people we are with. She argues that this is leading to a decline in empathy and an increase in loneliness and suggest that social media is leading to an increase in mental health problems and a decline in face-to-face interactions.
In Addition Jaron Lanier argues that social media platforms are designed to be addictive and that they are changing the way we think and behave. He also argues that social media is promoting a "post-truth" world in which facts and objective reality are less important than personal beliefs and biases.
2.1.2 Uses of Social Media 
There are many uses of social media including:
Communication:- Social media enables people to connect with others and communicate in real time, people uses media to connect with friends and family as well as to network and build relationships.
The ability to communicate instantly has made social media as essential part of modern life for many people.
Connection:- People Use Social Media to build relationships and find Common interest.Social Media allows people to find out connect with another who Share similar interest and values.
The Can lead to the formation of Communities and friendship. Social Media also be a platform for advocacy, where people come together to support causes they believe in. The ability o connect with others has many benefits, but it can also lead to a sense of isolation and loneliness.
Entertainment:- Social media provides a platform for people to share and consume entertainment contents. Enter is a huge part of social media. People use it to watch videos, read articles, and play games. It’s also a great way to discover new content and keep up with the latest trends. Entertainment can be a valuable way to relax and escape from everyday life.
Collaboration:- Social media can be used to work together on projects and achieve common goals. It’s also used for business and marketing purposes.
2.1.3 Facebook  
Facebook is a social media platform that allows users to create profiles, connect with friends, share content, and engage in various forms of communication. Launched in 2004, it enables users to post text updates, photos, videos, and links, as well as interact through comments, likes, and shares. Facebook also features groups, events, and marketplace functionalities, allowing users to join communities, organize gatherings, and buy or sell items. Over the years, it has become one of the largest social networking sites globally, playing a significant role in how people communicate and share information online.
It has grown to become one of the largest social networking sites globally, facilitating communication and interaction among users.
Businesses also use Facebook as a marketing tool to reach a wider audience, promote products and services, and engage with customers. The platform offers features such as targeted advertising, business pages, and analytics tools to help businesses track their performance and customer engagement. Overall, Facebook plays a significant role in both personal and professional networking, influencing how people communicate and conduct business online.
Facebook operates on a freemium model, where users can access the platform for free but can also choose to pay for additional features, like advertising. The platform allows users to post status updates, share photos and videos, and comment on each other's posts, creating a dynamic online community.
In addition to personal connections, Facebook also supports various functionalities for businesses, such as:
1. Business Pages: Companies can create dedicated pages to promote their brand, share updates, and interact with customers.
2. Advertising: Facebook offers targeted advertising 
options, allowing businesses to reach specific demographics based on user data, interests, and behaviors.
3. Marketplace: A feature that allows users to buy and sell items within their local community.
4. Events: Users can create and promote events, making it easier for businesses to organize and advertise gatherings.
5. Groups: Facebook groups enable users with shared interests to connect and discuss topics, which can also be leveraged by businesses for community engagement.
The platform has evolved over the years, incorporating features like live streaming, stories, and a focus on video content, further enhancing user engagement. Facebook serves as a powerful tool for both personal connections and business promotion, significantly impacting how people interact online.
2.1.4 Effect of Facebook and its adoption in promoting e-commerce.
The effect of Facebook and its adoption in promoting e-commerce is substantial. It increases visibility for businesses by allowing them to showcase products to a wide audience. Targeted advertising enables companies to reach specific demographics, making their marketing efforts more efficient. Facebook Shops provide a direct sales channel, allowing customers to purchase products without leaving the platform.
Moreover, Facebook fosters customer engagement through direct interactions, which helps build community and loyalty. It offers cost-effective marketing options, especially beneficial for small businesses. Collaborating with influencers can extend reach and enhance credibility. Finally, Facebook's analytics tools provide valuable insights into customer behavior and campaign performance, helping businesses refine their strategies. Overall, Facebook has transformed the e-commerce landscape by providing essential tools for engagement and sales.
The effect of Facebook and its adoption in promoting e-commerce can be further elaborated as follows:
1. User Engagement: Facebook encourages user interaction through likes, shares, and comments, which can help products gain visibility and traction through organic reach.
2. Social Proof: Positive reviews and testimonials shared on Facebook can significantly influence potential buyers, as many consumers rely on the experiences of others when making purchasing decisions.
3. Promotional Campaigns: Businesses can run targeted promotional campaigns, including discounts and special offers, driving immediate sales and increasing customer interest.
4. Community Building: Brands can create communities around their products, fostering loyalty and encouraging repeat purchases through ongoing engagement and interaction.
5. Real-Time Feedback: Businesses can receive real-time feedback from customers, allowing them to quickly adapt their offerings and marketing strategies based on consumer preferences.
6. Integration with Other Platforms: Facebook can integrate with other e-commerce platforms, making it easier for businesses to manage their online sales and marketing efforts cohesively.
Facebook has revolutionized how businesses approach e-commerce, enhancing their ability to connect with customers and drive sales effectively.
2.1.5 The Role of Social Media in Promoting E-commerce.
Social media platforms provide businesses with the ability to create targeted campaigns that can reach specific audiences based on their interests and behaviors. This targeted approach increases the likelihood of conversions, as ads are shown to users who are more likely to be interested in the products or services being offered.
Moreover, social media acts as a valuable feedback mechanism. Customers can leave reviews and comments, which not only helps businesses improve their offerings but also builds trust among potential buyers. Positive reviews and testimonials shared on social media can significantly influence purchasing decisions.
Influencer marketing has also become a significant aspect of e-commerce promotion on social media. Brands collaborate with influencers who have a substantial following to showcase their products, leveraging the influencer's credibility to reach a broader audience.
Social media analytics tools enable businesses to track engagement metrics, such as likes, shares, and comments, providing insights into what content resonates with their audience. This data can inform future marketing strategies and product development.
Social media enhances e-commerce by increasing brand visibility, enabling targeted advertising, fostering customer engagement, facilitating direct sales, and providing valuable insights into consumer behavior.
Social media plays a crucial role in promoting e-commerce by providing businesses with a platform to reach and engage with potential customers. Here’s a summary of its key roles:
1. Brand Awareness: Social media helps businesses increase their visibility and brand recognition. By sharing content, running ads, and engaging with users, companies can create a strong online presence.
2. Targeted Advertising: Platforms like Facebook and Instagram allow businesses to run targeted ad campaigns based on user demographics, interests, and behaviors. This precision helps in reaching the right audience effectively.
3. Customer Engagement: Social media fosters direct interaction between businesses and customers. Companies can respond to inquiries, receive feedback, and build relationships, which enhances customer loyalty.
4. Content Sharing: Users can share product information, reviews, and experiences with their networks, creating organic promotion through word-of-mouth and user-generated content.
5. Sales Channels: Many social media platforms have integrated shopping features, allowing users to browse and purchase products directly from the app, simplifying the buying process.
6. Market Insights: Businesses can analyze social media metrics to understand consumer behavior, preferences, and trends, helping them tailor their marketing strategies accordingly.
Social media is a powerful tool for driving e-commerce growth by enhancing visibility, engagement, and sales opportunities.
2.1.6 Adoption of Facebook by businessmen.
The adoption of Facebook by businessmen has significantly transformed the way they market their products and engage with customers. Here are some key points regarding this adoption:
1. Widespread Reach: Facebook has billions of active users, making it an ideal platform for businesses to reach a large audience. This vast user base allows businesses to tap into various demographics and target specific market segments.
2. Cost-Effective Marketing: Compared to traditional advertising methods, marketing on Facebook can be more affordable. Businesses can create ads with flexible budgets, allowing even small businesses to compete effectively.
3. Targeted Advertising: Facebook's advertising tools allow businesses to target specific audiences based on demographics, interests, behaviors, and location. This precision helps maximize the effectiveness of marketing campaigns.
4. Engagement and Interaction: Facebook enables direct communication between businesses and customers. Companies can respond to comments, messages, and reviews, fostering a sense of community and enhancing customer relationships.
5. Content Sharing and Vitality: Businesses can share various types of content, including images, videos, and articles, which can be easily shared by users, increasing the potential for virality and organic reach.
6. Analytics and Insights: Facebook provides businesses with valuable analytics tools to track engagement, reach, and conversion rates. This data helps businesses understand their audience better and refine their marketing strategies.
The adoption of Facebook by businessmen has become essential for modern marketing, allowing them to connect with customers, promote their products, and drive sales effectively.
2.1.7 Challenges faced by businesses on Facebook.
1. Algorithm Changes: Facebook frequently updates its algorithms, which can reduce the organic reach of posts, making it harder for businesses to connect with their audience without paid promotions.
2. Increasing Competition: With a growing number of businesses using Facebook for advertising, it can be challenging to capture attention and differentiate from competitors.
3. Ad Costs: As more businesses invest in ads, the cost of advertising can increase, putting financial pressure on smaller enterprises that may have limited marketing budgets.
4. Negative Feedback: Businesses are vulnerable to public criticism, and negative comments or reviews can spread quickly, potentially harming their reputation and customer trust.
5. Time-Consuming Management: Maintaining an active Facebook presence requires ongoing effort, including content creation and community engagement, which can be demanding for businesses with limited staff.
6. Complex Analytics: Understanding and effectively utilizing Facebook's analytics tools can be daunting, leading to missed opportunities for optimizing marketing strategies.
7. Privacy Concerns: Growing concerns over data privacy and security can lead to decreased user engagement, as customers may be wary of sharing personal information with brands.
8. Content Saturation: The sheer volume of content on Facebook can make it difficult for individual posts to stand out, requiring businesses to invest in high-quality, engaging content.
While Facebook offers valuable opportunities for businesses, they must navigate these challenges to maximize their effectiveness on the platform.
2.1.8 Consumer’s Behavior and Engagement on Facebook:
   Consumer behavior and engagement refer to the ways in which individuals make decisions to spend their resources (time, money, effort) on consumption-related items and how they interact with brands and products. Consumer behavior and engagement on Facebook refer to how users interact with brands and content on the platform, influencing their purchasing decisions and brand loyalty. Here are some key points:
1. Content Consumption: Users engage with various types of content, such as posts, videos, and ads. The type of content that resonates most with users can significantly affect their buying behavior.
2. Social Influence: Facebook allows users to see their friends’ interactions with brands, which can shape their perceptions and influence their decisions. Recommendations and reviews from peers can have a strong impact.
3. Engagement Metrics: Likes, comments, shares, and reactions are important metrics that indicate how well a brand is connecting with its audience. High engagement often leads to increased visibility and credibility.
4. Targeted Advertising: Facebook's advertising tools allow businesses to target specific demographics, interests, and behaviors, making it easier to reach potential customers who are likely to engage with their offerings.
5. Community Building: Brands can create communities around their products or services, fostering deeper relationships with consumers and encouraging ongoing engagement.
Understanding consumer behavior and engagement on Facebook is essential for businesses looking to effectively reach and connect with their audience, ultimately driving sales and brand loyalty.
2.2 THEORETICAL FRAME WORK
The theoretical framework emphasized on the effect of Facebook and its adoption in promoting e-commerce among businessmen in Kwara State . Two central theoretical perspectives, the Social Media Engagement Theory and Consumer Behavior Theory, By integrating these theories, it can create a robust theoretical framework that will guide your analysis of Facebook's role in promoting e-commerce among businessmen in Kwara State.
2.2.1 Social Media Engagement Theory:
Social Media Engagement Theory Kaplan and Haenlein (2010) focuses on how users interact with content on social media platforms. It emphasizes the importance of engagement metrics like likes, shares, comments, and overall participation. The theory posits that higher levels of engagement can lead to stronger relationships between brands and consumers, which can influence brand loyalty and purchasing behaviors.
While there isn't a single founder of Social Media Engagement Theory, it has been informed by various scholars and researchers in the fields of marketing, communication, and social psychology. The theory has evolved with the rise of social media, drawing from concepts like the Engagement Theory in educational contexts and the broader understanding of consumer engagement.
This theory is particularly relevant to the effect of Facebook in promoting e-commerce among businessmen in Kwara State. It can help you understand how businesses engage their audience on Facebook, the types of content that generate interaction, and how this engagement can impact sales and customer loyalty. Social Media Engagement Theory provide a framework to analyze how businesses in Kwara State interact with their audience on Facebook. It helps you explore the different ways businesses engage users through posts, advertisements, and promotions, and how these interactions can influence consumer behavior and purchasing decisions. By understanding the engagement levels, you can assess the effectiveness of Facebook as a tool for promoting e-commerce and how it contributes to building brand loyalty among consumers in the local market. This insight can be crucial for developing strategies that enhance e-commerce initiatives through social media engagement.
2.2.2 Consumer Behavior Theory:
Consumer Behavior Theory was founded by John Dewey, an American philosopher and psychologist. He introduced concepts related to the decision-making process and the influence of psychological factors on consumer choices. His work laid the groundwork for later developments in understanding consumer behavior, although many other scholars have contributed to the field over the years, expanding on Dewey's initial ideas.
Consumee behavior theory examines how individuals make decisions to spend their resources, such as time, money, and effort, on consumption-related items. It encompasses various factors that influence consumer choices, including psychological, social, cultural, and economic influences.
Key components of Consumer Behavior Theory include:
1. Decision-Making Process: This involves stages such as problem recognition, information search, evaluation of alternatives, purchase decision, and post-purchase behavior.
2. Psychological Factors: These include motivation, perception, beliefs, and attitudes that affect how consumers interpret information and make choices.
3. Social Influences: This encompasses the impact of family, friends, social networks, and cultural norms on consumer behavior.
4. Environmental Factors: These are external elements like marketing strategies, advertising, and economic conditions that can influence consumer decisions.
Consumer Behavior Theory provide insights into how consumers in Kwara State make decisions regarding e-commerce, particularly on platforms like Facebook. Understanding the psychological, social, and environmental factors that influence consumer choices can help you analyze how effective Facebook is in promoting e-commerce among local businessmen. This theory can also guide your exploration of consumer engagement with online marketing strategies and how these interactions impact purchasing behavior and community participation in e-commerce initiatives.
Understanding Consumer Behavior Theory is essential for businesses as it helps them tailor their marketing strategies to better meet the needs and preferences of their target audience, ultimately driving sales and fostering customer loyalty. In the context of this project on the effect of Facebook in promoting e-commerce among businessmen in Kwara State, this theory can provide insights into how consumer behavior on social media affects purchasing decisions and engagement with local businesses.
2.3.  REVIEW OF RELATED STUDIES
The empirical review section of this literature review critically examines existing studies that have empirically investigated the Effect of Facebook and its adoption in promoting e-commerce among business men in kwara state. By synthesizing insights from relevant research, this section aims to build a foundation for the current study, incorporating methodological considerations, findings, and limitations from previous scholarly works.
Utilizing Facebook for E-Commerce Success: (A Case Study of Nigerian Businesses by Johnson, A. (2017). 
It begins by detailing the demographic makeup of Facebook users in Nigeria, showcasing the platform's potential as a marketplace. The study provides statistics on user engagement and the frequency of purchases made through Facebook, emphasizing the platform's role in reaching younger consumers who are increasingly turning to social media for shopping.
It Explores the transformative role of Facebook in the e-commerce landscape of Nigeria. The study highlights several key aspects:
Firstly, it discusses how Nigerian businesses have adopted Facebook as a primary platform for marketing and sales. The research indicates that Facebook's wide reach and user-friendly interface allow businesses to connect with a diverse audience, making it easier to promote products and services.
The case study examines specific strategies employed by successful Nigerian e-commerce businesses on Facebook. These strategies include targeted advertising, engaging content creation, and customer interaction through comments and messages. The findings suggest that businesses that actively engage with their audience on Facebook tend to build stronger customer relationships and loyalty.
Secondly, the study analyzes the challenges faced by Nigerian businesses in utilizing Facebook for e-commerce. Issues such as internet connectivity, payment processing, and competition are discussed, along with recommendations for overcoming these obstacles to maximize the potential of Facebook as a sales channel.
Additionally, the research includes interviews with local business owners who have successfully integrated Facebook into their sales strategies. These interviews reveal firsthand accounts of how businesses have used Facebook to launch targeted marketing campaigns, run promotions, and gather customer feedback. The personal stories highlight the adaptability of these businesses in using Facebook's tools, such as Facebook Shops and Marketplace, to enhance their visibility and sales.
Moreover, the study addresses the importance of content quality and consistency in building a brand presence on Facebook. It discusses how businesses that invest in high-quality visuals and engaging posts tend to attract more followers and drive sales. The author also emphasizes the significance of understanding the target audience's preferences and behaviors to tailor content that resonates with potential customers.
Finally, the case study concludes with actionable recommendations for Nigerian businesses looking to harness Facebook for e-commerce. This includes suggestions for improving customer service through timely responses, utilizing analytics to track performance, and exploring collaborations with influencers to expand reach.

CHAPTER THREE
RESEARCH METHODOLOGY
3.0	INTRODUCTION
In according to Kothari (2004) defines that the research is an original contribution to the existing store of knowledge making for its development. The systematic approach concerning generalization and formulation of a theory is also a research..
An important factor that determines the research method to be used in any work is the nature of the problem under study.
In the research work research decided to used the structure survey (Questionnaire Method). The adopted survey method is aimed at seeking and retrieving factual information from respondents.
In view of the important nature of this topic, the need to arrive at objective and accurate analysis and interpretation of data without bias.
The researcher will design and administer questionnaire to choosing definite population.
3.1. RESEARCH DESIGN 
  According to Green and Tull (2004): A research design is the specification of methods and procedures for acquiring the information needed. It is the overall operational pattern or framework of the project that stipulates which sources by what procedures.
 The research design is the overall strategy that guides how a researcher study is conducted. It outlines the method and procedures that will be used to collect and analyze data.
  It also includes the rationale for why these method and procedures were chosen and how they are expected to address the research questions. In other words, the research design provides the “blueprint” for the study, ensuring that it is conducted in a rigorous and methodical way.
3.2 POPULATION OF THE STUDY
The population of this research of this research works consists of business men in kwara state.
Questionnaire would be administered within the school premises which consist of 100%
necessary information.
  According to Wimmer and Dominick (2006) population is a group or class of subjects, variables,concepts or phenomenon in a given study.
This implies that every element,subject, object among others is capable of providing useful and relevant data In explaining a certain phenomenon of a given study.
Population is a list of collection of subject,objects,concepts or variables in a defined environment. 
In this vein, are populations of study as determined by the extent at sample size in relation to the population size. This help to group the aggregation of all elements in the population at least, to have a fair representation. The figure of Kwara state as at 2022 population was 3,551,000.
The population for Kwara state study is 100 which includes selected education politicians, Mass media influencer handler from different media in Kwara state, bloggers and civilians who engage in promoting gender equality as an alternative for mass media in Kwara state.
 

3.3 SAMPLE SIZE AND SAMPLING TECHNIQUE
 Sample size is the collection of individual subjects, element that’s would help and guide a researcher in the case of the study and the portion is known as sample.
 The sample size used in this research works was 100 students out of the large population of the students.
 According to Aborisade (2008). In determine the sample size it should be noted that the more heterogeneous the population, the more the sample size should be and the more the homogeneous the population the less the sample size who are the representative of the population.
   Sample technique is a scientific process of selecting representatives as a study population. This is the specification of how elements are drawn from a population and how important it is for a researcher to handle his/her sample or population for the given study.  In selecting and giving out the data instruments for this study.
   Random sampling technique will be the guide and also the purposive sampling technique whereby a researcher can make pre-determined judgements or decisions that influences the choice of a sample and sample size used in a study.
A sample size of the 100 respondents that out across gender and age group of the given population.

3.4 RESEARCH INSTRUMENT
 The research instrument. This are different tools or devices used in collecting and gathering data. 
It is necessary for a researcher to state clearly the research instrument(s) that will be used in his/her study .
 The research instrument used in the study was questionnaire.  A Questionnaire is a list of questions to be answered by a responded to get their opinion about a subject.
A total number of twenty (20) items, which were used to elicit information from respondents. The questionnaire was divided in two sections A and B.
Section A contained demographic information about the respondents, which put out on their gender,age and qualifications.
 Section B was used to collect data to elicit response to research questions about the research.

3.5 VALIDITY AND RELIABILITY OF INSTRUMENT
The Measuring instrument employed is the questionnaire method and this method is used for the study in other to the throughly scrutinized by the suspenser for clarity, precision and comprehension sake. 
Questionnaire as the study research instruments, variables or data can measure what they are designed to measure by a researcher. This explain what is been said above, it explains the exterior which a concept or measurement actually carried out.

3.6 METHOD OF DATA COLLECTION
A method is a way of doing or process of achieving something in accordance with roles, guidelines, instruction or principles derived from research and practice.
Data was collected using the questionnaire which the researcher has administered face to face to the respondents.

3.7 METHOD OF DATA ANALYSIS
  In analyzing the data collected through questionnaire, simple percentage table and cross tabulation will be used in the course of this research and conclusion of the findings will follow.
This is one of the most adopted means of data analysis employed by many researchers.
Simple tables, frequency and percentages were adopted in the presentation and analysis of the data generated for the study.
CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0        INTRODUCTION
        The forth chapter of this research work is dedicated to the presentation and adjust of the data collected from Kwara polytechnic students regarding Effect of Facebook and its adoption in promoting e-commerce among business men in kwara state.
To carry out the study, 100 people living in kwara state were sampled randomly and questionnaire containing relevant questions were administered by the researchers to acquire usable data. 
This chapter deals with the analysis of data obtained from the field work through the questionnaire.
Each question on the questionnaire would be presented in separate tables and analyzed for easy comprehension.
4.1 ANALYSIS OF THE FIELD PERFORMANCE OF INSTRUMENT.
Table 1: Gender Distribution of Respondents
	Response 
	No of Response
	Percentage %

	Male 
	57
	57.%

	Female 
	43
	43%

	Total 
	                100
	                 100


Source: Research Survey, 2025
 Table 1 above shows that 57 respondents representing (57%) are males while 43 respondents representing (43%) are female.
Table 2: Age Distribution of Respondents
	Response 
	No of Response
	Percentage %

	16-20
	11
	11%

	21-25
	70
	70%

	26-30
	19
	19%

	31and above
	0
	0

	Total 
	                 100
	             100


Source: Research Survey, 2025
Table 2 above shows the distribution of the respondents by age. It states that 11 respondents representing (11%) are within age range of 16-20, 70 respondents representing (70%) are within age range of  21-25, 19 respondents representing (19%) are within age range of  26-30years. 
Table 3: Respondents’ Religion
	Response
	No of Response
	Percentage %

	Islam
	70
	70%

	Christianity
	29
	29%

	Traditional
	1
	 1%

	Total 
	               100
	             100


Source: Research Survey, 2025
Table 3 above shows distribution of respondents by Religion 70 respondents representing (70%) are Islam and 29 repondents representing (29%) are Christian and 1 respondent representing (1%) are Traditonal.
Table 4: Marital status of the Respondents
	Response
	No of Response
	Percentage %

	Single
	97
	97%

	Married
	3
	3%

	Total 
	                  100
	                  100


Source: Research Survey, 2025
Table 4 above shows distribution of respondents by Marital status 97 respondents representing (97%) are Single while 3 respondents representing (3%) are Married, 
Table 5: Occupation of the Respondents 
	Response 
	No of response
	Percentage%

	Students
	89
	 89%

	Civil servants
	7
	7%

	Others
	4
	4%

	Total 
	               100
	  100


Source: Research Survey, 2025
Table 5 above shows distribution of respondents by occupation 89 respondents representing (89%) are Students, 7 respondents representing (7%) are Civil servants while 4 respondents representing (4%) are Traders and Others.
Table 6: Educational Qualification.
	Response 
	No of response
	Percentage%

	Olevel
	0
	0%

	ND/NCE
	29
	29%

	HND/Bsc
	67
	67%

	Post Degree
	4
	4%

	Total 
	100
	100


Source: Research Survey, 2025
The above table show the distribution of respondents by educational qualification 29 respondents representing (29%) are ND/NCE holders, 67 respondents representing (67%) are HND/BSc holders while 4 respondents representing (4%) are post degree holders.
SECTION B: Question to respondent
Table 7: Facebook is an effective platform for promoting my business in kwara state.					
	Response 
	No of response
	Percentage%

	Agree
	55
	55%

	Strongly Agree
	13
	13%

	Neutral
	12
	12%

	Disagree
	11
	11%

	Strongly disagree
	 9
	9%

	Total 
	100
	100


Source: Research Survey, 2025
Table 7 above shows that 55 respondents representing (55%) Agree that Facebook is an effective platform for promoting my business in kwara state.		13 respondents representing (13%)  Strongly agree 12 respondents representing (12%) of the respondents are Neutral while 11 respondents representing (11%) Disagree with the statement and 9 respondents representing (9%) Strongly disagree with the statement.
Table 8:  Facebook advertising has increased my sales significantly.					
	Response 
	No of response
	Percentage%

	Agree
	21
	21%

	Strongly agree
	48
	48%

	Neutral
	13
	13%

	Disagree
	9
	9%

	Strongly disagree
	9
	9%

	Total 
	100
	 100


Source: Research Survey, 2025
Table 8 above shows that 21 respondents representing (21%) Agree that Facebook advertising has increased my sales significantly.	48 respondents representing (48%) Strongly agree, 13 respondents representing (13%) of the respondents are Neutral while 9 respondents representing (9%) Disagree with the statement and 9 respondents representing (9%) of the respondent Strongly disagree with the statement.
Table 9: Businessmen in kwara state think Facebook is more effective than other social media platforms for e-commerce.					
	Response 
	No of response
	Percentage%

	Agree
	17
	17%

	Strongly agree
	60
	69%

	Neutral
	9
	9%

	Disagree
	6
	 6%

	Strongly disagree
	 8
	8%

	Total 
	100
	100


Source: Research Survey, 2025
Table 9 above shows that 17 respondents representing (17%) Agree Businessmen in kwara state think Facebook is more effective than other social media platforms for e-commerce. 60 respondents representing (60%) of the respondent Strongly agree, 9 respondents representing (9%) are Neutral while 6 respondents representing (6%) Disagree with the statement and 8 respondents representing (8%) of the respondent Strongly disagree with the statement.
Table 10: 	People plan to invest more time and resources into Facebook marketing strategy in the future.		 
	Response 
	No of response
	Percentage%

	Agree
	49
	49%

	Strongly agree
	6
	6%

	Neutral
	22
	22%

	Disagree
	15
	15%

	Strongly disagree
	8
	8%

	Total 
	100
	100


Source: Research Survey, 2025
 Table 10 above shows that 49 respondents representing (49%) Agree that 	People plan to invest more time and resources into Facebook marketing strategy in the future. 6 respondents representing (6%) Strongly agree, 22 respondents representing (22%) are Neutral while 15 respondents representing (15%) of the respondent Disagree with the statement and 8 respondents representing (8%) of the respondent Strongly disagree with the statement.
Table 11:Facebook has helped me reach a larger audience for my business.				
	Response 
	No of response
	Percentage%

	Agree
	 45
	45%

	Strongly agree
	17
	 17%

	Neutral
	11
	11%

	Disagree
	20
	20%

	Strongly disagree
	 7
	7%

	Total 
	100
	100


Source: Research Survey, 2025
 Table 11 above shows that 45 respondents representing (45%) Agree that Facebook has helped me reach a larger audience for my business.
17 respondents representing (17%) Strongly agree, 11 respondents representing (11%) are Neutral while 20 respondents representing (20%) Disagree with the statement and 7  respondents representing (7%) Strongly disagree with the statement.
Table 12: Engaging with customers on Facebook has improved my customer relationships.	
	Response 
	No of response
	Percentage%

	Agree
	42
	42%

	Strongly agree
	20
	 20%

	Neutral
	17
	 17%

	Disagree
	 13
	13%

	Strongly disagree
	8
	8%

	Total 
	 100
	100


Source: Research Survey, 2025
  Table 12 above shows that 42 respondents representing (42%) Agree that Engaging with customers on Facebook has improved my customer relationships.20 respondents representing (20%) Strongly agree, 17 respondents representing (17%) are Neutral while 13 respondents representing (13%) Disagree with the statement and 8 respondents representing (8%) Strongly disagree with the statement.
Table 13: Businessmen in kwara state have a facebook account for their business. 		
	Response 
	No of response
	Percentage%

	Agree
	 32
	32%

	Strongly agree
	12
	12%

	Neutral
	23
	23%

	Disagree
	26
	26%

	Strongly disagree
	7
	7%

	Total 
	100
	100


Source: Research Survey, 2025
Table 13 above shows that 32 respondents representing (32%) Agree that Businessmen in kwara state have a facebook account for their business (12%) Strongly agree, 23 respondents representing (23%) are Neutral while 26 respondents representing (26%) of the respondent Disagree with the statement and 7 respondents representing (7%) of the respondent Strongly disagree with the statement.
Table 14: My sales have increased since I started using Facebook for my business.					
	Response 
	No of response
	Percentage%

	Agree
	36
	36%

	Strongly agree
	16
	16%

	Neutral
	28
	28%

	Disagree
	10
	10%

	Strongly disagree
	10
	10%

	Total 
	100
	100


Source: Research Survey, 2025
Table 14 above shows that 36 respondents representing (36%) Agree that My sales have increased since I started using Facebook for my business.		16 respondents representing (16%) Strongly agree, 28 respondents representing (28%) of the respondents are Neutral while 10 respondents representing (10%) Disagree with statement and 10 respondents representing (10%) Strongly disagree with the statement.
Table 15: Business men in kwara state use Facebook to communicate with potential customers about their products and services.					
	Agree
	48
	48%

	Strongly agree
	6
	6%

	Neutral
	17
	17%

	Disagree
	18
	18%

	Strongly disagree
	 11
	11%

	Total 
	100
	100


Source: Research Survey, 2025
   Table 15 above shows that 48 respondents representing (48%) of the respondents Agree 	Business men in kwara state use Facebook to communicate with potential customers about their products and services.6 respondents representing (6%) Strongly agree, 17 respondents representing (17%) are Neutral while 18 respondents representing (18%) Disagree with the statement and 11 respondents representing (11%) Strongly disagree with the statement.
Table 16:	Businessmen often collaborate with other businesses on Facebook to promote their products/services.	
	Response 
	No of response
	Percentage%

	Agree
	30
	30%

	Strongly agree
	50
	50%

	Neutral
	6
	6%

	Disagree 
	5
	5%

	Strongly disagree
	9
	9%

	Total 
	                100
	100


Source: Research Survey, 2025
Table 16 above shows that 30 respondents representing (30%) Agree that 	Businessmen often collaborate with other businesses on Facebook to promote their products/services.	50 respondents representing (50%) Strongly agree, 6 respondents representing (6%) are Neutral while 5 respondents representing (5%) Disagree with the statement and 9 respondents representing (9%) Strongly disagree with the statement.
Table 17: The feedback receive on Facebook helps to improve products/services in kwara state.
	Response 
	No of response
	Percentage%

	Agree
	 48
	48%

	Strongly agree
	20
	20%

	Neutral
	 11
	11%

	Disagree
	12
	12%

	Strongly disagree
	9
	9%

	Total 
	100
	100


Source: Research Survey, 2025 
Table 17 above shows that 48 respondents representing (48%) Agree that The feedback receive on Facebook helps to improve products/services in kwara state. 20 respondents representing (20%) Strongly agree 11 respondents representing (11%) are Neutral while 12 respondents representing (12%) Disagree with the statement and 9 respondents representing (9%) Strongly disagree with the statement.
Table 18:  I have received positive feedback from customers through Facebook.		
	Response 
	No of response
	Percentage%

	Agree
	40
	40%

	Strongly agree
	35
	35%

	Neutral
	12
	12%

	Disagree
	7
	7%

	Strongly disagree
	6
	6%

	Total 
	100
	100


Source: Research Survey, 2025
Table 18 above shows that 40 respondents representing (40%) Agree that  I have received positive feedback from customers through Facebook. 35 respondents representing (35%) Strongly agree, 12 respondents representing (12%) of are Neutral while 7 respondents representing (7%) Disagree with the statement and 6 respondents representing (6%) Strongly disagree with the statement.
Table 19: Social media can improve police-community relations in Ilorin.			
	Response 
	No of frequency
	Percentage%

	Agree
	45
	58%

	Strongly agree
	5
	42%

	Neutral
	18
	18%

	Disagree
	19
	19%

	Strongly disagree
	13
	13%

	Total 
	 100
	100


Source: Research Survey, 2025
Table 19 shows that 45 respondents representing (45%) Agree that Social media can improve police-community relations in Ilorin.	5 respondents representing (5%) Strongly agree, 18 respondents representing (18%) are neutral while 19 respondents representing (19%) disagree with the statement and 13 respondents representing (13%) Strongly disagree with the statement.
Table 20: Facebook provides good value for businessmen in kwara state.		
	Response 
	No of response
	Percentage%

	Agree
	 52
	52%

	Strongly agree
	 17
	17%

	Neutral
	18
	18%

	Disagree
	10
	19%

	Strongly disagree
	3
	3%

	Total 
	100
	100


Source: Research Survey, 2025
Table 20 shows that 52 respondents representing (52%) claimed that Facebook provides good value for businessmen in kwara state. 17 respondents representing (17%) strongly agree, 18 respondents representing (18%) are neutral while 10 respondents representing (10%) disagree with the statement and 3 respondents representing (3%) strongly disagree with the statement.
4.2 ANALYSIS OF RESEARCH QUESTIONS
Research Question 1: 
What is the level of Facebook adoption among business people in Kwara State?
 Table 13 above shows that 32 respondents representing (32%) Agree that Businessmen in kwara state have a facebook account for their business (12%) Strongly agree, 23 respondents representing (23%) are Neutral while 26 respondents representing (26%) of the respondent Disagree with the statement and 7 respondents representing (7%) of the respondent Strongly disagree with the statement.
Research Question 2: 
What is the extent to which Facebook is used to promote E- commerce among kwara people?
 Table 15 above shows that 48 respondents representing (48%) of the respondents Agree 	Business men in kwara state use Facebook to communicate with potential customers about their products and services.6 respondents representing (6%) Strongly agree, 17 respondents representing (17%) are Neutral while 18 respondents representing (18%) Disagree with the statement and 11 respondents representing (11%) Strongly disagree with the statement.
Research Question 3: 
What are the benefits and challenges of using Facebook for e-commerce among business people in Kwara State?
Table 20 shows that 52 respondents representing (52%) claimed that Facebook provides good value for businessmen in kwara state. 17 respondents representing (17%) strongly agree, 18 respondents representing (18%) are neutral while 10 respondents representing (10%) disagree with the statement and 3 respondents representing (3%) strongly disagree with the statement.
4.3        DISCUSSION OF FINDINGS
    The findings highlight the persuasive Effect of Facebook and its adoption in promoting e-commerce among business men in kwara state.
Table 15 shows that 48 respondents representing (48%) of the respondents Agree 	Business men in kwara state use Facebook to communicate with potential customers about their products and services.6 respondents representing (6%) Strongly agree, 17 respondents representing (17%) are Neutral while 18 respondents representing (18%) Disagree with the statement and 11 respondents representing (11%) Strongly disagree with the statement.
Table 9 shows that 17 respondents representing (17%) Agree Businessmen in kwara state think Facebook is more effective than other social media platforms for e-commerce. 60 respondents representing (60%) of the respondent Strongly agree, 9 respondents representing (9%) are Neutral while 6 respondents representing (6%) Disagree with the statement and 8 respondents representing (8%) of the respondent Strongly disagree with the statement.
Table 17 above shows that 48 respondents representing (48%) Agree that The feedback receive on Facebook helps to improve products/services in kwara state. 20 respondents representing (20%) Strongly agree 11 respondents representing (11%) are Neutral while 12 respondents representing (12%) Disagree with the statement and 9 respondents representing (9%) Strongly disagree with the statement.
Table 20 that 52 respondents representing (52%) claimed that Facebook provides good value for businessmen in kwara state. 17 respondents representing (17%) strongly agree, 18 respondents representing (18%) are neutral while 10 respondents representing (10%) disagree with the statement and 3 respondents representing (3%) strongly disagree with the statement.
CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION.
5.1 SUMMARY 
  The study investigates how business owners in Kwara State use Facebook to promote their e-commerce activities. It looks at how often they use Facebook, what features they use, and the benefits and challenges they encounter. The research identifies the adoption rates of Facebook, the ways businesses use it for sales and promotion, and the impact on sales, reach, and engagement. 
The study aims to understand the extent of Facebook adoption, the frequency of its use, and the different ways businesses leverage the platform for e-commerce activities. The research explores various aspects, including the use of Facebook features for promotion, sales, and customer engagement.
Key findings are expected to reveal the adoption rates of Facebook among business owners, the frequency of their engagement, and how they utilize the platform for various e-commerce functions. The study will also analyze the benefits derived from using Facebook, such as increased sales, broader market reach, and enhanced customer engagement. Furthermore, the research will identify and discuss the challenges faced by businesses, including page management, measuring return on investment (ROI), and adapting to algorithm changes.
The discussion section will delve into the significance of the findings, considering factors influencing Facebook adoption and comparing the results with those of similar studies. The implications of the research will be considered for both businesses and policymakers, providing insights into optimizing Facebook usage for e-commerce success and formulating relevant policies. The conclusion will summarize the key findings and restate the main conclusions, offering a comprehensive overview of Facebook's impact on e-commerce in Kwara State.
Furthermore, the study identifies and analyzes the challenges faced by businesses. These challenges may include difficulties in managing Facebook pages, measuring the effectiveness of marketing campaigns, and adapting to changes in Facebook's algorithms. The findings will be compared with existing literature to provide context and validate the research.
The discussion section will interpret the findings, considering the factors that influence Facebook adoption and the implications for both businesses and policymakers. The conclusion will synthesize the main points, offering recommendations for businesses seeking to optimize their use of Facebook for e-commerce and for policymakers interested in supporting digital commerce initiatives in Kwara State. This comprehensive approach aims to provide a detailed understanding of Facebook's role in the local e-commerce landscape.
5.2 CONCLUSION  
Effect of Facebook and Its Adoption in Promoting E-commerce among Business Men in Kwara State" has provided valuable insights into the platform's role in the local e-commerce landscape. The research revealed a significant adoption rate of Facebook among business owners, with a majority actively utilizing the platform for various e-commerce activities. The findings highlight the frequency of engagement, showcasing how businesses leverage Facebook features for promotion, sales, and customer interaction.
The study underscores the benefits derived from Facebook usage, such as increased sales, broader market reach, and enhanced customer engagement. However, it also identifies challenges, including page management, measuring ROI, and adapting to algorithm changes. The discussion of these challenges provides a balanced view, emphasizing the need for strategic planning and continuous adaptation.
Overall, the research demonstrates that Facebook is a crucial tool for e-commerce in Kwara State. The study recommends that businesses optimize their Facebook strategies by focusing on engaging content, effective customer service, and targeted advertising. Policymakers should consider initiatives to support digital literacy and provide resources to help businesses maximize their online presence. By understanding the impact of Facebook, businesses can enhance their e-commerce efforts, contributing to economic growth in Kwara State. 
5.3 RECOMMENDATIONS
Based on the research findings, the following recommendations are preferred:
 • Strategic Content Creation: Businesses should prioritize creating engaging and relevant content that resonates with their target audience. This includes high-quality images, videos, and interactive posts.
 • Customer Engagement: Implement strategies for active customer engagement, such as promptly responding to inquiries, addressing complaints, and fostering a sense of community.
 •  Targeted Advertising: Utilize Facebook's advertising tools to target specific demographics, interests, and behaviors, ensuring that marketing efforts reach the most relevant audience.
•  Performance Tracking: Regularly monitor and analyze key metrics, such as reach, engagement, and conversion rates, to assess the effectiveness of Facebook campaigns and make necessary adjustments.
 •  Training and Development: Invest in training for business owners and staff to enhance their digital marketing skills, particularly in areas such as Facebook advertising, content creation, and customer relationship management.
 •   Financial Assistance: Offer financial assistance, such as grants or low-interest loans, to help small businesses establish and expand their online presence.
 •   Regulatory Framework: Develop a supportive regulatory framework that promotes fair competition, protects consumers, and encourages the growth of e-commerce.
 •   Collaboration: Foster collaboration between government agencies, educational institutions, and private sector organizations to create a comprehensive ecosystem that supports e-commerce.                             
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KWARA STATE POLYTECHNIC,
DEPARTMENT OF MASS-COMMUNICATION
INSTITUTE OF INFORMATION AND 
COMMUNICATION TECHNOLOGY [IICT].

QUESTIONNAIRE

Dear respondent,
I am a student of The Department of Mass communication, Kwara state polytechnic, conducting research on “THE EFFECT OF FACEBOOK AND ITS ADOPTION IN PROMOTING E-COMMERCE AMONG BUSINESSMEN IN KWARA STATE.
’’
 The question is designed to obtain relevant information about the research. All information provided shall remain confidential and used strictly for academic purpose.
Please tick [√] in the spaces provided and writes where necessary.


SECTION A
DEMOGRAPHIC INFORMATION
1. Gender (a) Male (  )  (b) Female  (  )
1. Age (a) 16-20 ( )  (b) 21-25 ( )  (c) 26-30 ( ) (d) 31 and above ( )
1. Marital Status (a) Single ( )  Married ( )  
1. Educational Qualification (a) Post Degree ( )  (b) HND/BSc (c) ND/NCE ( ) (d) O’Level ( )
1. Religion  (a) Islam ( ) (b) Christianity ( ) (c) Traditional ( )
1. Occupation (a) Student ( ) (b) Business ( ) (c) Civil Servant ( ) (d) Others ( )
SECTION B
The table below contains statements that are to be rated “SA” meaning Strongly Agree, “A” Meaning Agree, “N” meaning Neutral, “D” meaning Disagree, “SD” meaning Strongly Disagree.
 Please pick your appropriate choices by ticking in the boxes provided.
	SN
	STATEMENT
	SA
	A
	N
	D
	SD

	7
	Facebook is an effective platform for promoting my business in kwara state.
	
	
	
	
	

	8
	Facebook advertising has increased my sales significantly.
	
	
	
	
	

	9
	Businessmen in kwara state think Facebook is more effective than other social media platforms for e-commerce.
	
	
	
	
	

	[bookmark: _Hlk83445649]10
	People plan to invest more time and resources into Facebook marketing strategy in the future.
	
	
	
	
	

	11
	Facebook has helped me reach a larger audience for my business.
	
	
	
	
	

	[bookmark: _Hlk83445994]12
	Engaging with customers on Facebook has improved my customer relationships.
	
	
	
	
	

	13
	Businessmen in kwara state have a facebook account for their business 
	
	
	
	
	

	[bookmark: _Hlk83445731]14
	My sales have increased since I started using Facebook for my business.
	
	
	
	
	

	[bookmark: _Hlk83445359]15
	Business men in kwara state use Facebook to communicate with potential customers about their products and services.
	
	
	
	
	

	[bookmark: _Hlk83446175]16
	Businessmen often collaborate with other businesses on Facebook to promote their products/services.
	
	
	
	
	

	[bookmark: _Hlk83446228]17
	The feedback receive on Facebook helps to improve products/services in kwara state.
	
	
	
	
	

	18
	 I have received positive feedback from customers through Facebook.
	
	
	
	
	

	19
	Social media can improve police-community relations in Ilorin.
	
	
	
	
	

	20
	Facebook provides good value for businessmen in kwara state.
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