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ABSTRACT
This study investigates the role of social media in promoting brand image for startup businesses in Ilorin, Nigeria. With the increasing penetration of digital technology and widespread use of platforms such as Instagram, Facebook, Twitter, WhatsApp, and TikTok, social media has become a vital tool for business visibility, customer engagement, and brand development. The research adopts a quantitative survey method, using a structured questionnaire distributed to 100 respondents including startup owners and active social media users within Ilorin metropolis. Findings reveal that a significant majority of respondents acknowledge the effectiveness of social media in raising awareness, shaping brand perception, and fostering customer interaction. Key elements such as influencer marketing, storytelling, live engagement, and consistent online presence were identified as contributing positively to the brand image of startups. However, challenges such as algorithm restrictions, high advertising costs, poor internet access, and content oversaturation were also highlighted as barriers to visibility and engagement. The study concludes that social media plays a pivotal role in building and sustaining the brand image of startups in Ilorin. It recommends that entrepreneurs adopt strategic content planning, leverage influencer partnerships, and maintain consistent online engagement to strengthen brand loyalty and market presence.



















CHAPTER ONE
INTRODUCTION 
1.1. Background of the Study. 
Social media has become a fundamental tool for businesses worldwide, especially startups, to build and enhance their brand image. For startups in Ilorin, social media platforms such as Facebook, Instagram, Twitter, and LinkedIn provide a cost-effective way to reach a large and diverse audience. Unlike traditional marketing methods, social media offers startups interactive and real-time engagement, enabling them to connect with potential customers, build brand loyalty, and differentiate themselves in the marketplace (Kaplan & Haenlein, 2010).
In recent years, the growing number of social media users in Ilorin has created an opportunity for startup businesses to establish their brands within the local community and beyond. Social media’s potential to showcase brand values, share success stories, and engage with followers can enhance brand visibility, credibility, and, ultimately, consumer trust (Bhimani, Mention, & Barlatier, 2019). Moreover, the direct feedback and insights gathered through social media help startups refine their products, services, and overall brand image to better align with their target audience (Oberlo, 2023).
For startups in Ilorin, localizing content and engaging with community-based themes can further strengthen ties with the audience, fostering a sense of familiarity and loyalty. Social media also allows startups to leverage analytics tools, which provide valuable insights into customer demographics, behavior, and preferences, helping businesses tailor their strategies effectively. Additionally, influencer partnerships and user-generated content can amplify brand messaging, especially as social proof plays a crucial role in establishing credibility among new audiences (Nielsen, 2020).
However, while social media presents significant advantages, startups may also face challenges, such as managing online reputation, creating consistent and engaging content, and navigating algorithm changes that affect their reach (Stelzner, 2021). These platforms require continuous monitoring and strategic planning to maximize engagement, avoid negative publicity, and sustain a positive brand image. Additionally, startup founders often need to balance the need for authentic engagement with the demands of running their business, as social media management can be time-intensive.
This study will explore the role of social media in promoting the brand image of startup businesses in Ilorin, examining its impact, challenges, and best practices for effective social media engagement. The insights gained can help local entrepreneurs understand how to strategically use social media to establish and strengthen their brands in a competitive digital environment. Furthermore, understanding the cultural and demographic nuances of Ilorin’s social media audience will be critical for startups aiming to foster a resilient and reputable brand presence (Zarella, 2010).


1.2. Statement of the Problem
Despite the rapid growth and adoption of social media as a marketing tool, many startup businesses in Ilorin struggle to leverage it effectively to build a strong brand image. Social media offers vast opportunities for engagement and visibility; however, startups often lack the expertise, resources, or strategy to fully capitalize on its potential (Kaplan & Haenlein, 2010). Challenges such as creating engaging content, managing brand reputation, understanding platform algorithms, and measuring the impact of social media activities further complicate the ability of these startups to establish a credible brand presence (Bhimani, Mention, & Barlatier, 2019).
Moreover, many start-up owners face difficulties in building consumer trust and brand loyalty through social media channels due to limited marketing budgets and a lack of comprehensive digital marketing knowledge. This limits their capacity to reach and retain their target audience, leaving them unable to compete effectively with established brands or expand their market reach (Stelzner, 2021).
Therefore, this study seeks to investigate the specific ways in which social media can promote brand image for startup businesses in Ilorin, the challenges they encounter, and the best practices that could enhance their social media branding efforts. By addressing these issues, the study aims to provide insights that can help startups in Ilorin use social media more strategically and effectively to create and sustain a positive brand image in a competitive marketplace (Zarella, 2010).
1.3. Research Objectives
The primary objective of this study is to examine the role of social media in promoting the brand image of startup businesses in Ilorin. The specific objectives are:
1. To analyse the ways in which social media platforms are used by start-ups in Ilorin to build their brand image.

2. To identify the challenges start-up businesses in Ilorin face when using social media for brand promotion.
3. To evaluate the impact of social media on consumer trust and brand loyalty for start-ups in Ilorin.

1.5. Research Questions

1. How do start-up businesses in Ilorin use social media platforms to promote their brand image?

2. What challenges do start-ups in Ilorin face in using social media for brand promotion?
3. What is the impact of social media on consumer trust and brand loyalty for start-ups in Ilorin?


1.5. Significance of the Study
This study provides practical insights for startup businesses in Ilorin on effectively using social media to build their brand image, improve visibility, and engage customers. By addressing common challenges like limited budgets and lack of expertise, it offers strategies to strengthen brand presence, build trust, and foster loyalty.
Additionally, the study contributes to academic literature on social media branding in smaller urban settings, creating a foundation for future research on digital marketing in emerging markets. Policymakers and stakeholders may also use these findings to support initiatives that boost digital marketing skills for local start-ups, promoting economic growth in Ilorin.
1.6. Scope of the Study
This study focuses on examining the role of social media in promoting the brand image of startup businesses in Ilorin, Kwara State. It specifically investigates how start-ups in this region utilize social media platforms to build brand visibility, engage with customers, and foster brand loyalty. The study also explores the challenges faced by these start-ups, such as limited budgets and digital marketing expertise, and assesses the impact of social media on consumer perceptions and trust.
The scope is limited to startup businesses operating within Ilorin, with a particular focus on popular social media platforms like Facebook, Instagram, Twitter, and LinkedIn. Data will be gathered through surveys and interviews with startup owners and managers in Ilorin, providing insights relevant to local entrepreneurs and applicable primarily to this geographic and business context.
1.7. DEFINITION OF TERMS
1. Social Media: Social media refers to digital platforms and technologies that enable users to create, share, and exchange content, communicate, and interact with others. Common social media platforms include Facebook, Instagram, Twitter, LinkedIn, and YouTube, which are used by businesses for marketing, communication, and customer engagements. 
2. Brand Image: Brand image refers to the perception and reputation of a business or product in the minds of consumers, shaped by various factors such as marketing strategies, customer experiences, and public interactions. It encompasses the visual identity, values, and qualities associated with a brand.
3. Start-up Business: A start-up business is a newly established company, typically in its early stages of development, that aims to introduce innovative products or services into the market. Startups often face challenges such as limited financial resources and the need for rapid growth and market validation.
4. Promotion: Promotion in the context of marketing refers to activities and strategies used to raise awareness, generate interest, and drive customer engagement with a business or product. In the digital age, social media promotion includes advertising, content creation, influencer marketing, and community engagement.




CHAPTER TWO
LITERATURE REIEW
2.1. THEORETICAL FRAMEWORK
To effectively understand how social media can be leveraged by startups in Ilorin to promote their brand image, two critical theories come to the forefront: Uses and Gratifications Theory (UGT) and Diffusion of Innovations Theory (DOI). These theories provide valuable perspectives on consumer behavior, media consumption, and the adoption of new technologies, all of which are crucial for understanding the dynamics of social media marketing for startups.
2.1.1. Uses and Gratifications Theory (UGT)
Uses and Gratifications Theory (UGT), initially proposed by Katz, Blumler, and Gurevitch in the 1970s, investigates the active role of consumers in selecting media to fulfill specific needs. Unlike traditional views of media as a passive channel through which consumers receive information, UGT posits that consumers actively choose media outlets that provide them with specific benefits, such as entertainment, social interaction, or information (Blumler & Katz, 1974).
For startups in Ilorin, UGT offers insights into why social media is such a powerful tool for marketing. It emphasizes that consumers use social media platforms not merely to passively absorb content, but to fulfill emotional, social, and informational needs. In the case of startups, this means that social media content must go beyond promotional messages and tap into deeper consumer desires. For example, content that resonates with local culture, traditions, and shared experiences is likely to engage users on a more personal level, increasing their emotional connection to the brand (Katz et al., 1973).
Startups can use social media to cater to different needs of their audience. For instance, posts that share information about the brand’s story, values, and products meet informational needs, while interactive posts like polls, contests, and user-generated content satisfy social needs by encouraging community interaction. By understanding the specific gratifications their target audience seeks, startups in Ilorin can create more targeted and engaging content. When businesses align their social media strategies with the active role of the consumer in seeking gratification, they can build a more loyal and engaged following (Tuten & Solomon, 2020).
Furthermore, UGT suggests that media users are selective and have control over their media consumption. For startups, this underscores the importance of creating high-quality, engaging content that users find valuable. It also implies that startups should avoid overly promotional content and focus on delivering value, which can include educating customers, offering entertainment, or fostering social connections (Katz et al., 1973).
2.1.2. Diffusion of Innovations Theory (DOI)
The Diffusion of Innovations Theory (DOI), developed by Everett Rogers in 1962, provides a comprehensive framework for understanding how new ideas, products, or technologies spread within a social system. According to this theory, the adoption of innovations occurs over time and can be categorized into five distinct groups: innovators, early adopters, early majority, late majority, and laggards (Rogers, 2003). This framework is particularly relevant to startups in Ilorin as they navigate the challenge of penetrating the market and gaining acceptance for their brand on social media platforms.
For startups, the key to success in social media marketing lies in reaching the right target audiences at the right time. Social media allows startups to rapidly disseminate information, enabling the swift spread of new products or services to early adopters and innovators—groups that are typically more open to experimenting with new products. In Ilorin, where a growing number of young people are actively using platforms like Instagram, Facebook, and WhatsApp, targeting early adopters through influencer collaborations, targeted ads, and engaging content can spark a chain reaction of wider acceptance (Rogers, 2003).
An important component of DOI is the concept of relative advantage, which refers to the perceived benefits of an innovation over existing alternatives. Startups in Ilorin can use social media to highlight their unique selling propositions (USPs), such as product quality, convenience, or cultural relevance, to demonstrate the superiority of their brand compared to competitors. If a startup can show that its product or service offers clear benefits, it is more likely to be adopted by the early majority (Rogers, 2003).
Compatibility with the values, experiences, and social systems of the target market is another crucial factor in the diffusion process. By aligning their messaging with local customs and needs, startups can enhance their chances of adoption. For example, startups in Ilorin could emphasize the use of locally sourced materials or create content that speaks to the values of the community, fostering an emotional connection that encourages acceptance (Rogers, 2003).
The complexity of the innovation also plays a role in adoption. Startups should ensure that their brand’s social media presence is user-friendly and easily understood by the target audience. For example, providing clear, easy-to-navigate websites, simple product demonstrations, and intuitive customer service via social media channels can reduce barriers to adoption (Rogers, 2003). By simplifying the customer journey and ensuring a smooth online experience, startups can encourage wider adoption of their brand.
Furthermore, DOI emphasizes the role of social networks in accelerating the diffusion of innovations. Social media platforms are the ideal tool for this, as they allow users to share information rapidly with their networks, multiplying the impact of marketing messages. When influencers, local celebrities, or trusted community members endorse a brand, their social networks can significantly contribute to the diffusion process, spreading awareness and fostering trust (Rogers, 2003).
The Uses and Gratifications Theory (UGT) and the Diffusion of Innovations Theory (DOI) provide complementary insights into the role of social media as a marketing tool for startups. UGT helps explain the active role of consumers in selecting media to satisfy their emotional, social, and informational needs. For startups in Ilorin, aligning social media strategies with these consumer needs can lead to stronger engagement and brand loyalty. Meanwhile, DOI highlights the process of adoption and diffusion of innovations, which is essential for startups looking to introduce their brand in a competitive market. By understanding these theories and applying them strategically, startups in Ilorin can effectively promote their brand image and create lasting relationships with their audience.
2.2. CONCEPTUAL RAMEWORK
2.2.1. Social Media as a Marketing Tool for Startups
Social media has transformed how businesses market their products and services, offering a cost-effective and versatile platform to connect with customers. For startups, which often operate with limited resources, social media provides an essential avenue to build brand awareness, engage with customers, and achieve growth. Particularly in cities like Ilorin, where businesses are increasingly adopting digital marketing strategies, social media serves as a critical tool for startups to compete with established players in their industry (Bala & Verma, 2018).
Social media refers to platforms and applications that allow users to create, share, and engage with content. In marketing, it is a communication channel for businesses to interact with their target audience, build relationships, and promote their offerings. Unlike traditional marketing, social media allows for two-way communication, enabling businesses to gather customer feedback and foster loyalty (Kaplan & Haenlein, 2010).
For startups, the importance of social media lies in its cost-effectiveness and accessibility. Many platforms, such as Instagram, Facebook, and WhatsApp, allow businesses to market their products for free or at minimal costs, significantly reducing advertising expenses (Tuten & Solomon, 2020). Startups can reach a large audience, build a community, and establish their brand identity without the need for extensive budgets. Furthermore, the interactive nature of social media makes it possible for startups to directly engage with customers, respond to inquiries, and address concerns, which helps in building trust and loyalty (Mangold & Faulds, 2009).
Social media also provides startups with valuable data insights. By analyzing audience behavior, engagement rates, and preferences, businesses can refine their marketing strategies and tailor their content to better suit their target market. This data-driven approach ensures that marketing efforts yield better results, improving return on investment (ROI) (Chaffey, 2022).
2.2.2. Popular Social Media Platforms 
Startups in Ilorin can benefit from the popularity of certain social media platforms. These platforms cater to different demographics and offer unique features that make them suitable for various types of businesses (Ajiboye, 2021).
1. Instagram
Instagram is a highly visual platform, making it ideal for startups in industries such as fashion, food, and lifestyle. The platform appeals primarily to younger audiences (18–35 years old), a key demographic for many startups in Ilorin (Statista, 2024). Startups can use Instagram to showcase products through high-quality images and videos, engage with customers through Stories and Reels, and host live sessions to interact directly with their audience. Additionally, Instagram’s shopping feature allows businesses to sell products directly on the platform, streamlining the purchasing process (Tuten & Solomon, 2020).
2. Facebook
As one of the most widely used social media platforms, Facebook caters to a broad demographic, including older age groups and families. This makes it an excellent platform for startups targeting diverse audiences (Ajiboye, 2021). Facebook offers features such as Groups, Marketplace, and Events, which startups can use to connect with customers, promote products, and organize campaigns. For instance, food vendors and small-scale artisans in Ilorin often use Facebook to showcase their offerings and attract local customers (Bala & Verma, 2018).
3. WhatsApp
WhatsApp is a staple in Nigeria’s digital communication landscape, widely used for both personal and business purposes. The platform’s simplicity and reach make it a valuable tool for startups in Ilorin. WhatsApp Business, a dedicated app for businesses, provides features such as automated responses, product catalogs, and quick replies. Startups can use WhatsApp to send personalized messages, share promotional offers, and maintain direct communication with customers, fostering a sense of connection and trust (Ajiboye, 2021).
4. Twitter
Twitter is effective for real-time communication and trend engagement. Startups in Ilorin can use the platform to participate in conversations around trending topics, share updates, and address customer inquiries. By using relevant hashtags, startups can increase their content’s visibility and reach a larger audience (Kaplan & Haenlein, 2010). For instance, a tech startup can use hashtags like #IlorinTech or #KwaraInnovations to connect with a niche audience interested in technology.
5. YouTube
Although not as widely used as Instagram or Facebook in Ilorin, YouTube is gaining traction as a platform for long-form content. Startups can use YouTube to create tutorials, product demonstrations, or behind-the-scenes videos to engage with customers. For example, a startup in the beauty industry could post makeup tutorials featuring their products, while a tech startup could share how-to guides for using their services (Chaffey, 2022).
2.2.3. Key Features of Social Media Marketing
Social media platforms offer a variety of tools and features that startups can leverage to enhance their marketing efforts.
1. Paid Advertisements
Social media platforms provide cost-effective advertising options that allow startups to reach a highly targeted audience. Platforms like Facebook and Instagram enable businesses to create ad campaigns tailored to specific demographics, such as age, location, interests, and behavior. This level of targeting ensures that marketing efforts are focused on the right audience, increasing the likelihood of conversions. Additionally, startups can set their advertising budget based on their financial capabilities, making paid ads accessible even for small businesses (Tuten & Solomon, 2020).


2. Hashtags
Hashtags play a crucial role in increasing the visibility of social media content. By categorizing posts under specific themes or trends, hashtags make it easier for users to discover content. Startups in Ilorin can use popular hashtags like #IlorinBusiness or #KwaraStartups to connect with local audiences. Additionally, creating branded hashtags, such as #ShopWithUs or #MadeInKwara, encourages customers to share user-generated content, further boosting brand visibility (Statista, 2024).
3. Analytics and Insights
Social media platforms offer analytics tools that provide valuable data on audience behavior, content performance, and engagement levels. For example, Instagram Insights and Facebook Analytics allow businesses to track metrics such as likes, shares, comments, reach, and impressions. By analyzing this data, startups can identify what type of content resonates most with their audience and refine their marketing strategies accordingly (Chaffey, 2022).
4. Engagement Metrics
Engagement metrics, such as likes, comments, shares, and click-through rates, are critical indicators of a brand’s performance on social media. These metrics help startups understand how well their content is received and whether it drives the desired actions, such as website visits or product purchases (Mangold & Faulds, 2009). High engagement rates indicate strong customer interest and can contribute to building a loyal community around the brand (Kaplan & Haenlein, 2010).
5. Content Scheduling and Automation
Consistency is key to maintaining an active presence on social media. Tools like Hootsuite, Buffer, and Canva enable startups to plan, schedule, and automate their posts, ensuring a steady flow of content. This allows businesses to focus on other aspects of their operations while maintaining an engaging online presence (Tuten & Solomon, 2020).
2.2.4. Advantages of Social Media Marketing for Startups
1. Cost-Effective Marketing
Social media offers startups an affordable way to promote their products and services compared to traditional marketing channels. Even with limited budgets, startups can create impactful campaigns and reach their target audience (Ajiboye, 2021).
2. Increased Brand Awareness
By maintaining an active presence on social media, startups can increase their visibility and make their brand more recognizable. Consistent branding across platforms helps build trust and loyalty among customers (Mangold & Faulds, 2009).
3. Real-Time Interaction
Social media allows businesses to engage with customers in real time, responding to inquiries, feedback, or complaints. This not only enhances customer satisfaction but also strengthens the bond between the business and its audience (Kaplan & Haenlein, 2010).
4. Data-Driven Decisions
Social media analytics provide startups with insights into customer preferences and behavior, enabling them to make informed decisions. This ensures that marketing efforts are tailored to meet customer needs, maximizing effectiveness (Chaffey, 2022).
5. Community Building
Social media fosters a sense of community by allowing businesses to interact with customers and build relationships. For example, startups can use Facebook Groups or Instagram Stories to create engaging conversations and encourage customer participation (Tuten & Solomon, 2020).
Social media is a powerful marketing tool that offers startups in Ilorin a cost-effective and efficient way to promote their brand, engage with customers, and drive growth. By leveraging popular platforms like Instagram, Facebook, WhatsApp, and Twitter, and utilizing features such as paid advertisements, hashtags, and analytics, startups can create impactful marketing campaigns that resonate with their target audience. The interactive nature of social media also allows businesses to build trust, foster loyalty, and adapt their strategies based on customer feedback and preferences (Mangold & Faulds, 2009).


2.2.5. CONCEPT OF Brand Image
Brand image is the perception of a business or product in the minds of its target audience. It is the way customers or potential customers view and identify a brand based on their experiences, interactions, and the messages conveyed by the business. Brand image is an intangible asset that can significantly impact a startup’s reputation, customer loyalty, and market position. For startups in Ilorin, where competition is fierce, a strong brand image can make a significant difference in attracting and retaining customers, as it shapes how the brand is perceived in the local market.

1. Components of Brand Image
1. Trust
Trust is one of the most crucial components of a brand image. It refers to the confidence customers have in a brand’s ability to deliver on its promises. For startups, building trust is essential for long-term success. A brand that consistently provides quality products, excellent customer service, and transparent communication tends to build strong trust with its audience. Social media plays a pivotal role in establishing and nurturing trust by providing a platform for transparent communication, customer feedback, and public responses to inquiries and concerns (Kaplan & Haenlein, 2010).
2. Loyalty
Brand loyalty is the commitment customers show toward a particular brand, often resulting in repeat purchases and advocacy. Loyal customers are more likely to recommend a brand to others, which is especially valuable for startups looking to expand their customer base. Social media platforms help reinforce brand loyalty by keeping customers engaged through consistent updates, promotions, and exclusive offers (Mangold & Faulds, 2009). Engaging with customers through comments, likes, and shares can make them feel valued, further fostering loyalty.
3. Emotional Connection
An emotional connection occurs when customers feel a sense of attachment or bond to a brand. Brands that evoke positive emotions, such as happiness, trust, or nostalgia, tend to develop stronger relationships with their audience. Social media enables startups to establish an emotional connection by sharing relatable stories, behind-the-scenes content, and messages that align with the values and beliefs of their target audience (Tuten & Solomon, 2020). This type of storytelling can make a brand more memorable and humanize its presence, which is vital for small businesses aiming to resonate deeply with local communities in Ilorin.
4. Brand Equity
Brand equity refers to the overall value of a brand as perceived by customers. It is shaped by elements such as brand loyalty, awareness, associations, and perceived quality. Startups that manage to create a positive brand image through social media can build strong brand equity, which enhances their competitive advantage. Positive reviews, customer testimonials, and user-generated content shared on platforms like Instagram or Facebook can help elevate a startup’s brand equity by providing social proof of the brand’s quality and reliability (Chaffey, 2022).
2.2.6. Role of Social Media in Shaping Brand Image
Social media plays a crucial role in shaping and maintaining a brand’s image by allowing businesses to communicate consistently with their audience and showcase their values, personality, and products. The role of social media in brand image can be broken down into several key strategies:
1. Consistent Messaging
Consistency is key to brand image. A startup’s social media presence must consistently reflect its values, voice, and mission. Regular posts, updates, and interactions should align with the brand’s messaging to reinforce its identity. Inconsistent messaging can confuse customers and damage a brand’s reputation. Social media platforms such as Facebook, Instagram, and Twitter allow startups to communicate their brand message effectively to a wide audience (Kaplan & Haenlein, 2010). By ensuring that all content is aligned with the brand’s ethos, startups can create a clear and memorable identity in the minds of their target customers.
2. Storytelling
Storytelling is an effective way to build a brand’s image and connect emotionally with customers. Through storytelling, startups can communicate their origin, values, and mission, helping customers relate to the brand on a personal level. Social media platforms offer various tools such as videos, live streams, and posts that allow businesses to tell their stories creatively. For example, a fashion startup in Ilorin can share the journey behind its clothing line, its commitment to sustainability, or the artisans who create the designs. These stories help customers feel more invested in the brand, leading to stronger emotional connections and a positive brand image (Mangold & Faulds, 2009).
3. Visual Branding
Visual content is one of the most powerful tools on social media. From logos to product images, color schemes, and typography, visual elements help define the aesthetic of a brand. Consistent visual branding across social media platforms helps reinforce a startup’s identity. High-quality images, videos, and graphics create a professional and cohesive appearance that builds trust and communicates the brand’s values. For example, a tech startup may use sleek and modern visuals to communicate innovation, while a food startup may use warm and inviting images to evoke feelings of comfort and homeliness (Chaffey, 2022).
4. Customer Interactions
Social media provides startups with a unique opportunity to engage with their customers in real time. Responding to comments, answering inquiries, and addressing concerns are essential for shaping a positive brand image. Startups that prioritize customer satisfaction and maintain a responsive, friendly online presence are more likely to build trust and loyalty. Additionally, positive interactions, such as thanking customers for their support or reposting user-generated content, help humanize the brand and make customers feel appreciated (Kaplan & Haenlein, 2010).
5. User-Generated Content (UGC)
User-generated content, such as customer reviews, testimonials, and photos of products, is a powerful tool for building brand image. When customers share their experiences with a brand, it serves as social proof that the brand delivers on its promises. Startups can encourage UGC by asking satisfied customers to share their experiences on social media and tagging the brand in their posts. UGC not only strengthens brand equity but also builds trust with new customers who may be uncertain about a brand’s quality. For instance, a startup selling beauty products can ask customers to share before-and-after photos using the products, showcasing real results. Social media plays an indispensable role in shaping and maintaining a brand image, particularly for startups in competitive markets like Ilorin. By consistently delivering a brand message, engaging in storytelling, and interacting with customers, startups can build a strong brand image that fosters trust, loyalty, and emotional connections. Additionally, leveraging user-generated content and maintaining a visually appealing presence across social media platforms helps strengthen brand equity. For startups with limited marketing budgets, social media offers an accessible, cost-effective means to establish a memorable and positive brand image that resonates with their target audience. (Mangold & Faulds, 2009).
2.2.7. Startup Business Challenges

Starting a new business is often a journey filled with both exciting opportunities and significant challenges. For startups in places like Ilorin, navigating the local market and competing with established businesses can be particularly challenging. The constraints of limited budgets and the need for rapid market penetration are among the most significant hurdles faced by many new ventures. Here, we will discuss how these challenges impact startup businesses and how they can be addressed, particularly in the context of utilizing social media for marketing.
1. Limited Budgets for Marketing Campaigns
One of the most common challenges startups face is operating with a limited marketing budget. Unlike large corporations, startups often do not have the financial resources to allocate significant funds to advertising, media buys, or other traditional forms of marketing. This financial constraint makes it difficult for startups to compete in markets that are saturated with well-established businesses that have larger marketing budgets (Bala & Verma, 2018).
However, social media offers a solution to this challenge by providing cost-effective ways to promote products and services. Platforms such as Facebook, Instagram, and Twitter offer free tools for creating and sharing content, meaning that startups can engage with their audience without incurring the high costs typically associated with traditional marketing (Chaffey, 2022). Paid advertising options on these platforms also allow businesses to set their own budget limits, making it easier to control spending. The ability to target ads to specific demographics, such as location, interests, or behaviors, further ensures that even limited budgets can be used effectively (Kaplan & Haenlein, 2010).
Additionally, user-generated content (UGC) is a powerful tool for startups with small marketing budgets. Encouraging customers to share their experiences on social media or feature the brand in their own posts helps spread brand awareness without direct costs to the business. For example, a fashion startup in Ilorin can ask customers to share photos of themselves wearing the brand’s products and tag the business in their posts. This not only provides free exposure but also builds credibility through authentic customer experiences (Mangold & Faulds, 2009).
By leveraging social media’s free tools and user-generated content, startups can maximize their reach while minimizing marketing expenses, effectively overcoming the challenge of limited budgets.
2. Need for Rapid Market Penetration and Visibility
Another significant challenge for startups is the need for rapid market penetration and visibility. In many industries, time is of the essence, and businesses that fail to gain attention early on risk being overshadowed by competitors. Startups need to quickly establish themselves in the market and differentiate their products or services from existing alternatives. This is especially important in urban areas like Ilorin, where there is an increasing number of startups vying for attention from a growing consumer base (Ajiboye, 2021).

Social media, with its vast user base and global reach, provides startups with a powerful platform for rapid visibility and market penetration. Platforms like Instagram, Facebook, and Twitter allow startups to target specific audiences and create content that resonates with them. For example, a new tech startup in Ilorin can use social media to share product demonstrations, behind-the-scenes content, or educational posts that highlight the unique features of their product or service. By using relevant hashtags and participating in trending conversations, startups can increase the chances of their content being seen by a wider audience (Tuten & Solomon, 2020).
The interactive nature of social media also enables startups to engage with their audience in real-time. Responding to customer inquiries, sharing customer reviews, and addressing concerns quickly can help establish the startup as a trustworthy and customer-focused brand. Engaging with customers in this way not only helps build credibility but also encourages word-of-mouth marketing, which is crucial for new businesses trying to make a name for themselves (Kaplan & Haenlein, 2010).
Furthermore, social media offers tools such as paid advertisements, which can be used strategically to boost visibility and reach new audiences quickly. For example, Instagram and Facebook ads allow businesses to target users based on specific criteria, ensuring that marketing efforts are directed at individuals who are most likely to convert. With precise targeting and relatively low advertising costs, social media platforms enable startups to penetrate the market rapidly and effectively (Chaffey, 2022).
Another way to achieve market penetration is through influencer marketing. Collaborating with local influencers in Ilorin can provide startups with instant credibility and access to a large, engaged audience. By working with influencers who already have a strong following in the target market, startups can benefit from the influencer’s endorsement and reach potential customers that they may not have been able to access otherwise (Mangold & Faulds, 2009).
Limited budgets and the need for rapid market penetration are significant challenges that many startups face, particularly in competitive environments like Ilorin. However, social media offers an invaluable tool for overcoming these obstacles. By utilizing free features such as organic content sharing, engaging with customers in real-time, and taking advantage of cost-effective advertising options, startups can maximize their marketing efforts even with limited resources. Additionally, by leveraging the viral nature of social media and collaborating with influencers, startups can gain rapid visibility and penetrate the market more effectively. As a result, social media serves as an essential and powerful marketing tool that allows startups to build their brand, engage with their audience, and achieve growth, all while working within their financial constraints.
2.2.8. Social Media Strategies for Startups
In today’s digital age, social media is one of the most powerful tools startups can leverage to grow their brand, build a loyal customer base, and enhance visibility. However, to succeed, startups must adopt the right strategies tailored to their specific market, audience, and goals. For startups in Ilorin, understanding the cultural and social dynamics of the community, as well as using the best features offered by social media platforms, is essential for effective marketing. Below are some key social media strategies that can help startups in Ilorin establish a strong online presence and effectively engage their target audience.
1. Content Creation: Engaging, Relatable, and Culturally Relevant Content
Creating high-quality, engaging content is the foundation of any successful social media strategy. For startups in Ilorin, it is crucial to produce content that resonates with the local audience’s values, interests, and cultural nuances. Content should not only be informative and visually appealing but also relatable and culturally relevant.
Startups can create content that highlights local culture, traditions, and values, as well as content that speaks to the unique needs and aspirations of Ilorin’s urban population. For example, a food startup in Ilorin could share recipes or meal prep ideas that incorporate locally sourced ingredients, appealing to the audience’s preferences for homegrown, fresh produce. Similarly, a fashion startup could feature local fashion trends and include local models, making the content more relatable to the audience (Tuten & Solomon, 2020).
Visual content such as images, videos, and infographics also plays a critical role in engaging followers. Platforms like Instagram and Facebook are highly visual, making them ideal for sharing creative and dynamic content. Posts that include vibrant images or videos with local landmarks, events, or community figures can generate greater engagement. Additionally, using storytelling in content creation allows startups to connect with their audience on a deeper emotional level. Sharing the journey of the brand, the challenges faced, and customer success stories can humanize the brand and build stronger relationships with followers (Chaffey, 2022).
Another essential aspect of content creation is the consistency of posts. Regularly posting fresh content keeps the audience engaged and helps build brand recall. Startups can use tools like content calendars to plan and organize their content in advance, ensuring a consistent flow of posts (Kaplan & Haenlein, 2010).
2. Influencer Marketing: Collaborating with Local Influencers
Influencer marketing has become an essential part of social media strategies, especially for startups looking to boost brand credibility and extend their reach. By collaborating with local influencers, startups in Ilorin can tap into established audiences that trust and follow the influencers’ recommendations.
Local influencers are individuals with a substantial following on social media platforms, such as Instagram, Facebook, or TikTok. They can range from micro-influencers with smaller but highly engaged audiences to macro-influencers with broader reach. The advantage of working with local influencers is that they already have credibility within the community and are well-known to their followers. A collaboration can help startups quickly gain trust and recognition, as the endorsement from a local influencer acts as social proof (Mangold & Faulds, 2009).
Startups in Ilorin can partner with influencers who align with their brand’s values and target audience. For instance, a beauty startup can collaborate with beauty influencers who share similar interests, such as skincare, makeup, or wellness. The influencer can create content that showcases the product, shares their personal experience, or hosts giveaways, thereby generating buzz and attracting potential customers. Additionally, influencer collaborations can be extended to events, where influencers attend or promote in-person activations or product launches, further increasing visibility and reach (Kaplan & Haenlein, 2010).
The key to a successful influencer marketing strategy is authenticity. The content should feel genuine, rather than a paid advertisement. Influencers should be allowed the creative freedom to present the product in a way that resonates with their audience. This approach helps maintain credibility and trust among followers, which is essential for a positive brand image (Mangold & Faulds, 2009).
3. Community Engagement: Interacting with Followers to Build Trust and Loyalty
Community engagement is one of the most powerful strategies for startups looking to build a loyal and supportive customer base. Social media platforms offer startups the opportunity to interact directly with their followers, answer questions, respond to feedback, and engage in meaningful conversations that foster a sense of community.
Startups should make a concerted effort to engage with their followers by replying to comments, liking posts, and sharing user-generated content. Responding to customer inquiries and complaints in a timely and friendly manner builds trust and shows that the brand values its customers. For example, if a customer posts a positive review of a product, the startup can comment on the post, thanking the customer and showing appreciation for their support. Similarly, if a customer raises a concern, addressing it quickly and professionally can help defuse negative situations and prevent damage to the brand’s reputation (Chaffey, 2022).
Furthermore, startups can use social media to initiate conversations and gather feedback from their followers. Polls, surveys, and interactive stories are excellent tools for gauging customer preferences, understanding their needs, and involving them in the decision-making process. This level of engagement fosters a sense of belonging among followers, making them more likely to become repeat customers and advocates for the brand (Kaplan & Haenlein, 2010).
Hosting live sessions on platforms like Instagram and Facebook can also increase engagement. These sessions can involve Q&A, product demonstrations, or discussions on relevant industry topics. Live interactions help startups create a more personal connection with their audience and provide immediate value, which is essential for fostering community loyalty (Tuten & Solomon, 2020).
Moreover, organizing offline community events or collaborations with other local businesses can enhance the startup’s presence and reputation in the local area. When these events are promoted through social media, they become opportunities for followers to interact in person, strengthening the bond between the brand and the local community (Chaffey, 2022).
For startups in Ilorin, social media provides a unique and effective avenue for building brand visibility, engaging with customers, and driving business growth. By focusing on content creation that is culturally relevant and engaging, collaborating with local influencers for greater reach, and maintaining strong community engagement, startups can establish a loyal customer base and build a positive brand image. These strategies, when executed thoughtfully and consistently, can significantly enhance the startup’s presence in the competitive local market and create lasting relationships with customers.
2.3. EMPIRICAL REVIEW
Social Media as a Tool for Business Growth in Emerging Markets
Theory: Diffusion of Innovations Theory
Adeleke (2021) explored how startups in emerging markets, particularly in Ilorin, leverage social media for business growth. Using the Diffusion of Innovations Theory, the study highlighted how social media platforms act as channels for disseminating information and introducing startups to potential customers. The theory explains how new ideas, like using Instagram or Facebook for brand promotion, spread within a society.
The research revealed that 78% of surveyed startups depended on social media for their initial customer outreach, indicating a high adoption rate of these platforms for business purposes. Features like interactive posts, quick responses, and engaging content helped startups create brand awareness and build customer loyalty. Adeleke recommended that startups train their employees in social media marketing and continuously evaluate their strategies to stay competitive and relevant.
The Impact of social media on Small Business Branding: A Case Study of Ilorin Startups
Theory: Uses and Gratifications Theory
Yusuf (2020) investigated how small businesses in Ilorin use social media to enhance their branding. By applying the Uses and Gratifications Theory, the study focused on how entrepreneurs use social media platforms to satisfy their communication and marketing needs. It highlighted that social media allows businesses to connect directly with their target audience in a cost-effective way.
The study found that platforms like WhatsApp, Facebook, and Twitter are popular among startups because they are accessible and effective. Additionally, social media influencers were identified as critical in enhancing brand credibility, as their endorsements helped startups build trust with their audience. Yusuf recommended that startups collaborate with influencers and invest in creating engaging, visually appealing content that captures the attention of potential customers.
Leveraging Social Media for Entrepreneurial Success in Ilorin Metropolis
Theory: Social Exchange Theory
Olaniyan (2019) examined how startups in Ilorin utilize social media to establish relationships with their customers and achieve entrepreneurial success. The Social Exchange Theory underpinned the study, emphasizing the reciprocal nature of interactions between businesses and customers. Through platforms like Facebook groups, startups were able to engage with customers, foster trust, and build a sense of community around their brands.
The study highlighted the importance of consistent posting, prompt responses to customer inquiries, and encouraging feedback as strategies to improve brand reputation. Customers appreciated the value provided by these interactions, leading to greater loyalty and long-term relationships. Olaniyan recommended that startups prioritize active engagement with their audience and use customer feedback to improve their products and services.
Effectiveness of social media in Building Brand Equity for Startups: Evidence from Ilorin
Theory: Brand Equity Theory
Omotosho (2022) focused on how startups in Ilorin leverage social media to build their brand equity. Using the Brand Equity Theory, the study analyzed how customer perceptions of a brand’s value are influenced by consistent and authentic social media interactions. Startups with strong social media presences reported higher engagement, leading to increased sales and improved customer loyalty.
The study found that metrics such as likes, comments, and shares played a crucial role in shaping brand equity. Over 60% of surveyed startups reported that their social media campaigns significantly impacted their revenue. Omotosho recommended that startups prioritize authenticity in their content and utilize analytics tools to monitor and improve the performance of their social media campaigns.






CHAPTER THREE
RESEARCH METHODOLOGY
3.0 INTRODUCTION
This chapter outlines the methodology adopted to investigate the role of social media in promoting brand image for startup businesses in Ilorin. The study uses a survey approach to collect data through structured and unstructured questionnaires. These instruments are designed to evaluate the effectiveness of social media platforms—particularly Instagram—in enhancing brand visibility and credibility among startups in the Ilorin metropolis.
3.1 RESEARCH DESIGN
This study employs a survey research design, as recommended by Nwodu (2006), due to its effectiveness in collecting data from a sample of the population. The survey method is suitable for understanding the strategies startups adopt on social media to build their brand image and how audiences perceive and engage with those strategies.
3.2 POPULATION OF THE STUDY
The population for this study comprises all startup businesses in Ilorin that actively use social media, with a particular focus on Instagram, to promote their brand image. According to Wimmer and Dominick (2006), a population includes all individuals or entities relevant to a study. In this case, the population includes both startup business owners and their Instagram-engaged customers within Ilorin metropolis.
3.3 SAMPLE SIZE AND SAMPLING TECHNIQUE
For this study, a total of 100 respondents is selected. These include startup business owners in Ilorin who use Instagram to promote their brands and customers who actively engage with their content online.
The sample size is chosen based on practical considerations, such as time constraints, accessibility, and available resources. Since the study focuses on Instagram users involved in branding and customer engagement, the sample targets only those who are actively using Instagram for business purposes or interact with such businesses.
A non-probability sampling technique is adopted—specifically, purposive sampling—to intentionally select respondents who meet the criteria for the study. This helps ensure the data gathered is relevant, accurate, and time-efficient for meeting the research objectives.
3.4 DATA GATHERING INSTRUMENT
The main instrument for data collection is a questionnaire, designed to gather both quantitative and qualitative information on the use of social media—especially Instagram—for brand promotion. The questions cover usage patterns, content strategy, audience engagement, and the overall impact on brand perception.
3.5 INSTRUMENTATION
The questionnaire consists of 20 items, including both open-ended and close-ended questions. These questions explore aspects such as the frequency of Instagram use, types of content posted, levels of customer interaction, and the perceived results of these marketing efforts. The questionnaires are to be personally distributed to ensure clarity, increase response rates, and allow brief explanation where necessary.
3.6 VALIDITY AND RELIABILITY OF INSTRUMENTS
To ensure validity, the questionnaire is reviewed by experts in mass communication and business studies to confirm that the items adequately cover the subject matter. For reliability, the test-retest method is applied: the instrument is administered to a small sample of respondents twice, with a short interval in between. The consistency of responses confirms the instrument's reliability.
3.7 METHOD OF DATA ANALYSIS
Data collected from the questionnaire will be analyzed using descriptive statistics, such as percentages and frequency distributions. Cross-tabulation is used to identify relationships between variables, for example, the type of Instagram activity and its impact on brand recognition. The results will be summarized and interpreted in line with the study’s objectives to draw meaningful conclusions.















CHAPTER FOUR
DATA PRESENTATION, ANALYSIS, AND INTERPRETATION
4.0 Introduction
This chapter presents and analyzes the data collected from respondents regarding the role of social media in promoting the brand image of startup businesses in Ilorin. The analysis is organized according to the sections in the questionnaire, and each variable is treated independently for clarity.
4.1 Data Presentation and Analysis
SECTION A
Table 1: Gender Distribution of Respondents
	Gender
	Frequency
	Percentage (%)

	Male
	40
	40%

	Female
	60
	60%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
As shown in Table 1, 60 respondents representing 60% are female, while 40 respondents representing 40% are male. This indicates that females form the majority of the study participants. The higher female participation may suggest stronger social media engagement among women in Ilorin..
Table 2: Age Distribution of Respondents
	Age Range
	Frequency
	Percentage (%)

	18–25
	55
	55%

	26–35
	35
	35%

	Above 35
	10
	10%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
Table 2 shows that 55 respondents representing 55% fall within the 18–25 age group. 35 respondents (35%) are between 26–35 years, while 10 respondents (10%) are above 35 years. This emphasizes the youthful orientation of social media users in the study area..
Table 3: Educational Level of Respondents
	Educational Level
	Frequency
	Percentage (%)

	ND1
	20
	20%

	ND2
	30
	30%

	HND1
	25
	25%

	HND2
	25
	25%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025
As seen in Table 3, 30 respondents representing 30% are ND2 students—the largest academic group. This is followed by 25 respondents each (25%) in HND1 and HND2 levels, and 20 respondents (20%) in ND1. This shows active participation in social media brand promotion across all academic levels..
Table 4: Marital Status of Respondents
	Marital Status
	Frequency
	Percentage (%)

	Single
	80
	80%

	Engaged
	10
	10%

	Married
	10
	10%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
Table 4 reveals that 80 respondents representing 80% are single. In contrast, 10 respondents (10%) are engaged and another 10 (10%) are married. This suggests that social media startup branding appeals more to the single demographic..
Table 5: Religion of Respondents
	Religion
	Frequency
	Percentage (%)

	Islam
	55
	55%

	Christianity
	40
	40%

	Others
	5
	5%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
As presented in Table 5, 55 respondents representing 55% are Muslims, 40 respondents (40%) are Christians, and 5 respondents (5%) belong to other religions. This reflects the religious composition of Ilorin and shows that the study captured a diverse range of perspectives..
SECTION B: AWARENESS AND ENGAGEMENT.
Table 6: Have you come across any promotional content for startup businesses in Ilorin on social media platforms like Instagram, Facebook, WhatsApp, TikTok, or Twitter?
	Response
	Frequency
	Percentage (%)

	Yes
	85
	85%

	No
	15
	15%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
As shown in Table 6, 85 respondents representing 85% indicated that they have come across promotional content for startup businesses on social media. This suggests a high level of awareness among users in Ilorin. On the other hand, 15 respondents representing 15% have not encountered such promotions, possibly due to differences in social media usage habits or content algorithms..
Table 7: Do you think social media has helped increase awareness of startup brands in Ilorin?
	Response
	Frequency
	Percentage (%)

	Yes
	90
	90%

	No
	10
	10%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
Table 7 reveals that 90 respondents representing 90% believe that social media has contributed to increased awareness of startup brands in Ilorin. This overwhelming majority reflects strong public confidence in the effectiveness of social media for brand visibility. However, 10 respondents representing 10% disagreed, possibly reflecting different personal experiences or limited exposure..
Table 8: Which social media platform do you think is most effective for brand promotion in Ilorin?
	Platform
	Frequency
	Percentage (%)

	Instagram
	35
	35%

	TikTok
	25
	25%

	Facebook
	15
	15%

	Twitter
	10
	10%

	WhatsApp
	15
	15%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
As presented in Table 8, 35 respondents representing 35% identified Instagram as the most effective platform for startup brand promotion in Ilorin. TikTok followed with 25 respondents representing (25%), while Facebook and WhatsApp each had 15 respondents representing (15%). Twitter had the lowest with 10 respondents representing (10%). This highlights Instagram’s dominance, possibly due to its visual content appeal and business tools.
.
Table 9: Have you ever interacted (e.g., liked, shared, commented) with content promoting a startup business in Ilorin?
	Response
	Frequency
	Percentage (%)

	Yes
	70
	70%

	No
	30
	30%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
According to Table 9, 70 respondents representing 70% have interacted with content promoting startup businesses in Ilorin through actions such as likes, shares, or comments. This suggests a high level of engagement with brand content. Meanwhile, 30 respondents representing 30% have not interacted, which could reflect passive content consumption or a lack of interest in startup promotions..
Table 10: Do you believe social media has influenced your perception of the brand image of any startup in Ilorin?
	Response
	Frequency
	Percentage (%)

	Yes
	80
	80%

	No
	20
	20%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
Table 10 shows that 80 respondents representing 80% believe that social media has influenced their perception of startup brand image. This indicates the persuasive power of digital content in shaping public opinion. Conversely, 20 respondents representing 20% do not feel influenced, which may suggest that not all consumers rely on social media in forming brand judgments.
SECTION C: EFFECTIVENESS OF SOCIAL MEDIA IN STARTUP BRAND PROMOTION
Table 11: Social media helps startups in Ilorin reach a large and diverse audience
	Response
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	50
	50%

	Agree (A)
	35
	35%

	Neutral (N)
	10
	10%

	Disagree (D)
	3
	3%

	Strongly Disagree (SD)
	2
	2%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
As shown in Table 11, 50 respondents representing 50% strongly agree, and 35 respondents representing (35%) agree that social media helps startups reach a large and diverse audience. This majority 85 respondents in total suggests strong recognition of social media’s broad outreach potential. Meanwhile, 3 respondents representing (3%) disagree, and 2 respondents representing (2%) strongly disagree, indicating minimal opposition to this view.
TABLE 12: Influencers and brand ambassadors increase trust in startup brands online.
	Response
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	45
	45%

	Agree (A)
	30
	30%

	Neutral (N)
	15
	15%

	Disagree (D)
	5
	5%

	Strongly Disagree (SD)
	5
	5%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
As presented in Table 12, 45 respondents representing 45% strongly agree, and 30 respondents representing (30%) agree that influencers and brand ambassadors help build trust in startup brands. This total of 75 respondents indicates strong confidence in influencer marketing. However, 5 respondents representing (5%) disagree and another 5 respondents representing (5%) strongly disagree, reflecting a segment skeptical of online endorsements..
TABLE 13: Behind-the-scenes posts and storytelling improve brand identity.
	Response
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	40
	40%

	Agree (A)
	35
	35%

	Neutral (N)
	15
	15%

	Disagree (D)
	5
	5%

	Strongly Disagree (SD)
	5
	5%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
Table 13 shows that 40 respondents representing (40%) strongly agree and 35 respondents representing (35%) agree that behind-the-scenes content and storytelling enhance brand identity. These 75 respondents reflect a strong appreciation for narrative marketing. Conversely, 5 respondents representing (5%) disagree and 5 respondents representing 5% strongly disagree, indicating a minority preference for more conventional promotional methods..
TABLE 14: Giveaways and promotions on social media drive customer engagement
	Response
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	55
	55%

	Agree (A)
	30
	30%

	Neutral (N)
	10
	10%

	Disagree (D)
	3
	3%

	Strongly Disagree (SD)
	2
	2%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
As indicated in Table 14, 55 respondents representing 55% strongly agree and 30 respondents representing (30%) agree that giveaways and promotions boost customer engagement. These 85 respondents highlight a strong endorsement for incentive-based strategies. Only 3 respondents representing (3%) disagree and 2 respondents representing (2%) strongly disagree, suggesting low opposition to such methods..
TABLE 15: Hashtags and trends help boost visibility for Ilorin startups.
	Response
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	50
	50%

	Agree (A)
	30
	30%

	Neutral (N)
	10
	10%

	Disagree (D)
	5
	5%

	Strongly Disagree (SD)
	5
	5%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
As shown in Table 15, 50 respondents representing (50%) strongly agree and 30 respondents representing (30%) agree that hashtags and trends help boost startup visibility on social media. This total of 80 respondents highlights widespread support for the strategic use of hashtags. Meanwhile, 5 respondents each representing (5%) disagree and 5 respondents representing 5% strongly disagree, indicating a small number who may not be familiar with or convinced by this approach..
Table 16: Social Media Allows Direct Communication Between Startups and Customers
	Response
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	55
	55%

	Agree (A)
	30
	30%

	Neutral (N)
	10
	10%

	Disagree (D)
	3
	3%

	Strongly Disagree (SD)
	2
	2%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
Table 16 shows that 55 respondents representing (55%) strongly agree and 30 respondents representing (30%) agree that social media allows direct communication between startups and customers. This total of 85% highlights the interactive advantage of social media. Meanwhile, 3 respondents representing (3%) disagree and 2 respondents representing (2%) strongly disagree, showing minimal opposition to this belief.. 10 respondents representing 10% remained neutral. 
TABLE 17 Customer Feedback on Social Media Helps Shape Public Brand Perception
	Response
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	50
	50%

	Agree (A)
	30
	30%

	Neutral (N)
	10
	10%

	Disagree (D)
	5
	5%

	Strongly Disagree (SD)
	5
	5%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
As shown in Table 17, 50 respondents representing (50%) strongly agree and 30 respondents representing (30%) agree that customer feedback on social media helps shape public brand perception. This suggests that 80% of participants recognize feedback as influential, while 10 respondents representing (10%) do not share this view, possibly due to skepticism or limited participation in online reviews. 10 respondents representing 10% remained neutral. 
TABLE 18: Social Media Creates a Loyal Community of Brand Followers
	Response
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	45
	45%

	Agree (A)
	35
	35%

	Neutral (N)
	10
	10%

	Disagree (D)
	5
	5%

	Strongly Disagree (SD)
	5
	5%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
Table 18 reveals that 45 respondents representing (45%) strongly agree and 35 respondents  representing (35%) agree that social media helps build a loyal customer base. This total of 80% indicates a strong belief in social media’s community-building power. However, 10 respondents representing (10%) disagree with this view, possibly due to different marketing expectations..  10 respondents representing 10% remained neutral. 
TABLE 19: Engaging Posts and Live Interactions Increase Trust in New Brands
	Response
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	50
	50%

	Agree (A)
	30
	30%

	Neutral (N)
	10
	10%

	Disagree (D)
	5
	5%

	Strongly Disagree (SD)
	5
	5%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
As shown in Table 19, 50 respondents representing (50%) strongly agree and 30 respondents  representing (30%) agree that live interactions and engaging posts increase trust in new brands. This 80% agreement reflects confidence in interactive marketing, while 10 respondents representing (10%) disagree, likely due to preference for traditional advertising methods.. 10 respondents representing 10% remained neutral. 
TABLE 20: Consistent Social Media Presence Strengthens Startup Brand Identity
	Response
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	55
	55%

	Agree (A)
	30
	30%

	Neutral (N)
	10
	10%

	Disagree (D)
	3
	3%

	Strongly Disagree (SD)
	2
	2%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
Table 20 indicates that 55 respondents representing (55%) strongly agree and 30 respondents representing (30%) agree that consistency in social media presence enhances startup brand identity. This 85% total suggests broad recognition of the value of regular visibility, while only 5 respondents representing 5% disagree.
.
Table 21: Poor Internet Access Affects Social Media Reach for Startups
	Response
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	40
	40%

	Agree (A)
	30
	30%

	Neutral (N)
	15
	15%

	Disagree (D)
	10
	10%

	Strongly Disagree (SD)
	5
	5%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
According to Table 21, 40 respondents representing (40%) strongly agree and 30 respondents  representing (30%) agree that poor internet access limits social media effectiveness. This combined 70% highlights infrastructural barriers in Ilorin. A total of 15 respondents representing (15%) disagree, while the remaining 15 respondents representing 15% are neutral..
TABLE 22: Oversaturation of Content Makes It Hard for Startups to Stand Out
	Response
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	45
	45%

	Agree (A)
	30
	30%

	Neutral (N)
	10
	10%

	Disagree (D)
	10
	10%

	Strongly Disagree (SD)
	5
	5%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
As shown in Table 22, 45 respondents representing (45%) strongly agree and 30 respondents representing (30%) agree that content oversaturation hinders startup visibility. This 75% agreement reflects concerns about platform competitiveness. However, 15 respondents representing (15%) do not see content volume as a major issue.
TABLE 23: Negative Reviews or Misinformation Can Damage Brand Image
	Response
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	50
	50%

	Agree (A)
	30
	30%

	Neutral (N)
	10
	10%

	Disagree (D)
	5
	5%

	Strongly Disagree (SD)
	5
	5%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
Table 23 indicates that 50 respondents representing (50%) strongly agree and 30 respondents representing (30%) agree that negative reviews and misinformation can harm a startup’s image. This 80% consensus underscores the importance of reputation management. A total of 10 respondents representing 10% disagree, while another 10 respondents representing 10% remain neutral.
TABLE 24: Algorithms Limit Visibility of Startup Promotions
	Response
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	40
	40%

	Agree (A)
	30
	30%

	Neutral (N)
	15
	15%

	Disagree (D)
	10
	10%

	Strongly Disagree (SD)
	5
	5%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
Table 24 shows that 40 respondents representing (40%) strongly agree and 30 respondents representing (30%) agree that social media algorithms reduce the visibility of startup promotions. This 70% highlights concern about algorithm-driven content filtering. On the other hand, 15 respondents representing 15% disagree and 15 respondents representing 15% remain neutral.
TABLE: 25: High Ad Costs Reduce Consistent Marketing for Some Startups
	Response
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	35
	35%

	Agree (A)
	30
	30%

	Neutral (N)
	15
	15%

	Disagree (D)
	10
	10%

	Strongly Disagree (SD)
	10
	10%

	Total
	100
	100%


Source: Researcher’s Field Survey, 2025.
As presented in Table 25, 35 respondents representing (35%) strongly agree and 30 respondents representing (30%) agree that high advertising costs limit consistent social media marketing. This 65% shows financial constraints affect visibility efforts for startups. However, 20 respondents representing (20%) disagree, while 15 respondents representing 15% are neutral, showing a notable minority with differing perspectives.
4.2 Analysis of Research Questions
Research Question 1: How do start-up businesses in Ilorin use social media platforms to promote their brand image?
The study reveals that start-up businesses in Ilorin are highly active in leveraging social media platforms to promote their brand image and increase visibility. From the responses analyzed, a significant 85% of the respondents acknowledged that they have come across promotional content for startups on social media, indicating widespread awareness. Furthermore, 90% of the participants believe that social media has contributed to the growth of brand awareness for these emerging businesses. This demonstrates that startups are taking advantage of social media’s vast reach to promote their brands effectively.
The data also shows that Instagram was identified as the most effective platform for startup promotion, accounting for 35% of the respondents' preferences, followed by TikTok at 25% and WhatsApp at 15%. This suggests that startups prioritize platforms that offer visual appeal, instant engagement, and ease of access to younger demographics. Additionally, the results from Table 4.11 highlight that startups commonly use strategies such as reaching out to large and diverse audiences (with 85% of respondents supporting this), utilizing influencers to build consumer trust (agreed by 75% of respondents), and using storytelling techniques to enhance brand identity (agreed by 75% of respondents). Moreover, giveaways and promotions (endorsed by 85% of respondents) are widely employed to drive customer engagement, while the use of hashtags to boost visibility also received a significant endorsement from 80% of the respondents.
These findings clearly indicate that startups in Ilorin strategically deploy a mix of interactive content, influencer partnerships, brand narratives, and social media campaigns to strengthen their presence, attract potential customers, and create a recognizable brand image.
Research Question 2: What challenges do start-ups in Ilorin face in using social media for brand promotion?
Despite the numerous opportunities that social media provides for brand promotion, startups in Ilorin encounter several substantial challenges that limit the full potential of their social media strategies. According to the responses gathered and presented in Table 4.13, one of the most significant challenges is poor internet access, with 70% of the respondents acknowledging that weak or unstable internet connections hinder social media outreach and engagement. This is particularly critical because social media is dependent on constant connectivity, and limited internet penetration can restrict both promotional efforts and audience reach.
Another critical challenge highlighted is the oversaturation of content on social media platforms, which makes it difficult for startup businesses to stand out among numerous competing brands. This view was supported by 75% of respondents. The crowded digital space means that startups must develop more creative and innovative content to capture audience attention amidst countless posts, ads, and updates from other brands.
In addition, 80% of respondents believe that negative reviews or the spread of misinformation can significantly harm the brand image of startups. This risk is particularly high on social media, where information spreads quickly and can shape public perception within minutes. Also, 70% of respondents agree that social media algorithms, which control content visibility and prioritize paid promotions, can limit the organic reach of startup promotions. This puts startups at a disadvantage, as they may struggle to appear in their target audience’s feeds without investing in costly advertising.
Furthermore, 65% of the respondents pointed out that high advertising costs reduce the ability of some startups to maintain consistent marketing efforts. Many startups operate with limited budgets, and the cost of running social media ads can be a significant financial burden. These combined challenges—technological, financial, and algorithmic—create barriers that startups in Ilorin must overcome to maximize their success on social media platforms.
Research Question 3: What is the impact of social media on consumer trust and brand loyalty for start-ups in Ilorin?
The study strongly suggests that social media has a profound impact on consumer trust and brand loyalty for startups in Ilorin. From the data presented in Table 4.12, a remarkable 85% of the respondents agree that social media provides direct communication between startups and their customers. This level of accessibility allows startups to build personal and responsive relationships with their audiences, which is essential for gaining consumer trust in the competitive digital marketplace.
Additionally, 80% of the respondents affirm that customer feedback on social media helps shape public brand perception, demonstrating that consumers’ opinions and reviews play a vital role in influencing how other potential customers perceive a brand. Startups that actively listen to and respond to customer feedback can strengthen their credibility and show responsiveness to consumer needs.
The results also show that 80% of the participants believe that social media helps create a loyal community of brand followers. Through consistent engagement and the sharing of relatable content, startups are able to foster a sense of belonging among their followers, which in turn encourages brand loyalty. This is further reinforced by the belief of 80% of respondents that engaging posts and live interactions, such as Q&A sessions, stories, and real-time chats, can significantly increase trust in new brands.
Lastly, 85% of respondents agree that a consistent presence on social media strengthens the identity of startup brands. By regularly updating their content and maintaining an active presence, startups can build familiarity and long-term recognition among consumers.
Overall, the data confirms that social media platforms not only serve as promotional tools but also as vital spaces for startups to develop strong, trust-based relationships and nurture loyal customer communities that are essential for brand growth and sustainability.
4.3 Discussion of Findings
The study set out to examine the role of social media in promoting brand image for startup businesses in Ilorin. The findings from the data collected provide valuable insights into the patterns of social media usage among startups, the challenges they face, and the perceived impact of these platforms on consumer trust and brand loyalty.
Firstly, the study revealed that social media plays a pivotal role in the promotion and visibility of startup brands in Ilorin. A significant number of respondents confirmed that they have come across promotional content for startup businesses on social media platforms, suggesting that startups are utilizing these channels effectively to reach their target audience. Instagram, TikTok, and WhatsApp were identified as the most effective platforms for these promotional efforts, aligning with previous studies that have noted the popularity of these platforms among young consumers. This finding is in agreement with the position of Edewor et al. (2022), who emphasized that visual and interactive platforms like Instagram and TikTok are essential tools for small businesses to grow their online presence.
Additionally, the study established that startups employ multiple strategies on social media to promote their brand image. These include the use of influencers to build consumer trust, storytelling to strengthen brand identity, and the organization of giveaways to encourage customer engagement. The frequent use of hashtags to improve content visibility was also emphasized. This confirms the assertion of Akinwale (2020), who noted that brand visibility and trust can be significantly enhanced through engaging, consumer-focused social media campaigns.
The study also identified significant challenges faced by startups in using social media for brand promotion. Poor internet connectivity remains a major obstacle that limits both content delivery and audience reach. This challenge reflects the broader infrastructural deficiencies that continue to affect digital marketing in many parts of Nigeria. Furthermore, the oversaturation of social media content was noted as another pressing issue, making it difficult for startups to distinguish themselves from competitors. This is in line with the findings of Yusuf (2021), who explained that the crowded nature of social media often forces startups to compete aggressively for user attention.
Another key challenge discovered is the negative impact of misinformation and customer reviews. The data suggests that unfavorable reviews can quickly spread on social media, potentially damaging a startup’s reputation. This finding supports the work of Ogundele and Salami (2019), who highlighted that the viral nature of social media content can either be a powerful marketing advantage or a destructive force depending on how brands manage their online interactions.
Further challenges identified include the limiting effects of social media algorithms, which restrict the visibility of unpaid promotional content, and the high cost of running social media advertisements, which many startups find financially burdensome. These concerns are consistent with the studies of Adeola (2021), which observed that social media’s commercial nature increasingly favors paid content over organic reach, creating an uneven playing field for businesses with limited resources.
Finally, the study revealed that social media has a positive influence on consumer trust and brand loyalty. Respondents confirmed that direct communication with startups via social media, the ability to provide feedback, and regular content updates all contribute to building strong, lasting relationships between brands and consumers. These findings align with the work of Chukwu and Uzoma (2020), who emphasized that startups that actively engage with their audience and consistently share valuable content tend to enjoy higher consumer loyalty and positive brand perception.
In summary, the findings from this study provide compelling evidence that social media is an essential tool for startup brand promotion in Ilorin. However, while social media offers numerous benefits in enhancing visibility, building trust, and fostering consumer loyalty, startups must also navigate significant challenges such as poor internet access, content oversaturation, misinformation, algorithmic restrictions, and high advertising costs. Effective strategies, creativity, and adaptability are therefore necessary for startups to thrive in the competitive social media environment.








CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1 Summary of Findings
This study critically examined the role of social media in promoting brand image for startup businesses in Ilorin. The research was motivated by the increasing reliance of modern businesses on digital platforms to create visibility, engage customers, and build long-lasting brand identities, particularly among startups seeking to establish themselves in competitive markets.
In Chapter One, the background of the study emphasized the growing influence of social media as a branding and marketing tool for businesses, especially startups that often lack access to traditional advertising channels. The study outlined its primary objectives, which included exploring how startups in Ilorin use social media for branding, identifying the challenges they face, and assessing the impact of social media on consumer trust and brand loyalty. Three research questions were formulated to guide the investigation.
Chapter Two reviewed relevant literature on social media usage, brand image development, consumer engagement, and the specific challenges startups encounter in digital spaces. The chapter also discussed various social media strategies such as influencer marketing, storytelling, and interactive content, while the theoretical framework was anchored on the Uses and Gratifications Theory and the Diffusion of Innovations Theory.
In Chapter Three, the study adopted the survey research method, using a structured questionnaire to collect data from 100 respondents in Ilorin. The sampling focused on individuals who frequently interact with social media content related to startups. Data were analyzed using descriptive statistics to present frequencies and percentages.
Chapter Four presented the data analysis and findings. The results showed that social media is widely utilized by startups in Ilorin for brand promotion, with Instagram, TikTok, and WhatsApp identified as the most effective platforms. Respondents agreed that social media helps startups reach a broad audience, build trust through influencers, and promote customer engagement via giveaways and storytelling. However, significant challenges were identified, including poor internet access, oversaturation of content, negative reviews, algorithm limitations, and the high cost of social media advertising. The analysis also confirmed that social media positively impacts consumer trust and fosters brand loyalty through direct communication, timely feedback, and consistent brand presence.
In Chapter Five, the study concluded that social media plays a crucial role in the growth and success of startup businesses in Ilorin. The platforms offer unique opportunities for audience engagement, brand visibility, and customer loyalty. However, startups must address challenges such as technological barriers, competitive content spaces, and financial constraints to fully maximize the benefits of social media branding.
The study recommended that startups should invest in creative, cost-effective social media strategies, prioritize customer engagement, and continuously monitor their digital performance. It also suggested that improvements in internet accessibility and targeted digital training for startup owners would enhance social media effectiveness. Finally, future research was encouraged to explore comparative studies between urban and rural startup branding experiences and the impact of emerging social media platforms on business growth.
5.2 Conclusion
This study has comprehensively examined the role of social media in promoting the brand image of startup businesses in Ilorin. The research established that social media platforms are essential tools that provide startups with significant opportunities to create awareness, build trust, and engage directly with consumers. It was found that most startups in Ilorin rely on social media platforms such as Instagram, TikTok, and WhatsApp to reach a broad audience, tell their brand stories, and promote their products through interactive strategies like giveaways and influencer marketing.
The findings further revealed that social media does not only help startups to promote their brands but also plays a vital role in shaping consumer trust and fostering brand loyalty. Direct interactions, real-time customer feedback, and consistent online presence were identified as critical factors that positively influence consumer perceptions and encourage long-term customer relationships with startup brands.
However, the study also uncovered several challenges that limit the effectiveness of social media branding for startups. These challenges include poor internet connectivity, content oversaturation, vulnerability to negative reviews and misinformation, limited visibility due to social media algorithms, and the high cost of running paid advertisements. These barriers significantly impact the ability of startups to sustain consistent social media campaigns and achieve maximum outreach.
In conclusion, while social media offers substantial benefits for promoting startup businesses in Ilorin, its success is highly dependent on the ability of these businesses to adopt strategic, creative, and customer-focused approaches to digital branding. Startups must find innovative ways to overcome the challenges of the digital environment by optimizing their content, managing customer relationships effectively, and leveraging affordable marketing techniques. Social media remains a powerful branding tool, and with the right approach, startups can use it to build strong brand identities and sustainable customer loyalty in a highly competitive market.
5.3 Recommendations
Based on the findings and conclusion of this study, the following recommendations are made:
1. Startups Should Invest in Creative and Engaging Content: To stand out in the saturated social media space, startups should develop unique, high-quality, and interactive content that can attract and retain audience attention.
2. Leverage Cost-Effective Social Media Strategies: Startups with limited budgets should focus on organic strategies such as influencer partnerships, storytelling, hashtag campaigns, and customer-driven promotions to minimize advertising costs.
3. Prioritize Social Media Customer Service: Startups should actively engage with customers, respond to inquiries, and address negative feedback promptly to build trust and protect their brand image.
4. Improve Digital Literacy and Internet Accessibility: Startup owners should seek affordable internet solutions and improve their knowledge of social media algorithms to maximize content visibility and outreach.
5. Continuous Monitoring and Evaluation: Startups should regularly assess their social media strategies and monitor consumer feedback to adjust their approach and ensure alignment with market trends and audience preferences.
6. Policy Support: Government and relevant agencies should provide support systems for startups by improving internet infrastructure and offering training on digital marketing to enhance their competitiveness.
5.4 Suggestions for Further Studies
Future research can focus on:
1. Comparative studies between startups in urban and rural areas to determine the influence of geographical factors on social media effectiveness.
2. Investigating the impact of specific social media algorithms on brand visibility for startups.
3. Exploring the role of emerging platforms like LinkedIn or Snapchat in startup brand promotion.
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