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					CHAPTER ONE 


1.1 Background of the Study
Digital tourism refers to the use of digital technologies to enhance the travel experience before, during. and after a trip. It encompasses a wide range of innovations, including mobile applications. online booking platforms, virtual tours, and interactive maps, which enable tourists to access information, plan their tips, and navigate destinations more effectively (Buhals & Amaranggana, 2015). By leveraging digital tools, tourists can engage with local cultures, explore attractions, and make decisions tailored to their preferences. thus creating a more personalized and enriching travel experience.
Digital tools also contribute to sustainability in tourism by promoting eco-friendly accommodations, activities, and transportation options. For instance, digital platforms help travelers minimize paper waste through the use of e-tickets, digital maps, and guides (UNW 10.
2022). These tools not only reduce environmental impact but also enhance the efficieney and convenience of travel.
As digital tourism continues to evolve, it plays a critical role in transforming the travel industry, making it more accessible, efficient, and inclusive for both tourists and the destinations they visit. According to Xiang and Gretzel (2010), the integration of digital technologies in tourisin has been driven by rapid technological advancements and changing consumer behasiors. The increasing reliance on mobile platforms, social media. and data-driven tools has reshaped consumer expectations, emphasizing convenience, personalization, and real-time engagement
Several factors underscore the growing importance of digital tourism:
Changing Consumer Expectations: Tourists demand seamless and personalized experiences, made possible through digital tools.
• Growth of Online and Mobile Platforms: Mobile applications and online booking systems provide users with easy access to travel services (Gretzel et al., 2006).

Rise of Social Media and User-Generated Content: Platforms like Instagram, YouTube. and TikTok have transformed how destinations are marketed, as user-generated content serves as authentic endorsements for travel experiences (Sigala, 2012).
Sustainability: Digital tools support sustainable tourism practices by reducing waste and promoting eco-conscious choices (UNWTO, 2022).
Digital tourism is not just a trend but a fundamental transformation in the way the travel industry operates. The ability of the industry to meet the expectations of digitally savvy travelers has become critical for competitiveness. Furthermore, digitalization in tourism supports sustainability and inclusivity, ensuring that travel remains accessible and enjoyable for diverse groups of people.
In today's increasingly connected and mobile-first world, digital tourism has become a cornerstone of the travel industry. This shift is particularly evident in regions like Kwara State, Nigeria, where social media platforms play a pivotal role in promoting tourism. Platforms such as Instagram.
Facebook, and TikTok enable tourism stakeholders to reach broader audiences through cost-effective marketing strategies. Social media also facilitates the sharing of sergenerated content (UGC), which has proven influential in shaping travel decisions (Chatzigeorgiou. 2017).
By utilizing these platforms, Kwara State has the potential to showcase its cultural heritage. Historical landmarks and natural attractions to both domestic and international audiences. Contributing to economic growth and community development.
1.2   STATEMENT OF PROBLEM
Social media undeniably plays a significant role in boosting tourism in Kwara State, but like any, it has both positive impacts and potential drawbacks. Whether it helps to "boost tourism" or creates "unrealistic expectations" depends largely on how it is used and the transparency with which content is shared. Below, I'll explore both sides of the equation. highlighting how social media can both support tourism in Kwara State and potentially create challenges or unrealistic expectations.

Social media has in many wavs boosts tourism in kwara states. Such as. Increased Visibility for Lesser-Known Attractions, Real-Time Engagement and Promotion, Leveraging UserGenerated Content (UGC), Promoting Local Businesses and Services. And also, Social Media Might Create Unrealistic Expectations
1.3  OBJECTIVES OF THE STUDY
These objectives of this study include the following:
1. To evaluate how social media impact tourism promotion in Kwara State.
2. To assess the effectiveness of different social media platforms in attracting tourists to Kwara.
3. To identify any challenges or contradictions (Revenue) that arises from using social media for tourism promotion.
4. To state more on how social media can still improve their impact on tourism in Kwara State.
1.4  RESEARCH QUESTION
The following question are said to be put in mind
1. How do social media contribute to tourism promotion in Kwara State?
2. What are the perceptions of tourists and stakeholders regarding social media's role in tourism promotion?
3. What paradoxes exist between the actual and virtual tourism experience?
4)Is there any negative contribution social media has done in impacting on tourism in kwara state
1.5  SIGNIFICANCE OF THE STUDY
These studies will specially enlighten the kwara state citizens, the role and Impact of the media on the development of tourism promotion in the state. Social media has in many ways contributed to the development of kwara civilization through tourism experience. That is why we have some tangible places in kwara states which serves as a watchdog to other states and through the help of the media made this happen, which they are still trying more possible way to make people explore more on tourism through their mobile phones and on every social media platform.
1.6  SCOPE OF THE STUDY
The scope of study is limited to unpacking digital tourism paradox: A critical Analysis of social media role in promoting tourism in kwara state. It is also limited to a particular state [kwara state).
The scope is basically on every social media platform because they all help in promoting this so called experience, and the duration for this study is between November 2024 to July 2025.
1.7  LIMITATIONS OF THE STUDY
While this study aims to critically analyze the role of social media in promoting tourism in
Kwara State, several limitations may affect its outcomes. These limitations include:
1. Geographical Focus: The study is limited to Kwara State, which may restrict the generalizability of the findings to other regions or contexts with different tourism dynamics.
2. Data Availability: Access to comprehensive and up-to-date data on tourism and social media use in Kwara State may pose a challenge. Some stakeholders might lack adequate documentation or be unwilling to share sensitive data.
3. Technological Constraints: The study assumes a baseline level of technological literacy among tourism stakeholders in Kwara State. However, the digital divide may lead to disparities in how social media is adopted and used, particularly in rural areas.
4. Time Constraints: Given the limited timeframe for completing the research, certain aspects of the study may not be explored in full detail.
5. Potential Biases: Responses from tourism operators, visitors, and social media users could be subject to social desirability bias, where participants provide responses they believe are favorable rather than accurate.
6. Rapidly Changing Digital Landscape: Social media platforms and their functionalities evolve rapidly, which may render some observations less relevant as new trends and technologies emerge.
Despite these limitations, the study strives to provide valuable insights into the interplay between social media and tourism promotion in Kwara State, offering a foundation for future research and practical applications.
1.8 OPERATIONAL DEFINITION OF TERMS
SOCIAL MEDIA: is the most expedient means to share information immediately to the widest possible audience. This has been the best medium ever that has the capability of reaching large numbers of people. Most especially, the targeted audience, get to know things casily. And this has been the preferred option people still choose in promoting any piece of information they feel the world needs to know.
PROMOTION: in other to promote any form of news or information, it's requires a specific medium in which it reaches heterogeneous large number of people. Special things can be promoted and any other important work of art, but by which medium. That is why promortion sometimes requires some understanding and knowledge in other to know which medium gets to promote this faster and how much does it reflects on the target audience.
Tourism: is one of the best entertainment activities and that is why some people feel ease whenever it comes to entertainment. It enlightens the knowledge of the tourist and also everyone who wish to explore the work of the nature. Tourism itself promotes the development of a community, state and even country. And that is why most people visit anywhere with tourist places.
Entertainment: Tourism is one of the best entertainment option, and most especially, a media personnel need tourism knowledge to complete or make a story. People most likely learn more about entertainment in their daily life and they needs to see places they would wish to visit. That's why social media promotes tourism and made it more entertaining for people to explore.


2.0 INTRODUCTION
This chapter provides a comprehensive review of literature relevant to the study, focusing on the role of social media in promoting tourism, particularly in Kwara State. The chapter explores key concepts, empirical studies, and theoretical frameworks to provide a foundation for understanding the digital paradox and its implications for tourism promotion.
2.1 CONCEPTUAL FRAMEWORK
The conceptual framework for this study outlines the key ideas, concepts, and relationships that underpin the role of social media in promoting tourism. It serves as a blueprint for understanding how social media platforms function as tools for tourism marketing, shaping tourist behavior. perceptions, and engagement.
Key Concepts in the Study
1. Social MediaSocial media refers to digital platforms and tools that allow users to create. share. and interact with content. Platforms such as Instagram, Facebook, Twitter, YouTube. and TikTok have revolutionized how tourism is marketed by enabling cost-effective. global reach.
2. Tourism PromotionTourism promotion involves activities designed to attract tourists to a destination. It includes advertising, public relations, and user-generated content aimed at showcasing a destination's attractions, culture, and experiences.
3. Digital TourismDigital tourism highlights the integration of digital technologies to enhance travel planning. experiences, and sustainability. Tools such as mobile apps. virtual tours, and social media channels enable greater accessibility and personalization for traveler

2.1.1 CONCEPT OF TOURISM
Tourism refers to the act of traveling for leisure, business, or other purposes to places outside one's usual environment for a short duration. The United Nations World Tourism Organization (UNWTO) defines tourism as the activities of individuals traveling to and staying in places outside their usual residence for not more than one consecutive year for purposes such as leisure, business, or other non-remunerated activities (UNWTO, 2023).
Tourism is a multifaceted phenomenon that encompasses economic, social, cultural. and environmental dimensions. It serves as a major driver of economic development and job creation while promoting cultural exchange and mutual understanding among people.
Types of Tourism
Tourism can be categorized into different types based on purpose and nature, including:
1. Leisure Tourism: Traveling for relaxation, vacation, and recreational activities.
2. Cultural Tourism: Visiting places of historical, cultural, and artistic significance.
3. Eco-Tourism: Focused on nature-based, sustainable tourism activities that promote conservation.
4. Business Tourism: Travel related to professional engagements, such as conferences and meetings.
5. Religious Tourism: Traveling to religious sites or participating in spiritual events.
6. Adventure Tourism: Activities that involve exploration or physical challenges. such as hiking and extreme sports.
IMPORTANCE OF TOURISM
Tourism plays a vital role in global and regional development in the following ways:
1. Economic Growth: Tourism generates revenue for local businesses and governments creating employment opportunities.
1.
2. Cultural Exchange: It promotes intercultural understanding and the preservation of cultural heritage.
3. Infrastructure Development: Tourist destinations often experience improvements in infrastructure, such as transportation and hospitality services:
4. Community Development: Tourism fosters community participation and empowers local populations by creating income opportunities.
2.1.2 HISTORICAL OVERVIEW OF TOURISM IN NIGERIA
Nigeria has significant tourism potential due to its rich cultural heritage, diverse ecosystems. and historical landmarks. In Kwara State, tourism focuses on attractions such as historical sites. natural reserves, and cultural festivals. Key tourist destinations in Kwara include:
• Esie Museum: Home to the largest collection of soapstone figures in Africa.
• Owu Falls: A natural wonder and popular eco-tourism site.
• Sobi Hill: Known for its panoramic views and religious significance.
• Cultural Festivals: Events such as Durbar Festival showcase the state's traditions and cultural richness.
The history of tourism in Nigeria can be traced back to the pre-colonial period, where travel was primarily for trade, cultural exchange, and religious purposes. However, tourism as a formal industry began to develop during the colonial era and gained momentum in the postindependence period.
Pre-Colonial and Colonial Era
In pre-colonial Nigeria, travel was largely influenced by trade routes and cultural practices.
Prominent kingdoms such as the Benin Empire, the Oyo Empire, and the Sokoto Caliphate facilitated movement across regions for trade, diplomacy, and religious pilgrimages. Destinations such as ancient cultural centers and marketplaces like Kano's Kurmi Market were hubs for interaction.

During the colonial era (19th to mid-20th century), infrastructure developments such as railways, roads, and administrative centers opened Nigeria to structured travel and exploration.
The colonial government also identified natural landmarks and historical sites. laying the foundation for tourism promotion.
Post-Independence Era
After gaining independence in 1960, Nigeria began to recognize tourism as a tool for national development. The government initiated efforts to document and preserve cultural heritage sites, historical landmarks, and natural reserves. In 1976, the Nigerian Tourism Board (NTB) was established to promote domestic and international tourism.
Key developments during this period include:
• 1970s Oil Boom: Increased revenue from oil enabled investments in infrastructure. hospitality, and tourism-related facilities.
• Cultural Festivals: Events like the Argungu Fishing Festival and the Osun-Osogbo Festival began gaining international recognition.
• National Parks and Reserves: Establishment of protected areas such as Yankari GameReserve and Kainji Lake National Park to attract eco-tourists.
The Growth of Tourism in Contemporary Nigeria
From the late 20th century to the present day, tourism in Nigeria has evolved significantly, driven by globalization, improved technology, and increasing interest in cultural and ecological tourism. Notable milestones include:
• Emergence of Tourism Agencies: The rebranding of NTB into the Nigerian Tourism Development Corporation (NTDC) in 1992 emphasized tourism promotion on a national scale.
• Cultural Preservation: UNESCO World Heritage Sites such as the Sukur Cultur Landscape and Osun-Osogbo Sacred Grove gained global recognition.

• Growth of Domestic Tourism: Increased focus on domestic tourism through festivals. heritage sites, and eco-tourism destinations.
2.1.3 CONTRIBUTION OF TOURISM TO THE ECONOMY OF KWARA STATE
Tourism has emerged as a critical sector for economic development in Kwara State. contributing to revenue generation, job creation, and infrastructure development. Although the tourism sector in Kwara State is still developing, it holds significant potential to diversify the cconomy and enhance the living standards of its residents.
1. Revenue Generation
Tourism contributes directly to Kwara State's economy through taxes, entrance fees at attractions. and spending by tourists. Popular destinations such as the Esie Museum, Owu Waterfalls, and Sobi Hill attract visitors who contribute to the local economy by spending on transportation. accommodation, food, and other services.
According to the Nigerian Tourism Development Corporation (NTDC), the tourism sector in Nigeria, including Kwara State, has the potential to generate substantial income when properly harnessed. For instance, events such as cultural festivals attract both domestic and international tourists, leading to increased revenue streams for local businesses and government bodies.
2. Employment Opportunities
Tourism plays a significant role in job creation by providing employment opportunities across various sectors. Hotels, restaurants, transportation services, tour guides, and souvenir shops benefi directly from the influx of tourists. For example:
• Hospitality Industry: The growth of hotels and guest houses creates jobs for residents areas such as catering, housckeeping, and management.
Local Artisans: Craftsmen, artists, and vendors who produce and sell local artifacts a souvenirs benefit from tourism activities.

3. Promotion of Small and Medium Enterprises (SMEs)
Tourism stimulates the growth of SMEs, particularly in the hospitality and service sectors. Local businesses, such as restaurants, markets, and shops, thrive as tourists spend on food, crafts. and entertainment. Cultural events and festivals such as the Durbar Festival provide platforms for small-scale entrepreneurs to showcase and sell their products.
4. Infrastructure Development
The presence of tourist attractions has led to infrastructure improvements in Kwara State, including roads, communication networks, and power supply. For instance, routes leading to destinations like Owu Waterfalls and Esie Museum have witnessed upgrades to facilitate better access for tourists. Improved infrastructure not only benefits tourists but also enhances the quality of life for residents.
5. Cultural Preservation and Promotion
Tourism promotes the preservation of cultural heritage and traditions in Kwara State. Festivals. museums, and historical sites attract visitors, encouraging the community to protect and celebrate its unique cultural identity. This cultural revival has economic benefits through increased attendance at festivals, such as the Pategi Regatta Festival, which celebrates the state's riverine culture.
6. Eco-Tourism and Environmental Benefits
Natural attractions such as Owu Waterfalls and the Asa Dam encourage eco-tourism, which not only attracts visitors but also promotes environmental conservation. Eco-tourism activities can lead to increased awareness of environmental protection and provide sustainable income for local
communities.

1. Uses and Gratifications Theory (UGT)
Proposed by: Katz, Blumler, and Gurevitch (1974)
Relevance:
This theory suggests that individuals actively seek out media and content to satisfy specific needs such as entertainment, information, personal identity, and social interaction. In the context of tourism, people use social media platforms like Instagram, Facebook, TikTok, and YouTube to:
• Explore travel destinations (information-seeking),
• Stay connected to trends or influencers (social interaction),
Gain inspiration or entertainment, and Share personal travel experiences (self-expression).
Why it fits your study:
Tourists and residents of Kwara State may use social media not just for fun but to learn about places to visit, book tours, and share experiences-making it a powerful tool for tourism promotion.
2. Diffusion of Innovations Theory
Proposed by: Everett Rogers (1962)
Relevance:
This theory explains how new ideas and technologies spread within a society or group. Social media can be seen as a digital innovation that has transformed the way tourism is marketed, consumed, and shared.
Key Concepts:
The rescal
• Innovators and early adopters (e.g., social media influencers or tourism boards in Kwara State),
• Channels of communication (Facebook, TikTok, YouTube),
• Social systems (the tourism industry, local communities),
• Time (how long it takes for a tourism campaign to catch on via social media).

2.1.4 TOURIST SITE IN KWARA STATE
Esie Museum: A Historical Perspective
The Esie Museum, located in Esie town within Kwara State, is one of Nigeria's most
significant historical and cultural attractions. It holds the distinction of being the first museum in Nigeria, established in 1945 during the colonial era by the British government.
The Esie Museum is renowned for housing the largest collection of soapstone (steatite)
figures in Africa, with over 800 intricately carved statues. These artifacts are believed to date back to the 12th-15th centuries, making them an invaluable part of Nigeria's rich cultural heritage.
The Discovery of the Soapstone Figures
The origin of the soapstone figures is steeped in legend and mystery. According to oral history passed down through generations, the statues are believed to represent a cursed community. Local folklore tells of a group of people who were turned to stone as punishment for disobedience to divine instructions. The discovery of these figures by early settlers in Esie has since fascinated historians, archaeologists, and tourists alike.
In the 1930s, British colonial officials formally identified the site, recognizing its historical and cultural significance. By 1945, the Esie Museum was established to preserve and showease the soapstone figures to a broader audience.
Cultural and Tourist Importance
The Esie Museum has grown to become an important center for tourism, research, and cultural education. It serves the following purposes:
• Preservation of History: The museum preserves the legacy of the soapstone carvings, which are unique to the Esie community.
• Educational Significance: Researchers, historians, and students visit the museum to stud the artistry, history, and cultural relevance of the figures.
•
• Tourist Attraction: The Esic Museum attracts both domestic and international tourists. contributing to Kwara State's tourism sector. Visitors explore not only the soapstonefigures but also other artifacts, photographs, and exhibitions on display.
• Cultural Festivals: The museum is a focal point during local festivals, where traditional performances and storytelling are used to celebrate Esie's cultural heritage.
• Challenges and Future Potential
• Despite its historical importance, the Esie Museum faces challenges such as poor maintenance. limited infrastructure, and low levels of promotion. However, the advent of social media and digital tourism provides a unique opportunity to showcase the site to a global audience. Increased investment in infrastructure and marketing can further elevate Esie Museum as a key destination for cultural and historical tourism in Nigeria.
• 2.1.5 CONCEPT OF SOCIAL MEDIA
• Social media refers to digital platforms and technologies that enable users to create, share, and engage with content in an interactive and collaborative manner. These platforms facilitate communication, networking, and the exchange of ideas, thoughts, and multimedia content in real-time. Social media encompasses a wide range of online tools and services, including social networking sites (e.g., Facebook, Twitter, LinkedIn), media sharing platforms (e.g., Instagram.
• YouTube, TikTok), and messaging apps (e.g., WhatsApp, Snapchat).
• 2.1.6 HISTORICAL OVERVIEW OF SOCIAL MEDIA
• The development of social media has been a transformative journey that has significantly altered the way people communicate, share content, and engage with each other online. The history of social media can be traced through key milestones that have shaped its evolution, from its early beginnings in the 1990s to its current dominance as a global force.

Early Beginnings (Pre-2000s)
The concept of social networking and online communication existed before the rise of modern social media platforms. The 1990s saw the advent of early online communities and communication tools that laid the foundation for what would later become social media. Some notable early platforms include:
• Six Degrees (1997): Often considered the first social media site, Six Degrees allowed users to create profiles, connect with friends, and send messages. It had a limited reach but introduced the basic concepts of online networking.
• Friendster (2002): Friendster emerged as a social network based on user connections and sharing content. It gained early popularity, especially in the United States, but was eventually overshadowed by other platforms due to technical issues and its inability to scale effectively.
• MySpace (2003): MySpace became the dominant social media platform in the early 2000s, allowing users to customize their profiles, share music, and connect with friends. It became a key space for musicians and entertainers, driving its popularity, but its decline began as new platforms emerged.
The Rise of Major Platforms (2000s-2010s)
The next stage of social media's evolution was marked by the rise of major platforms that continue to dominate today. Key developments during this period include:
• Facebook (2004): Launched by Mark Zuckerberg and his college roommates, Facebook revolutionized social networking by expanding beyond the university context to include the general public. Facebook's success was fueled by its clean interface, easy user experience, and the ability to connect with friends, share photos, and create community-based groups. By 2012, Facebook became the largest social media network globally, witl over 1 billion active users.

YouTube (2005): YouTube allowed users to upload, view, and share videos. sparking a new era in content creation and consumption. The platform became a primary source for video content, including entertainment, education, and personal vlogs.
• Twitter (2006): Twitter introduced the concept of "microblogging," where users could share short messages (tweets) limited to 140 characters. Its real-time nature made it an essential tool for breaking news, live events, and public discourse.
LinkedIn (2003): LinkedIn was launched as a professional networking site, allowing users to create resumes, connect with colleagues, and share industry-specific content. It remains a leading platform for professional networking and career development.
Instagram (2010): Instagram focused on visual content, allowing users to share photos and later, videos, with their followers. The app's popularity skyrocketed due to its casylo-use interface and innovative filters, which made it a favorite among younger generations.
The Era of Mobile and Visual Content (2010s-present)
The 2010s marked the rise of mobile-centric social media platforms and a shift toward more visual and interactive content. Some significant trends during this period include:
• Smartphones and Mobile Social Media: The widespread adoption of smartphones enabled social media platforms to become mobile-first, allowing users to access platforms like Facebook, Instagram, and Twitter on the go. Mobile apps became the primary method of accessing social media.
• Snapchat (2011): Snapchat introduced ephemeral content photos and videos that disappear after a short period of time creating a new form of communication and content-sharing. The app became popular among younger users who appreciated its privacy features.
• TikTok (2016): TikTok revolutionized social media with its focus on short, creative videos.Its algorithm-driven feed and viral trends made it a massive platform for entertainment, culture, and influencer marketing. TikTok's success demonstrated the growing importance of short-form video content and interactive challenges.
• Influencer Culture and User-Generated Content: Social media gave rise 10 influencer culture, where individuals often with large followings became powerful marketers.

endorsing products, brands, and destinations. User-generated content (UGC) has played a significant role in shaping public opinion and influencing purchasing behavior, including travel and tourism decisions.
2.1.7 KEY CHARACTERISTICS OF SOCIAL MEDIA
The concept of social media is defined by several distinct characteristics:
• User-Generated Content (UGC): Social media is driven by content created by users, from text posts and images to videos and live streams. Unlike traditional media, where content is produced by professionals, social media empowers individuals to share their perspectives and experiences.
Interactivity: One of the core aspects of social media is its interactive nature. Users can engage with content through likes, comments, shares, retweets, and other forms of feedback. This engagement creates a two-way communication process, allowing users to actively participate in the conversation.
Networking and Communities: Social media platforms facilitate the creation of virtual communities. These communities can be centered around shared interests, professional
examination of the rol
affiliations, social causes, or hobbies. Through these networks, individuals can connect with others globally, forming relationships that transcend geographical boundaries.
Real-Time Communication: Social media enables instant communication and information sharing, making it a powerful tool for real-time updates, live broadcasts. and immediate
of social media
reactions to global events.
• Personalization: Social media platforms often use algorithms to tailor content to individual users based on their interests, behaviors, and interactions. This ensures that users receive content that is relevant to them, creating a more engaging and personalized experience.
2.1.8 BENEFITS OF SOCIAL MEDIA
design is appropriate for investigating phenomena as they exa
Social media has revolutionized communication, business, entertainment, and various sectors. including tourism. The benefits of social media are vast and touch many aspects of personal and professional life. Some of the key benefits include:

1. Enhanced Communication and Connectivity
Social media has made communication faster and more accessible. It allows users to stay connected with family, friends, and colleagues, regardless of geographical barriers. Platforms like Facebook.
Twitter, and WhatsApp make it possible to share information instantly, fostering real-time conversations.
2. Information and Awareness
Social media serves as a valuable tool for disseminating information. News, updates, and educational content can be shared in real time. This function has made social media crucial during emergencies and crisis situations, where timely information is vital. For example, during the COVID-19 pandemic, social media platforms played a significant role in spreading awareness and health guidelines.
3. Business and Marketing Opportunities
Social media provides businesses, particularly small and medium-sized enterprises, with affordable and effective marketing platforms. Through tools like Facebook Ads. Instagram promotions, and Twitter campaigns, businesses can reach a wide audience, promote their products, and interact with customers. This helps companies build brand awareness, customer loyalty, and engage in direct marketing.
4. Networking and Relationship Building
Social media platforms like LinkedIn, Twitter, and Instagram enable users to network with professionals, influencers, and individuals from different industries. This networking capability fosters collaborations, partnerships, and career opportunities. It also helps in maintaining personal relationships with friends and family members.
5. Support for Social Movements and Advocacy
Social media has become a powerful tool for social change. It provides a platform for individuals and groups to raise awareness about social, political, and environmental issues. Hashtags, online setitions, and virtual protests have made it casier to mobilize people and advocate for important causes. Social media played a key role in movements like #/MeToo. Black Lives Matter. and environmental advocacy campaigns.
6. User-Generated Content and Influence
Social media encourages users to create and share their content, such as images, videos, and reviews. This user-generated content not only reflects individual creativity but also influences public opinion. Platforms like Instagram and YouTube have empowered individuals to become influencers and content creators, often shaping trends, culture, and consumer behavior.
2.1.9 ADVANTAGES AND DISADVANTAGES OF SOCIAL MEDIA
Social media has transformed various aspects of life, offering numerous advantages. but it also comes with challenges. Understanding both the advantages and disadvantages helps users make informed decisions on how to interact with social media responsibly.
Advantages of Social Media
1. Increased Global ConnectivitySocial media platforms connect people worldwide, enabling individuals from different cultures, countries, and backgrounds to interact. This has led to a more interconnected world, where global communication and collaboration are possible in real time.
2. Cost-Effective MarketingFor businesses, social media offers an affordable way to promote their products and services. Compared to traditional advertising methods like television or print ads, social media marketing is cost-effective and provides targeted audience reach. This helps businesses increase brand visibility without spending large sums of money.
3. Access to Real-Time InformationSocial media offers immediate access to news and information, making it a valuable too for staying updated on global events, local news, or personal updates. It also allows user to track developments in areas of interest, such as politics, business, and entertainment.staying updated on global events, local news, or personal updates. It also allows user to track developments in areas of interest, such as politics, business, and entertainment.
4. Influence on Consumer Behavior Social media has significantly impacted how people make purchasing decisions.Usergenerated content, such as reviews, testimonials, and influencer marketing. has become a trusted source of information for consumers. Positive reviews on platforms like Instagram or Twitter can lead to a surge in product sales.
5. Fostering Creativity and ExpressionSocial media platforms provide users with a creative outlet to share their ideas, artwork. and experiences. This creative freedom has led to the rise of influencers, bloggers. photographers, and artists, all of whom showcase their talents and build personal brands.
Disadvantages of Social Media
1. Privacy Concerns one of the major disadvantages of social media is the risk to privacy.With personal information being shared online, there is always the possibility of data breaches, identity theft, and unauthorized access to sensitive data. Users often unknowingly expose their personal lives to a wide audience.
2. Cyber-bullying and Online HarassmentThe anonymity provided by social media can lead to cyber-bullying and online harassment.This is especially harmful to vulnerable individuals, such as teenagers, who may face online bullying, trolling, and negative comments. The psychological impact of such harassment can be severe.
3. Spread of MisinformationSocial media can be a platform for the rapid spread of misinformation, fake news, and conspiracy theories. False or misleading content can quickly go viral, influencing public opinion and, in some cases, causing harm to individuals, businesses, and communities.
4. Mental Health ImpactsExcessive use of social media has been linked to various mental health issues. includir anxiety, depression, and loneliness. The pressure to maintain a curated and idealized onli persona can contribute to feelings of inadequacy and lower self-esteem.
5. Time Wastage and Productivity LossWhila cocial media can be a valuable tool for communication and networking, excessive use can lead to time wastage and reduced productivity. Many individuals spend hours on Social Isolation social media, leading to procrastination. distractions. and even addiction.
6. Although social media connects people virtually, it can also contribute to social isolation in the real world. Individuals may become more reliant on digital communication and withdraw from face-to-face interactions, leading to a sense of loneliness and detachment from their immediate surroundings.
7. 2.1.10 SOCIAL MEDIA AND TOURISM
8. Social media has become a crucial tool in promoting tourism worldwide, as it offers an effective platform for destinations, travel agencies, and influencers to engage with potential tourists. By leveraging social media platforms like Facebook, Instagram, Twitter, YouTube, and TikTok, the tourism industry has seen a transformation in how it markets destinations, experiences. and services. Below are some key ways in which social media is intertwined with tourism:
9. 1. Promotion of Tourist Destinations
10. Social media provides a cost-effective means for tourism destinations to showcase their offerings to a global audience. Through visually appealing posts, videos, and live streams, destinations can highlight scenic spots, cultural attractions, and unique experiences. Hashtags, geotags, and location-based check-ins also help increase the visibility of these destinations. Platforms like
11. Instagram and Pinterest, known for their visual content, are particularly powerful in showcasing the beauty of tourist locations.
12. Tourism boards, local governments, and businesses now use social media to reach out to travelers. share information, and promote tourist attractions. These platforms enable destination marketing organizations (DMOs) to create targeted campaigns based on the interests and demographics their audience.

2. User-Generated Content (UGC)
One of the most significant aspects of social media's impact on tourism is user-generated content.
Travelers often share their experiences through photos, videos, and reviews, influencing others' travel decisions. Social media has empowered tourists to become content creators themselves. sharing their travel stories with family, friends, and global audiences. Platforms like Instagram and YouTube have turned ordinary travelers into influencers, shaping how others perceive destinations and travel experiences.
User-generated content has a high level of authenticity and trust, making it a valuable form of advertising for tourism. Potential tourists are more likely to trust experiences shared by fellow travelers than traditional advertisements. Tourism businesses can encourage UGC by creating contests, hashtag campaigns, and incentives for visitors to share their travel content.
3. Influencer Marketing
The rise of influencers has brought new opportunities for the tourism industry. Influencers. particularly those on platforms like Instagram and YouTube, have large, engaged followings.
Tourism brands and destinations have partnered with influencers to promote travel experiences, accommodations, and attractions. Influencers can reach niche markets and engage with potential travelers in a more personal and authentic way than traditional advertising.
These collaborations often involve sponsored trips, destination visits, or product endorsements, with influencers sharing their experiences in real-time with their followers. This form of marketing has proven to be highly effective in driving tourism, as travelers tend to trust recommendations from individuals they admire or relate to.
4. Real-Time Engagement and Customer Service
Social media allows for real-time engagement, enabling tourism businesses to interact with customers instantly. Whether through direct messaging, comments, or chatbots, companies can answer inquiries, resolve issues, and provide recommendations at the moment. This improves customer satisfaction and helps build a positive reputation for the brand or destination.

Many tourism businesses, including hotels, airlines, and tour operators, actively monitor their social media accounts to engage with customers, offer updates, and provide promotional deals.
Social media also facilitates the management of online reviews, enabling businesses to address both positive and negative feedback promptly.
5. Virtual and Augmented Reality (VR/AR)
Social media platforms have started integrating virtual and augmented reality features, which have further enhanced the tourism experience. VR allows potential tourists to experience destinations virtually before booking a trip, while AR offers an interactive and immersive way of exploring tourist attractions through mobile apps.
For example, some destinations use VR tours to provide virtual visits to historical sites, museums, or natural parks. These technologies not only engage tourists but also provide an innovative way to market locations, offering a preview of what they might experience on a physical visit. Social media platforms such as Facebook and Instagram have embraced AR filters, allowing users to engage with interactive experiences related to tourism or specific destinations.
6. Travel Inspiration and Trends
Social media serves as an endless source of travel inspiration, with users sharing photos of their journeys, highlighting hidden gems, and offering travel tips. Platforms like Pinterest. Instagram. and travel blogs allow users to discover new destinations and activities that they might not have considered otherwise.
Additionally, social media has the power to shape travel trends. Hashtags like #Wanderlust, #TravelGoals, and #BucketList have gained significant traction, influencing travel choices and inspiring people to visit specific places. Viral travel trends, such as traveling to certain destinations based on social media challenges or influencers' experiences, have led to surges in tourism to particular locations.

7. Reviews and Recommendations
Social media platforms allow tourists to share their reviews and recommendations about accommodations, attractions, and experiences. Websites like TripAdvisor and Yelp are widely used by travelers to research destinations and read others' experiences before making travel decisions. Social media also plays a role in the recommendation process, with many travelers relying on the opinions and insights shared by their networks to make informed choices.
Platforms like Facebook and Instagram feature community-driven discussions, where travelers exchange tips, advice, and suggestions about destinations, local businesses, and travel services.
This contributes to building a sense of trust and community among travelers.

CHAPTER THREE
        RESEACH METODOLOGY
3.1   RESEACH DESIGN
The research design for this study is a descriptive survey, chosen to enable a detailed examination of the role of social media in promoting tourism in Kwara State. A descriptive survey design is appropriate for investigating phenomena as they exist and understanding the relationships between variables without manipulating them. This approach ensures the collection of data that reflects real-world practices, perceptions, and impacts of social media on tourism promotion.
The study integrates both quantitative and qualitativemethods, adopting a mixed-methods approach. The quantitative aspect involves the use of structured questionnaires to gather numerical data from participants, allowing for statistical analysis of trends, usage patterns, and the effectiveness of social media platforms. The qualitative aspect includes semi-structured interviews to capture in-depth insights, personal experiences, and the nuanced perspectives of key stakeholders, such as tourism operators, government officials, and frequent travelers.
This design enables triangulation, enhancing the reliability and validity of the findings by combining numerical data with rich, contextual information. The mixed-methods approach also aligns with the study’s objectives of providing a comprehensive understanding of the interplay between social media and tourism promotion in Kwara State.
• Quantitative Approach: A structured questionnaire will be used to collect numerical data from tourists, tourism service providers, and other relevant stakeholders. This will allow for statistical analysis to identify trends, correlations, and patterns in how social media platforms are used for tourism promotion in the region. The questionnaire will focus on aspects such as frequency of social media usage, preferred platforms, types of content shared, and the perceived effectiveness of social media in attracting tourists to KwaraState.
• Qualitative Approach: Semi-structured interviews will be conducted with key stakeholders, including tourism operators, government officials, social media influencers, and frequent travelers. These interviews will provide rich, detailed insights into the experiences, opinions, and challenges related to using social media for tourism promotion. The qualitative data will allow for a deeper understanding of the nuances that cannot be captured through quantitative measures, such as the motivations behind content creation and sharing, as well as the strategic decisions made by tourism organizations.
This mixed-methods approach facilitates triangulation, where findings from both quantitative and qualitative data are compared and cross-validated to ensure the reliability and validity of the results. The design not only allows for a thorough exploration of the role of social media in tourism promotion but also ensures a comprehensive representation of different perspectives and experiences within Kwara State’s tourism sector.
 
Research Method
The research method adopted for this study is a mixed-methods approach, combining both quantitative and qualitativemethods to achieve a comprehensive understanding of the role of social media in promoting tourism in Kwara State. This approach was chosen to leverage the strengths of both methodologies, ensuring that the study captures numerical trends while also exploring the contextual and experiential aspects of the research problem.
Quantitative Method
The quantitative component involved the use of a structured questionnaire distributed to a broad sample of respondents, including tourists, tourism operators, and social media users in Kwara State. This method was selected to provide measurable data on:
• The frequency and nature of social media usage for tourism purposes.
• The perceived effectiveness of social media in promoting attractions and events.
• Challenges faced in leveraging social media for tourism promotion.
Quantitative data was analyzed using statistical tools to identify trends, correlations, and patterns.
Qualitative Method
The qualitative aspect of the study consisted of semi-structured interviews with key stakeholders, including:
• Government officials involved in tourism development.
• Tourism operators utilizing social media platforms.
• Social media influencers who promote travel and tourism content.
This method allowed for an in-depth exploration of participants' perspectives, experiences, and strategies regarding the use of social media in tourism. Qualitative data was analyzed thematically, identifying recurring themes and insights that enhanced the quantitative findings.
Document Analysis
In addition to primary data, secondary data sources, such as reports, government documents, and social media analytics, were reviewed to contextualize and validate the findings. This triangulation of data ensured the reliability and credibility of the results.
Justification for Mixed-Methods Approach:This approach was selected to address the study’s objectives comprehensively. Quantitative methods provided statistical insights, while qualitative methods enriched the findings with detailed narratives and practical examples. Together, these methods ensured a balanced and nuanced understanding of how social media promotes tourism in Kwara State.
3.2 POPULATION OF STUDY
The population of this study consists of individuals who are active users of social media platforms and have interacted with or been exposed to tourism-related content concerning KwaraState. This includes both local residents and potential tourists who have engaged with social media platforms such as Facebook, Twitter, Instagram, and YouTube, where tourism promotions related to Kwara State are frequently posted. The study will focus on a sample of social media users within Nigeria, particularly those who follow tourism pages, travel blogs, or have shared content about Kwara State as a tourist destination.
A total of X individuals will be targeted, with a particular focus on users aged 18 to 40, as this group is more likely to engage with social media content and travel-related posts. Furthermore, the study will examine the impact of social media campaigns from local tourism bodies, influencers, and government agencies in promoting tourism in Kwara State.
The population will be drawn from different regions in Nigeria, but the primary focus will be on users who reside in or have visited Kwara State, as well as those who have demonstrated an interest in the state's tourism activities.
 
3.3 SAMPLING TECHNIQUES AND SAMPLE SIZE
To ensure the representativeness and reliability of the study, appropriate sampling techniques will be employed, targeting a diverse group of respondents involved in or impacted by tourism promotion in Kwara State.
Sampling Techniques
The study will adopt a combination of purposive samplingand random sampling:
1. Purposive Sampling:
This method was used to select key stakeholders such as government officials, tourism operators, and social media influencers. These individuals were chosen based on their direct involvement in promoting tourism and their ability to provide valuable insights into the use of social media for this purpose.
2. Random Sampling:
For the broader population, including tourists and local residents, random sampling was employed to ensure unbiased representation. This technique provided a diverse mix of respondents, capturing varying perspectives and experiences with social media and tourism promotion.
 
3.4 SAMPLE SIZE
The sample size will be determine base on the need for comprehensive data collection while considering the practical limitations of time and resources. A total of 150 participants will be target, distributed as follows:
• 80 Tourists and Local Residents: To gather information on social media usage, preferences, and perceptions of its role in tourism.
• 30 Tourism Operators and Stakeholders: To explore how businesses and organizations utilize social media to promote attractions and services.
• 20 Social Media Influencers: To examine the impact of user-generated content and influencer campaigns on tourism promotion.
• 20 Government Officials and Tourism Experts: To understand the strategies, policies, and challenges in leveraging social media for tourism development.
This sample size will deem sufficient to capture a wide range of perspectives, ensuring the study's findings are both representative and reliable.
Justification for Sampling Techniques
The combination of purposive and random sampling ensured that both specific and general viewpoints were included. Purposive sampling allowed for the selection of participants with unique expertise or experience, while random sampling mitigated bias, ensuring that the study reflects a broad spectrum of opinions.
3.5 DATA COLLECTION INSTRUMENTS
The instruments used in this study were designed to facilitate the systematic collection of both quantitative and qualitative data. These instruments ensured that the research objectives were addressed effectively and provided a robust foundation for analysis.
1. Questionnaire
The primary instrument for collecting quantitative data was a structured questionnaire. It was divided into sections addressing different aspects of the study, including:
• Demographics of respondents (age, gender, occupation, etc.).
• Patterns and preferences in social media usage.
• Perceptions of social media’s impact on tourism promotion in Kwara State.
• Challenges and opportunities in using social media for tourism.
The questionnaire was developed based on a thorough review of the literature and aligned with the study’s objectives. A mix of closed-ended, Likert scale, and multiple-choice questions ensured clarity and facilitated statistical analysis.
2. Interview Guide
For qualitative data, a semi-structured interview guide was employed. This instrument provided a framework for conducting interviews with stakeholders, including:
• Open-ended questions to explore participants' experiences and insights.
• Probing questions to delve deeper into specific issues, such as the effectiveness of social media campaigns or strategies for engaging audiences.
The guide was flexible, allowing interviewers to adapt questions based on the flow of the discussion while ensuring that all key topics were covered.
3. Document Review Checklist
A checklist was used to guide the review of secondary data sources. The checklist included:
• Social media analytics reports and campaign summaries.
• Official tourism policy documents and development plans.
• Statistical data on tourism trends and demographics in KwaraState.
This instrument ensured consistency and thoroughness in analyzing secondary data.
Validation of Instruments
To ensure validity, all instruments were reviewed by subject matter experts and tested in a pilot study. Feedback from the pilot study was incorporated to refine the instruments, ensuring they were clear, comprehensive, and aligned with the study’s objectives.
Rationale for Selection of Instruments
The combination of these instruments allowed for a comprehensive collection of data, capturing both numerical trends and rich qualitative insights. Together, they ensured that the study addressed the research questions effectively and reliably.
 
3.6   VALIDITY AND RELIABILITY OF RESEARCH INSTRUMENTS
To ensure the accuracy and consistency of the findings, measures were taken to establish the validity and reliability of the research instruments used in this study. These efforts were critical to guaranteeing that the data collected effectively addressed the research objectives and yielded credible results.
Validity of Research Instruments
Validity refers to the extent to which the instruments accurately measure what they are intended to measure. To ensure validity, the following steps were taken:
1. Content Validity:
The questionnaire and interview guide were carefully reviewed by experts in tourism studies, social media, and research methodology to ensure that the questions were relevant, clear, and comprehensive. The instruments were designed to cover all aspects of the study, including social media usage patterns, perceptions of its effectiveness, and challenges in tourism promotion.
2. Face Validity:
A pilot study was conducted with a small group of participants similar to the target population. Their feedback was used to refine the instruments, ensuring that questions were easily understood and free of ambiguity.
3. Construct Validity:
The questions were aligned with the study’s theoretical framework, ensuring that they measured the constructs being examined, such as the role of social media in awareness creation, engagement, and influence on travel decisions.
Reliability of Research Instruments
Reliability refers to the consistency of the results obtained from the instruments. To enhance reliability, the following measures were implemented:
1. Pilot Testing:
The pilot study also helped assess the consistency of responses. Adjustments were made to address any inconsistencies or misinterpretations observed during this phase.
2. Cronbach’s Alpha:
For the questionnaire, the internal consistency of the items was tested using Cronbach’s Alpha. A reliability coefficient of 0.70 or higher was considered acceptable, indicating that the items were sufficiently correlated to measure the same construct.
3. Standardization of Procedures:
Data collection procedures were standardized to minimize variations caused by differences in how the instruments were administered. For example, all interviewers were trained to ensure uniformity in how questions were posed and responses recorded.
4. Replication Across Samples:
The data collection process was replicated across diverse groups within the target population to ensure consistency in the findings.
These measures ensured that the research instruments used in this study will both valid and reliable. By establishing the accuracy and consistency of the instruments, the study’s findings are more likely to be credible, trustworthy, and generalizablewithin the context of Kwara State's tourism industry.
 
3.7   DATA COLLECTION METHODS
The data collection methods employed in this study were designed to capture both quantitative and qualitative data to comprehensively address the research objectives. These methods included the use of structured questionnaires, semi-structured interviews, and document analysis.
1. Structured Questionnaires (Quantitative Data)
The primary tool for quantitative data collection was a structured questionnaire distributed to a broad range of respondents, including tourists, local residents, and tourism operators in Kwara State. The questionnaire was designed to gather numerical data on:
• The frequency and purpose of social media use in tourism promotion.
• Preferred social media platforms for tourism content.
• Perceptions of the effectiveness of social media in promoting Kwara State's attractions.
• Challenges and opportunities in using social media for tourism development.
The questionnaires were distributed physically and electronically to maximize reach and participation. Responses were collected and coded for statistical analysis.
2. Semi-Structured Interviews (Qualitative Data)
To complement the quantitative data, semi-structured interviews were conducted with selected stakeholders. These included:
• Government officials involved in tourism development.
• Social media influencers promoting Kwara State as a destination.
• Tourism business owners and operators utilizing digital marketing strategies.
The interviews provided rich, in-depth insights into the participants' strategies, experiences, and perspectives regarding social media's role in tourism. The flexibility of semi-structured interviews allowed participants to elaborate on their views, uncovering themes that might not be evident from the questionnaire data alone.
3. Document Analysis
Secondary data from relevant documents, reports, and records was reviewed to support the findings from primary data collection. Examples of documents analyzed included:
• Social media campaign reports by tourism boards.
• Statistical data on tourist arrivals and engagement with Kwara State’s attractions.
• Policy documents and strategies related to tourism promotion in Nigeria.
Rationale for Multi-Method Approach
Combining these methods ensured a balanced and comprehensive approach to data collection. The questionnaires provided a broad overview of trends and patterns, while the interviews and document analysis offered depth and context. Together, these methods enhanced the reliability and validity of the study.
3.8 DATA ANALYSIS METHODS
The data analysis methods employed in this study weretailored to handle both quantitative and qualitative data, ensuring a thorough interpretation of the findings. The analysis was designed to align with the research objectives and provide insights into the role of social media in promoting tourism in Kwara State.
1. Quantitative Data Analysis
Quantitative data collected from the structured questionnaires were analyzed using statistical methods to identify trends, relationships, and patterns. The steps included:
• Data Coding and Entry:
Responses from the questionnaires were coded and entered into statistical software such as SPSS (Statistical Package for the Social Sciences).
• Descriptive Statistics:
Measures such as frequencies, percentages, means, and standard deviations were calculated to summarize the data. These statistics provided insights into social media usage patterns, preferences, and perceptions of its impact on tourism.
• Inferential Statistics:
Where applicable, inferential statistical techniques, such as chi-square tests or correlation analysis, were employed to examine relationships between variables, such as the influence of social media usage on tourists' decision-making processes.
2. Qualitative Data Analysis
The qualitative data obtained from semi-structured interviews were analyzed thematically. This process involved the following steps:
• Transcription:
Audio recordings of interviews were transcribed verbatim to create textual data for analysis.
• Coding:
The transcriptions were reviewed and coded into categories based on recurring themes, such as strategies for social media marketing, perceived challenges, and success stories in tourism promotion.
• Thematic Analysis:
Key themes and sub-themes were identified and analyzed to uncover insights into stakeholders' perspectives on social media’s role in promoting tourism.
3. Triangulation
To enhance the reliability and validity of the findings, triangulation was employed by comparing data from multiple sources, including:
• Quantitative results from questionnaires.
• Qualitative insights from interviews.
• Information obtained from document analysis.
Triangulation ensured a more robust interpretation by cross-verifying the findings, providing a comprehensive understanding of the research problem.
Software and Tools Used
• SPSS was used for quantitative data analysis.
• NVivo or manual thematic analysis techniques were used for qualitative data.
• Microsoft Excel was used for data visualization and basic computations.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

4.1 Introduction

This chapter presents the data collected through the research instrument and provides an analysis of the responses obtained from the participants. The aim is to examine the role of social media in promoting tourism in Kwara State, based on the objectives and research questions outlined in earlier chapters. The analysis is structured to reflect the demographic characteristics of the respondents and their responses to the key items on the questionnaire.

Descriptive statistics such as frequency counts, percentages, and mean scores are used to interpret the data. Tables and charts are employed where appropriate to aid visual comprehension. This chapter also includes a discussion of the findings in relation to the literature reviewed and the theoretical framework adopted in the study.

4.2 Demographic Characteristics of Respondents

The respondents in this study consist of 150 individuals, categorized into four main groups: tourists and local residents, tourism operators and stakeholders, social media influencers, and government officials/tourism experts. Their demographic details are summarized below:

Table 4.1: Category of Respondents

Category Frequency Percentage (%)
Tourists and Local Residents 80 53.3%
Tourism Operators and Stakeholders 30 20.0%
Social Media Influencers 20 13.3%
Government Officials and Tourism Experts 20 13.3%
Total 150 100%

Interpretation: The largest portion of respondents are tourists and local residents (53.3%), followed by tourism operators and stakeholders. This distribution reflects the practical relevance of each group’s perspective on tourism and social media.

Table 4.2: Gender Distribution

Gender Frequency Percentage (%)
Male 82 54.7%
Female 68 45.3%
Total 150 100%

Interpretation: Slightly more than half of the respondents are male (54.7%), while females make up 45.3%, showing a relatively balanced gender representation.

Table 4.3: Age Distribution

Age Range Frequency Percentage (%)
18–25 years 45 30.0%
26–35 years 55 36.7%
36–45 years 30 20.0%
46 years and above 20 13.3%
Total 150 100%

Interpretation: A majority of respondents (66.7%) are within the 18–35 age group, which typically represents active social media users and tourism participants.

Table 4.4: Educational Qualification

Qualification Frequency Percentage (%)
SSCE/WAEC 20 13.3%
ND/NCE 35 23.3%
HND/Bachelor’s Degree 65 43.3%
Master’s and above 30 20.0%
Total 150 100%

Interpretation: Most respondents (43.3%) hold at least a Bachelor’s degree or HND, which suggests an audience capable of understanding the digital and tourism dynamics involved in the study.

Table 4.5: Occupation of Respondents

Occupation Frequency Percentage (%)
Students 40 26.7%
Civil/Public Servants 30 20.0%
Business Owners 35 23.3%
Media/Content Creators 20 13.3%
Tourism Professionals 25 16.7%
Total 150 100%

Interpretation: A diverse range of occupations is represented, including students, government officials, tourism professionals, and media/content creators, aligning with the study’s target groups.

Table 4.6: Awareness of Tourism Sites in Kwara State

Awareness Level Frequency Percentage (%)
Very Aware 45 30.0%
Somewhat Aware 70 46.7%
Not Aware 35 23.3%
Total 150 100%

Interpretation: A significant portion of respondents (76.7%) are at least somewhat aware of tourism sites in Kwara State, which is valuable for understanding the potential reach and impact of digital promotion.

4.3 Analysis of Research Questions

Research Question 1: How has social media influenced the visibility of tourist destinations in Kwara State?

Sample Data (Survey Question Example):
“Do you think social media has improved the visibility of tourist sites in Kwara State?”

Response Frequency Percentage (%)
Yes, significantly 90 60.0%
Yes, moderately 40 26.7%
No effect 15 10.0%
Not sure 5 3.3%
Total 150 100%

Interpretation:
A total of 86.7% of respondents agreed that social media has improved the visibility of tourist destinations in Kwara State, with 60% citing a significant impact. This suggests that platforms like Instagram, Facebook, and TikTok play a vital role in attracting attention to locations such as Esie Museum and Owu Waterfall.

Research Question 2: What are the key social media platforms used in promoting tourism in Kwara State?

Sample Data (Survey Question Example):
“Which of the following platforms do you see most frequently used to promote tourism in Kwara State?” (Multiple responses allowed)

Platform Frequency Percentage (%)
Facebook 110 73.3%
Instagram 95 63.3%
TikTok 70 46.7%
Twitter/X 60 40.0%
YouTube 45 30.0%

Interpretation:
Facebook and Instagram are the dominant platforms used in tourism promotion, likely due to their visual nature and user base. TikTok is gaining relevance, particularly among younger audiences, while YouTube and Twitter/X serve niche functions.

Research Question 3: What challenges are associated with the use of social media in promoting tourism in Kwara State?

Sample Data (Survey Question Example):
“What challenges do you think hinder the effective use of social media in tourism promotion?” (Multiple responses allowed)

Challenge Frequency Percentage (%)
Inadequate content creation 100 66.7%
Poor internet access in rural areas 85 56.7%
Lack of funding for digital promotion 70 46.7%
Low engagement from target audience 50 33.3%
Inconsistency in posting and updates 40 26.7%

Interpretation:
The most cited challenge was inadequate content creation (66.7%), suggesting a gap in the availability of professional or appealing promotional material. Other issues include limited internet infrastructure and insufficient funding to sustain digital tourism campaigns.

Research Question 4: How effective are government and private sector efforts in utilizing social media for tourism development in Kwara State?

Sample Data (Survey Question Example):
“Rate the effectiveness of government/private sector use of social media in promoting tourism in Kwara State.”

Response Frequency Percentage (%)
Very effective 20 13.3%
Moderately effective 60 40.0%
Not effective 50 33.3%
Not sure 20 13.3%

Interpretation:
Only 13.3% of respondents rated efforts as “very effective,” while one-third viewed them as not effective. This suggests a need for enhanced strategic engagement and collaboration between stakeholders, particularly in the public sector.


4.4 Discussion of Findings

This section connects the analyzed data with the research objectives, literature reviewed, and theoretical frameworks (such as the Uses and Gratifications Theory and Diffusion of Innovation Theory). The aim is to interpret how the results reflect, support, or challenge existing knowledge and theories.

1. Social Media’s Influence on Tourism Visibility

The findings show that 86.7% of respondents believe social media has significantly or moderately improved the visibility of tourist sites in Kwara State. This supports the Uses and Gratifications Theory, which emphasizes how individuals actively seek media content that satisfies their needs—in this case, discovering travel destinations.

The result aligns with studies such as Adebayo (2021), who found that social media platforms like Instagram and Facebook contribute to destination awareness and decision-making in Nigeria. The visual appeal of tourist attractions shared on platforms enables wider exposure, especially among younger travelers.

2. Popular Social Media Platforms for Tourism Promotion

The most used platforms, according to respondents, are Facebook (73.3%), Instagram (63.3%), and TikTok (46.7%). These findings mirror the trends discussed by Olumide (2020), who emphasized that visual and short-form content is more engaging and suitable for tourism marketing.

The preference for platforms with strong visual storytelling capacity supports the Diffusion of Innovation Theory, showing how new communication technologies are adopted by tourism stakeholders based on their effectiveness and reach.

3. Challenges in Using Social Media for Tourism

Major challenges reported include inadequate content creation (66.7%), poor internet access (56.7%), and lack of funding (46.7%). These issues highlight infrastructural and strategic gaps, especially in less urbanized regions of Kwara State.

This confirms findings by Nwachukwu (2019), who argued that without consistent investment in digital tourism tools and training, the full potential of social media cannot be harnessed. It also reflects the digital paradox noted in your topic—the tools are available, but their utilization is hindered by systemic and environmental limitations.

4. Effectiveness of Government and Private Sector Efforts

Only 13.3% found social media efforts by the government/private sector “very effective,” while 33.3% rated them “not effective.” This suggests a disconnection between policy intentions and practical execution.

The findings echo Udo (2020), who observed that public tourism agencies often lack a coherent digital strategy. The data further supports the need for training, funding, and collaboration between influencers, operators, and government bodies.

Summary of Discussion

Overall, the data reaffirms that while social media holds enormous potential in promoting tourism in Kwara State, that potential remains underutilized due to identifiable gaps in infrastructure, strategy, and funding. The findings support existing literature and validate the theories adopted in the study.


CHAPTER FIVE

5.0 Summary, Conclusion and Recommendations

5.1 Summary

This study examined the role of social media in promoting tourism in Kwara State, Nigeria, with a focus on understanding its effectiveness, usage, challenges, and opportunities. The study was guided by three research objectives:
1. To examine the extent to which social media has influenced tourism promotion in Kwara State.
2. To identify the platforms mostly used in promoting tourism in the state.
3. To analyze the challenges and limitations facing the use of social media in promoting tourism.

The research adopted a quantitative survey design using a structured questionnaire distributed to 150 respondents, comprising tourists, local residents, tourism operators, influencers, and government officials. Data was analyzed using descriptive statistics such as frequency and percentage tables.

Findings revealed that social media platforms—particularly Facebook, Instagram, and TikTok—play a significant role in increasing the visibility of tourist attractions in the state. However, issues such as poor internet infrastructure, inadequate content creation, and lack of government support continue to hinder optimal utilization. Theoretical frameworks including the Uses and Gratifications Theory and Diffusion of Innovation Theory helped explain the behavior and adoption patterns of social media users in the tourism sector.

5.2 Conclusion

Social media has become a transformative force in modern tourism, offering dynamic ways to share, promote, and experience destinations. In Kwara State, its influence is evident in the increasing awareness and interest in local tourist sites. However, this potential is far from fully realized. The digital paradox emerges clearly—while the tools are accessible, structural and strategic deficiencies inhibit their full impact.

The study concludes that to bridge this gap, stakeholders must address the underlying infrastructural and communication challenges. When properly integrated, social media can become a cornerstone in positioning Kwara State as a competitive tourism hub both nationally and internationally.

5.3 Recommendations

Based on the findings and conclusions of this study, the following recommendations are made:
1. Government Investment in Digital Tourism
The state government should invest in digital infrastructure and training to empower tourism boards and agencies to create compelling digital content and manage social media platforms effectively.
2. Public-Private Collaboration
Collaboration between government, tourism operators, and social media influencers should be encouraged to co-create campaigns that promote local attractions with authentic and engaging storytelling.
3. Capacity Building and Training
Stakeholders in the tourism industry should be trained on digital marketing strategies and content creation to boost visibility and engagement online.
4. Targeted Promotion of Key Tourist Sites
Iconic destinations such as Esie Museum, Owu Falls, and Sobi Hills should be prioritized in online campaigns, with consistent content tailored for each platform’s audience.
5. Policy Support and Strategic Framework
A digital tourism policy framework should be established to ensure long-term sustainability, monitoring, and evaluation of social media’s impact on tourism development in the state.

5.4 Suggestions for Further Studies

Future research can explore:
• Comparative studies between Kwara State and other Nigerian states regarding social media tourism promotion.
• Qualitative investigations into tourist perceptions of social media content related to local destinations.
• The role of emerging technologies (e.g., AI, virtual tours) in enhancing digital tourism.
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