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ABSTRACT
This work was done to find out the Influence of Facebook on preorder marketing among female student of Kwara state polytechnic as it believed that social media is very effective as a tool to be used in carrying out marketing activities, however, this research work is set out to find out the Influence of Facebook on preorder marketing among female student of kwara state polytechnic. Therefore, the objectives of this study is to examine the influence Facebook have on pre-order marketing among Kwara poly female student, to know the extent to which Facebook is been used in carrying out pre-order marketing, to examine the effectiveness of Facebook on pre-order marketing among female student of Kwara poly. This research was carried out by administering 100 questionnaires which was distributed and given to respondents within Kwara State. The responses of this various respondents was analysed in chapter 4. It was the findings made after the data has been analysed was what was been user to work on the summary, conclusion and recommendation.
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CHAPTER ONE
INTRODUCTION
1.1	Background of the study
Social media has quickly changed the contemporary marketing approach. It has established a connection between marketers and other consumers, creating new possibilities and opportunities with the aim of increasing consumer brand awareness. In order to attract consumers attention and address customization of their needs, advertising specialists have started using social networking website appeals in their ads. Their aim is to encourage users to share the brand image and to develop free advertising.
Facebook is one of the social networking site at is used to a large extent in influence the buying pattern and attracting and gaining more customers and consumer. Facebook has some marketing strategies that is not present in the traditional marketing strategies. Promoting even small firms businesses using social media (such as Facebook) is a less expensive solution than taking the risk of paying large sums to advertise in non-virtual media. When most consumers join a brand group on Facebook, it is possible for the information that they receive from other users to influence their brand perceptions and purchase intentions.
Pre-orders are a popular merchandising model where you can offer products to customers with the intention of delivering at a future date. The pandemic has made it trendy to sell goods on pre-order. Pre-order means that your customers buy goods that are temporarily out of stock or just planned to arrive in stock. A big number of fashion brands used before the pandemic to promote future collections and to increase sales, while selling not the physical items actually, but visual samples and photos of products in the catalogue.
Facebook is one of the social networking sites used as a tool for preorder marketing even among tertiary institution student in the country. Facebook enables the potential buyer to be able to communicate with the brand and even have access to the comment of other buyers. Pre-orders can strengthen your marketing campaign and also help in boosting sales
The Facebook is the most advanced form of direct marketing that allows users to reach their target market for free or for a minimal investment. Because of its local and global character, advanced applications, and unstoppable growth, Facebook has huge marketing potential. Through it, users announce the message they want to convey to others in different ways. In addition, besides the young people, there is growing number of adults, intellectuals and business people around the world who use Facebook.
Based on the exigencies of the forgoing that Facebook is a good medium for marketing, it therefore becomes imperative to ascertain the influence of Facebook on pre-order marketing among female student of Kwara state polytechnic.
Views of the people with regard to the credibility of the social media which many rely on them for sending and receiving messages or information. This is highly expedient as mass media organizations, advertisers and other corporate entities patronize the social media channels like individual persons. Meanwhile sometimes many a person cry foul that the information the audience received from the social media site about them is either completely false or a doctored version of an event or an issue. So, this study is set to find out the influence of Facebook on preorder marketing activities among student of Kwara State Polytechnic.
1.2	 Statement of the Research Problem
Marketing through social networks is a process based on the promotion of existing and potential customers (target market) to voluntary and free exchange of information about a product or service, to comment, to Like it, and thus allow the organization to ensure that the maximum amount of exposure of promotional message to customer.
The Facebook is the most advanced form of direct marketing that allows users to reach their target market for free or for a minimal investment. Because of its local and global character, advanced applications, and unstoppable growth, Facebook has huge marketing potential. Through it, users announce the message they want to convey to others in different ways. In addition, besides the young people, there is growing number of adults, intellectuals and business people around the world who use Facebook.
Facebook is use in carrying out pre-order marketing activities but the Influence had on pre-order marketing is been undermined by the various crime and atrocities that can be carried out on the platform. For example Facebook has been accused of posing risks for many users, particularly young people.
Facebook has been used to facilitate "new" crimes such as revenge porn, prompting calls for harsher punishment. Criminals also use Facebook to track potential victims (and their possessions) for example this is highlighted in the recent Kim Kardashian robbery.
Due to the online threat like scamming is growing rampantly on Facebook and others social network, people hardly believe pre-order marketing activities they come across on the platform. So this had reduced the effectiveness Facebook play in the promotion of pre-order marketing activities.	However this research work is trying to examine the Influence of Facebook on preorder marketing among female student of Kwara State Polytechnic. This research work however is trying to find out the Influence of Facebook on preorder marketing among student of Kwara State Polytechnic
1.3	RESEARCH OBJECTIVES
1. To examine the influence Facebook have on pre-order marketing among Kwarapoly student.
2. To know the extent to which Facebook is been used in carrying out pre-order marketing
3. To examine the effectiveness of Facebook on pre-order marketing among student of kwarapoly.



1.4	 RESEARCH QUESTIONS
1. What influence does Facebook have on pre-order marketing among Kwara poly student?
2. To what extent is Facebook use in carrying out pre-order marketing?
3. What is the effectiveness of Facebook on pre-order marketing among student of Kwara?
1.5	SIGNIFICANCE OF THE STUDY
The study on the Influence of Facebook on preorder marketing among student of Kwara state polytechnic will be an immense benefit to other researcher(s) who want to conduct similar research and other research work that are related to this to this study.
This study would also be of immense benefit to business owner who want to use Facebook in carrying out pre-order marketing activities as it this project would reveal the strength and weaknesses of Facebook in carrying out pre-order marketing activities.
1.6	SCOPE AND LIMITATIONS OF THE STUDY
The study focuses on the evaluation of the Influence of Facebook on preorder marketing among student of kwara state polytechnic. Therefore, the scope of this study would be limited specifically to Kwara State Polytechnic Ilorin.




Limitations of the Study
1. Financial Constraints:
Insufficient fund tends to impede the efficiency of the researcher in sourcing for the relevant materials, literature or information and in the process of data Collection (internets and questionnaire).
2. Time constraints:
The researcher will simultaneously engage in this study with other academic work. This consequently will cut down on the time devoted for the research work
1.7	 Definition of Key Terms
1. Influence: the power or capacity of causing an effect in indirect or intangible ways
2. Pre-order: Pre-order means that your customers buy goods that are temporarily out of stock or just planned to arrive in stock.
3. Marketing: the process or technique of promoting, selling, and distributing a product or service.
4. Facebook: This an online social networking websites, where people can create profiles, share information such as photos and quotes about themselves, and respond or link to the information posted by others.
5. Student: Is someone who is studying in order to enter a particular profession.


CHAPTER TWO
LITERATURE REVIEW
2.1	Conceptual Framework
Pre-orders are a vital component of a successful new product launch. As we’ve seen over the past few years (particularly in the video game space), pre-orders are a fantastic way to generate hype and buzz prior to the official launch of a product. Beyond that, they’re a great way to get an idea of customer interest levels, and secure early capital. A pre-order sale allows customers to order a product not currently available in stock or not yet released. It is a valuable tool to increase sales for store owners. This research work looks into the influence of Facebook on preorder marketing among female student of Kwara state polytechnic.
2.1.1	Concept of Facebook
Facebook is a social networking website that was founded in February 2004 by Harvard University students Chris Hughes, Andrew McCollum, Dustin Moskovitz, Eduardo Saverin and Mark Zuckerberg.
The idea behind Facebook was to provide an online book of faces for university students to connect and share information. It was initially a social network for Harvard and expanded in the following years to any university. It eventually became a social network for anyone, anywhere in the world.
The concept of a social network was a nascent one in 2004 and not entirely unique. Other social networks that were active at the time Facebook was created were Friendster, which was launched in 2002, and MySpace, which was launched in 2003. Users post information, status updates and pictures of themselves on social networks. These items are shared with friends, family and communities of interest.
Facebook is more than just a social networking platform; it’s also a business. Facebook had its initial public offering on May 18, 2012, on the Nasdaq stock exchange trading under the symbol FB. The company rebranded as Meta on Oct. 28, 2021. As of Dec. 1, 2021, Facebook trades under the symbol MVRS.
Facebook is only one of several technologies that Meta operates. In 2012, Facebook acquired social networking site Instagram for $1 billion. Facebook then acquired WhatsApp for $19 billion in 2014. Facebook later got into virtual reality (VR) hardware with its acquisition of Oculus VR in 2014 for $2 billion. With Meta, the idea is to create and enable the metaverse. This would meld social networking, VR and augmented reality components to create new types of user interactions and experiences.
2.1.2	The History of Facebook
The founding of Facebook: How It Happened
Zuckerberg decided to create a student directory with photos and basic personal information, Facemash, which used photos compiled from the online facebooks of nine dormitory Houses, placing two next to each other and asking users to choose the hotter person. To accomplish this, Mark hacked into the protected areas of Harvard’s computer network and copied the houses’ private dormitory ID images.
Harvard at that time did not have a student directory with photos and essential information, and the Facemash site generated 450 visitors and 22000 photo-views in its first several hours online. The initial site mirrored people’s physical community—with their real identities, represented the key aspects of what later became Facebook.
The site was quickly forwarded to several campus group list servers but was shut down a few days later by the Harvard administration. Zuckerberg got into trouble, being charged by the administration with breach of security, violating copyrights, and violating individual privacy, and faced expulsion, but ultimately the charges were dropped.
The following semester, in January 2004, Mark began writing code for a new website. In February 2004, he launched the The facebook site, initially located at URL thefacebook.com. When Zuckerberg finished the site, he told a couple of friends, and one of them put it on an online mailing list. Immediately several dozen people joined, and then they were telling people at the other houses. It was like an avalanche; within twenty-four hours, the facebook had somewhere between twelve hundred and fifteen hundred registrants.
Initially, membership was restricted to students of Harvard College, and within the first month, more than half the undergraduate population at Harvard was registered on the site. Mark soon attracted assistants to promote the website—Eduardo Saverin (business aspects), Dustin Moskovitz (programmer), Andrew McCollum (graphic artist), and Chris Hughes. In March 2004, Facebook expanded to 3 other Universities—Stanford, Columbia, and Yale. This expansion continued when it opened to all Ivy League and Boston area schools, and gradually most universities in Canada and the United States.
The company Facebook incorporated in the summer of 2004 and the entrepreneur Sean Parker, who had been informally advising Zuckerberg, became the company’s president. At the same time, the company received its first investment of US$500000 from PayPal co-founder Peter Thiel and moved its base of operations to Palo Alto, California. The company dropped The from its name after purchasing the domain name facebook.com in 2005 for $200,000.
Facebook Through the Decades
Decade 1 – 2003 to 2013
Facebook started in 2003 as a student directory featuring basic information and photos proposed to replace the domineering paper sheets and private online directories used at Harvard. Facebook was originally called FaceMash when launched in 2003.
By 2004, Mark Zuckerberg began to write the code of a new website, TheFacebook. The website was launched on February 4, 2004, recording over 12,000 registrants within the first twenty-four hours of going live.
Although, when created, membership was restricted to only Harvard University students; however, by March 2004, membership had expanded to almost all universities in Canada and the United States.
Facebook dropped the “The” suffix in 2005 after the domain name, Facebook.com was purchased. During this same period, Facebook headquarters was moved to Palo Alto, California, and Sean Parker, Zuckerberg’s unofficial advisor, was appointed as the company’s president.
After hiring the six militant-in-registered in December 2006, the network further expanded to universities in the United Kingdom, New Zealand, Australia, and several other parts of the world that could now register. Also, employees of top companies, such as Microsoft and Apple, became eligible to register. The social media platform became available to everyone to focus and older in September 2006, and with this, the social media network owns skyrocketed to several million.
The company introduced the group pages feature in 2007, allowing companies to attract prospects and close multiple deals without leaving the website. Over 100,000 business pages were registered in the beta testing stage.
In February 2011, the social media platform became the largest online photo directory, surpassing even Pixable, expected to have billions photos before the summer of 2011.
Decade 2 - 2011 to Date.
In 2015, over 900 million people were active users worldwide generating an average of $10 billion as revenue yearly since its creation. In 2014, Facebook developed another iOS and Android app, Facebook Lite, allowing users to access their platform with fewer data.

Facebook Zero was launched in February 2010 to allow users to enjoy the platform for free without the need for mobile data. Facebook also launched its dating service, Facebook Dating in May 2018.
Presently, these are over 20illion active users on Facebook, doubling as the biggest social media network all over the world. In November 2021, Mark Zuckerberg announced that the company was changing its name to "Meet" to further embrace AI.
2.1.3	Benefits or advantages of Facebook:
Following are the benefits or advantages of Facebook:
· You can connect to the world and get all the information by just signing up on it.
· You can find and invite your friends to connect.
· You can share each path every moment of your personal life with all your contacts.
· It provides an interface where you can chat with all the people you know.
· Business promotion is one of the biggest advantages of Facebook. You can advertise your business on fun pages and through Advertisement.
· You can entertain yourself on Facebook as it provides games to play with friends and family members.
· The best part of Facebook is that it is free of cost and that you don't need to pay for the services available to you. The exception is paid advertisement and paid promotion.
· You can create one or many groups pertaining to particular topics and invite your contacts to be member of the same. This allows other facebook users to also join the group. This provides platform for the like-minded people to discuss and share their views. The group members can post queries and also provide answer to queries of the others.
· It has messenger utility which can be handled on the mobile phones to have quick access compare to web page.
2.1.4	Drawbacks or disadvantages of Facebook
Following are the drawbacks or disadvantages of Facebook:
· A person can get addicted to Facebook in no time.
· Some people can create fake accounts which results into harassment and abuse.
· Hackers are now using Facebook who send scams which can retrieve all your personal data.
· You cannot hide your personal details as it is viewed by all the people even if before is not your relative.
· Some people create groups in order to abuse people or personalities considering their religion or Cases.
· Addiction by children lead to poor academic results.



2.1.5	Features of Facebook
Facebook started out as a community where users shared information about themselves and different topics. Over time, different features expanded the scope of its capabilities:
1. Timeline: User profiles and updates are shown on what it knows as the Timeline. Timeline is the successor to the Facebook wall, which was the original home for user profiles and updates. The user timeline includes posts, status updates, friend listings, photos, videos and user activity information.
2. Friends: A primary feature of Facebook is the ability to search for and connect with friends and family. The search interface helps users quickly find acquaintances and also suggests potential connections.
3. News Feed: News Feed enables users to view news from the connections and groups that they follow. Users can like a given post or comment on it.
4. Pages: Pages are the profile and content pages for businesses on Facebook. Pages provide the ability for businesses to share information and communicate with customers.
5. Games: Facebook provides an integrated capability enabling users to play games on their own or together with friends. Among the early successes of games on Facebook was Zynga's FarmVille.
6. Groups: Communities of interest can organize themselves with the Facebook group feature. This enables the sharing of information, images and active discussions.
7. Events: This feature enables users and groups to organize events that their followers can attend. It enables users to send out invites and help manage an attitude list.
8. Marketplace: This is an online yard sale, where users can buy and sell goods and services with other Facebook members.
9. Messenger: This is an instant messenger that enables friends to communicate in real time via web chat or a mobile app.
10. 10 Video, Facebook Live is a feature that enables individuals and businesses to stream live videos to friends, family and followers.
2.1.6	User for Facebook
Billions of people around the world use Facebook daily to create and grow communities, personal interactions and revenue. There are many uses for Facebook that individuals, community groups and businesses can benefit from:
1. Connecting with friends. The primary use of Facebook has always been about connecting people. Facebook is a way to find and connect with friends and remain updated on their activities.
2. Connecting communities. Facebook is used to create and organize communities of interest on just about any topic. It's a platform that can enabled like-minded individuals to come together, share ideas, discuss and organize.
3. Targeting with customers. For businesses, Facebook can help with brand building and customer engagement. Having a Facebook presence enables businesses to share information about products and services to established and potential customers.
4. Searching for jobs. Facebook is often a way to look at the personal and professional lives of people and organizations to see if there is a cultural. If: Businesses also often list available jobs on the app.
5. Selling goods and services. Businesses can sell goods and services directly in the marketplace. They can also push consumers toward their products via advertisements.
2.1.7	Reasons to Use Facebook for Business
Facebook is the all special media platform used by businesses. The following are some of the key ways Facebook helps your business:
· Build Long-Term Relationships
Facebook pages are a really great way to centralize information and also engage with your customer base in a one-on-one format. Unlike faster platforms like Twitter, or image-oriented ones like Instagram, Facebook gives you the space to create a more long-term, interactive platform where you or your social model employees can really engage with your customer base.
· Efficient Channel of Communication
If a company more itself in this sort of one-to-one engagement with customers is given way to keep their base active it to pin posts to the top of their timeline. Often times, customers will visit the Facebook page on music in search of information. You can answer your customers' questions, address company-wide issues or purchasing issues, announce sales, and more.
· Market Research
Facebook Page Insights provides robust analytics capabilities for both free and paid posts. Facebook gathers information on your page design, so that you can get at better sense of the demographic you've teaching, which is helpful in determining your best practices and figuring out if you're targeting the tight-popping. In your products, Learning more about your customers' ages, races, gestures, youngsters, job titles, and educational levels can help you get a deeper understanding of your customers' needs, interests, and backgrounds so that you can share your posts, tone, and content to appeal to them more specifically.
· Save Money
Regardless of whether your business is just entering out, or you have a respectable or sizeable following all loyal customers, a Facebook page remains free to set up, making it a great few-cost marketing strategy.
· Centralizer Your Analytics
Facebook is also a solid measure of centralizing your audience. While a website is crucial to driving business performance and informing both frequent and prospective customers of what your business does, a Facebook page can often serve as a place where you can build your business's brand and can serve your mission on a more interactive level.
2.1.8	Concept of Preorder
A pre-order, or preorder, is the act of translating a product link like not yet been released or produced. Pre-ordering is a valuable skills tool that lets you change customers's disposal or full payment to reserve products. The best part is that you don't even have to pay to keep these products on hand.
Pre-ordering is also useful for consumers as it guarantees they'll immediately receive a product upon release. If demand is very high or production runs are small, it can be nearly impossible for customers to buy the products normally.
Pre-orders are a popular merchandising model where you can offer products to customers with the intention of delivering at a future date. The Pre-orders feature allows you to gauge interest and manufacture items rather than guess at popularity and either over or under produce products.
Pre-order is especially helpful to fashion and electronics but can extend to home goods, music merchandising, health and beauty and more. Customers pay full price with a guarantee of delivery on or around a future fixed date.
2.1.9	Feature of Preorder
1. Time frame: The time frame is up to a maximum of 16 weeks (112 days).
2. Payment: You will be sent payment after items are marked as shipped.
3. Shipment: You can fulfill pre-order orders up to 2 weeks in advance of the fixed delivery date.
4. Handling time: You cannot combine pre-order time and extended handling times.
5. Inventory: You can configure pre-order inventory with specific set limits.
6. Returns: You can set custom return windows by product.
2.1.10	 Advantages of Preorders
· Improve the in-flow of cash
Taking preorders is a great way for companies to improve their in-flow of cash. Most of the time when the preorders are taken, the product is in the manufacturing or packaging stage, earning money before even releasing the product can be a big benefit and help to covering transportation costs and other costs.
· Help in creating a buzz in the market
The product starts getting a lot of attraction since it is kept on the proorder option. It is a perfect time to even offer discounts or some precious goodies. For example, have a bank autographed by the author or a chance to meet and greet the author. All these promotional activities help in creating the hype for the product and hence garnering a good demand for the product even before its launch.

· All industries can use Pre-scale option
The best part about procedure is that it can be practiced by all companies and industries. It is not limited to just video games and books. Big companies like luxury brands, retailers, mobile phone brands, electronics items, etc. can all make use of provider offer for attracting the consumers.
There is no shame attached to it, even big companies like Apple adopted the provider option during the iPhone X release or when Samsung launched a productivity facility for their Galaxy tabs.
· Provide the demand of product accurately
If the product is still in the manufacturing stage then the company can gauge the demand for its product by allowing them to be processed. The retailers can be assured of minimum sales while the manufacturers will know how much to produce precisely during the initial production runs. The higher the demand for the product, the faster the manufacturer can go into the second round of production. This in flow of cash is already pouring in, and therefore producing more products will eventually result in increasing the sales of the product further.
· Ranking better on search engines
Having a proorder product page already indexed by search engines like Google, Bing, etc. will increase the probability of gaining higher page ranks when the product actually gets released. This is usually because the providers pages are created long before other competitors who create the product pages only when the product hits the market.
2.1.11	Disadvantages of procedure
1. Limited product sets are offered for providers.
It is always good to grab the products quickly because usually, only a few or limited ones in turn for pre-orders. Both, retailers and consumers have to be on a lookout and buy the thing they need as soon as proceedings gets started or else they will miss out on the opportunity. Suppliers usually have a very short window, so if the retailer is unable to place the orders for the products in time. For this, it has not in making the product.
2. Pre-orders share cannot guarantee product success.
Having signed all the advantages of proceedings, one needs to take into consideration people will buy your product before launch only when you miss a quality product. Hence, always work on improving your product first and then go for these kinds of marketing techniques. Also, processing is an incredibly technique for generating revenue, and one should get more creative and caring with better detail to promote your product.
3. Dependency on Manufacturer or Supplier
So, you've got lot of procedures for a particular product, but the launch date has already arrived, and you still don't have this inventory? Well, that's one of the biggest drawbacks of practice since at the manufacturer or the supplier who has control over the turnaround of the products. Always choose to provide easily the products for which you have reliable manufacturers or suppliers or that you don't lose out on customer's loyalty and your credibility.

2.1.12.1	Facebook and Preorder Marketing
With more than one billion active people on Facebook (Facebook newsroom, 2014), Facebook provides a great opportunity for marketers to reach customers all over the world. Marketers quickly realize the value of brand promotion by using Facebook. Why not market your business to one billion people? What's more, it is free to build a Facebook page. A lot of renowned companies are attracted to promote their brand-new Facebook, such as Coca-Cola, Samsung Mobile, Starbucks, Nike Football, Pringle, and so on. They carry out their pre-order marketing campaigns by leveraging Facebook's features. Effective marketing strategies help from build an engagement with current customers and attract potential customers. Facebook is a platform which satisfies marketers' needs to take part in a conversation with customers. It provides an open and transparent circumstance where information can flow freely between consumers and marketers. (Danny & Krueger, 2010)
2.1.12.2.	Reasons to see Facebook for marketing
Facebook marketing opens benefits to both EGO (business-to-emergency) marketers and EGD (business-to-business) marketers. For insurance-to-consumer marketers, the main reasons to have a presence on Facebook are as follows: (Danny & Krueger, 2010).
· Facebook provides an excellent environment for marketers to build brand and as a result of it vital marketing capabilities.
· Facebook creates a platform to allow companies to build interaction with customers, thereby getting valuable customer views.
· A Facebook page can help the search engine ranking of a company become higher.
The benefits for insurance-to-business marketers are also highlighted:
· Facebook page can be a recruitment tool for companies by post-production through the Facebook Marketplace, or related groups with their industry on Facebook, or targeted advertising campaigns.
· Facebook can be a feedback loop for EGD marketers to hear customers' voices.
· Facebook can be a centralized hub for companies with interactions, knowledge sharing, and employee communication facilitators even though they come from different entities.
· Facebook opens a door for marketers to market their products and build their brand image online. It becomes possible for companies to reach a huge number of customers in one region, even all over the world. Besides that, Facebook is a good platform for automotive between customers and companies. It is helpful for companies to get feedback from customers and improve service. For customers, they can instantly get the information of subscribed Facebook page online. For example, what new product is released by the company, what promotion natively is launched, where is the new breach, and so on. Additionally, they can see other customers' views towards the products and exchange experiences with each other.


2.2.	Theoretical Framework
In today's research the uses and gratification theory would be used in analysis the influence of Facebook, for pre-order marketing among the female student of Korean poly.
2.2.1	The Uses and Certification Theory
The Uses and Certification theory discussed the effects of the media on people. It contains how people use the media for their own social and get satisfied when their needs are fulfilled. In other words, people need to have more personal and well-posed to help them make more than what media does to people. Also, this theory is in contradiction to the Magic Bullet theory, which states that the audience is passive. This theory has a user-sudience-centered approach. Even for communication, any – interpersonal, people refer to the media for the topic to discuss among themselves. By referring the media, they gain more knowledge and exposure to the world beyond their limited eyesight.
These are several media and gratification for people. They are categorized into five needs:
· Cognitive needs: Affective needs
· Personal Integrative needs
· Social Integrative needs
· Tension free needs
· Cognitive needs:

People use media for acquiring knowledge, information, facts, etc. Among the audience, some have the thirst to acquire intellectual and academic knowledge. This is not a very common phenomenon. Different people have different needs. For example, quiz programs on television give on factual knowledge; to know about current affairs people need to watch the news regularly; search engines on the internet are also very popular since people can browse for any topic easily under the run with no time restriction.
· Affective needs:
It includes all kinds of emotions, pleasure and moods of the people. People use media: say television, to satisfy their emotional needs.The best example would be when people get emotional or sometimes even they cry for a sad scene while watching the movie/warp opera.
· Personal Integrative needs:
This is the self-esteem need. People use media to reassure their status, gain credibility and stabilize. So people watch television and assure themselves that they have a respectable status in society. For example, people watch advertisements in the media like jewelry ads, furniture ads, apparel ads, etc. and buy these products so that they can change their lifestyle. Hence the media helps them to do so.



· Social Integrative needs:
It encompasses the need to socialize with family, friends and relations in society. For social interaction nowadays, people do not seem to gather socially during weekends instead they have turned to social networking sites on the internet such as Facebook, Twitter, and Tumblr etc. to satisfy their needs.
· Another example is people may start watching a particular programme, not because they have any self-interests, but because their neighbourhood watches it such that both the parties may have something in common to discuss.
· Tension free needs:
People sometimes use the media as a means to escapism from the real world and to relieve from tension and stress. For example, people tend to relax while speaking television, listening to the radio, surfing the internet, etc. In fact, media has the power to grab audience mind since it makes them feel connected with the situation and characters emotionally.
Note: The needs are specific in nature to the individual and how the media satisfies the need to subjugate. For example, some people may watch the news to relax while others may get turned or signaled by the same. The media is the same, but people uses it for different needs.


On television, most people watch reality shows nowadays not only its popular, but because of the following reasons:
i. It is more realistic.
ii. It provides entertainment.
iii. It is more interesting.
iv. There are new concepts cropping up every now and then.
v. Viewers can participate as well in many ways while sitting at home.
vi. Controversies are extensively covered.
vii. Sensationalism brings in more viewers.
In relation to today's study it is assume that people make use of Facebook for personal integrative need which makes them to participate in procudering of product that can help change their lifestyle.
2.3	Empirical Review
The empirical review are some of the related research work that has been carried out by other researchers.
Ferguson conducted a research on "Word of Month and Vital Marketing: Taking the Temperature of the Hottest Trends in Marketing. He found that viral marketing campaigns are not always effective or desirable for companies in light of the fact that Facebook users hesitate to pass on viral ads to their friends. It was also concluded that many users, simply ignored online viral ads."
As a Social network site, Facebook has been one of the most important social trends of the last. Although it started in 2004, Facebook currently has over a 6100m monthly active users (Facebook, 2012) the service is available in to languages which makes Facebook's novel with social network ads. The accuracy and transventions of these numbers can be questioned but the growth rate is impressive. It is this growth rate that has attracted the attention of researchers from many backgrounds. Facebook data can be compared to a crystal ball to understand customers (Castelynn, Mentar & Rutten, 2009).
Zywica and Danowski conducted a on "The Face of Facebookers" they found out that users with higher and low self-esteem both seek usherity on Facebook but for different uses and gratifications. The users encountering higher self-esteem and who are more empowered enhance their offline popularity by expanding it on Facebook. In contrast, users experiencing low self-esteem, who are often more introverted, strive to increase their Facebook popularity to compensate for their lack of popularity offline.
User actions on Facebook appears in the news feed status and every single friend is able to see them. Notifications can be delivered straight to email address (Shannon et al., 2009). However because users can build their own profile and write anything they want on Facebook, it does not necessarily provide correct, accurate and real information about users (Doyle 2007; Palmer & Keening-Lewis, 2009; Treadway & Smith, 2010). Facebook communities where users are members are the most relevant for advertisers (Cataloya, Murtar & Butten, 2009), through these communities advertisers are able to identify consumer taste and likes, which are essential in helping to create market segmentation and targeting and positioning strategies (Car & Polonsky, 2007; Treadway & Smith 2010) marketers can gain valuable information in community members' profiles and from the news feed statements that users position on their walls and pages (Chatelyn, Motant & Rotten, 2009).
This information can be then used to direct marketing purposes/Facebook advertising has consequently proven in popularity (Yang et al., 2020), reported that the advent of targeting advertisements, specifically toward demographic data (age, sex, education and so on) and higher restrictions on advertisement quality. Big turned Facebook advertising into a variable traffic builder and advertising option for small and large size business because of its sheer number of active users as well as the level of ease users actively use this social networking websites. Facebook is considered an appealing platform for online marketing specialist and online advertisers (Francisco, 2007) from an economic point of view. Facebook offers a thorough and competitive tariff system charging advertisers for percentage or a pre impression model. Calls made through the interaction with all call centers Facebook is an excellent direct-response marketing platforms, which can provide immediate and direct answer to marketing questions and problems within the least time period. Through the interaction with customers, organizations can gain valuable insight and feedback about existing and potential products and services.

A few years ago, when social media networking was not available, customers had restricted access to brand information through traditional media. In those times, companies were able to position the brand in the mind of the customer through their marketing strategies (Schulz, 2010). However, these days thanks to Facebook, it is the consumer who positions the brand and not the company. Loreline (cited in Portland et.al. 2009) agreed and added that customers previously referred to as the audience' are now actively participating in the creation of information as they are offering their opinions based on personal experiences. This can turn out to benefit a company if positive comments are made about the brand, though it can also turn against the brand's 18 reputation if users post negative remarks.
At the same time useful information is being streamed to other users through blogs and consumer education is this occurring simultaneously. Trusev, Buckling and Pawels (2009) found that word-of-mouth referrals by family, friends and other online participants also have had a strong impact on new customer acquisitions Furthermore, they also proved that word of mouth is a critical factors for companies to enlarge their customer's base and that word-of-mouth has longer-lasting effects ad compared with traditional marketing tools.




CHAPTER THREE
RESEARCH METHODOLOGY
3.0	Introduction
Research methodology simply refers to the practical “how” of any given piece of research. More specifically, it’s about how are researcher systematically design a study to ensure valid and reliable results that address the research aims and objectives.
This chapter covers the methodology adopted in gathering of relevant information needed for assimilation of the objectives of the study. The chapter is therefore discuss under the heading of research design, area of the study, population of the study, sampling size and sample techniques, instrument for data collection, validation of the instrument, method of data Collection and analysis.  
3.1	Research Design
According to Anonymous 2003, Kerlinger, 1966 – “Research design is the plan, structure, strategy and investigation adapted to obtain answers to a research question and control variance”
Therefore, the researcher will adapt survey research method which will be based on a personally administered questionnaire. The aim of survey is to provide empirical data collected from a population of respondents on which valid containers can be made.  



3.2	Population of the Study
Newton derived population of the study as the total number of elements within a given environment which the researcher set out of the study.  
Based on the undergraduate population of Kwara State Polytechnic, this project suggests that the researcher should use the youth students’ population of Kwara State Polytechnic, Ilorin, Kwara, specifically the student of mass communication. This includes both male and female either single, married, divorced or separated, employed and unemployed student of the polytechnic.  
This implies that every element, subject, objects, etc. is capable of providing useful and relevant data in explaining a certain phenomenon of a given study.  
3.3	Sample Size and Sample Technique
Sample size is the collection of individuals, subjects, elements, and as forth that a researcher intends to use for their study. Therefore, the portion of a population selected for a study is known as sample size.
According to Aloebiak (2008), in determining the sample size, it should be noted that the more heterogeneous the population, the more the sample size should be and the homogeneous the population, the less the sample size who are the representative of the population. In this research study, the results have used (100) one hundred percent as a sample size which serves as the representative of the population to draw more light on the project type and the research method.
Sampling technique is a scientific process of selecting representatives as a study population. In this research, Non-probability sampling techniques, specifically proposed or judgment sampling is being used.
3.4	Research Instrument
Research instruments are said to be different tools or devices used in collecting data. Therefore, in this research, questionnaire is being used as the instrument for data collection. Questionnaire is mostly used in conducting survey and it is an important as the whole research itself.
According to Sandulders (2015), Questionnaire is used to determine the outcome of a research exercise. This study employs the usage of a close-ended question to formulate its questionnaire.
3.5	Validity and Reliability of the Instrument
Validity is a way on mechanism of determining that certain instruments, variables or data can measure what they are designed to measure by a researcher. While reliability on the other hand, its concerned with the consistency of an instrument in measuring what it is designed to measure.
The instrument (questionnaire) user is valid because it is the most appropriate instrument for data collection in survey study According to Sandulders (2015), Questionnaire is the best option when a researcher is interested in studying a very large population as it offers uniformity in seeking questions.

3.6	Method of Administration of the Instrument
The administration of the questionnaire was carried out personally by the researcher, the questionnaire was sought permission of the lecturers and administration of the questionnaire. The questionnaire contained questions which help the researcher to get the right option or view of the subject or respondents. The researcher personally collected the questionnaire immediately the respondents were through with the questions.
3.7	Method of Data Analysis
The responses of the questionnaire administered were statistically analysed by researcher using table format. The analysis was what the researchers used to eventually draw up a conclusion on the influence of Facebook on pre-order marketing among students of Kwara State Polytechnic.










CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0	Introduction
Data analysis is the most crucial part of any research. Data analysis summaries collected data. It is a process used by researchers for reducing data to a story and interpreting it to derive insights.
In this chapter data are organized into tables so that suitability and logical conclusions can be gotten: fruits, the collected data and merit will be discussed. In this research work, the sample percentage tabular presentation in presenting the primary data generated from the field. Doing this would enable easy, convenience, clarity and practical comprehension. The researcher presents all the questionnaire items that would provide answers to the researchers identified problem and all presentations and analysis shall be fit conformity with questionnaire items and responses.
4.1	Data Presentation
Data presentation is defined as the process of using various graphical formats to visually represent the relationships between two or more data sets so that an individual should not have made based on them. It also refers to the representation of data set (if it fails to follow, graph, clause and response). This means that the representation of data shall be according to questionnaire items and responses. In the (20) twenty questionnaires items developed from the three framed researcher questions, the researcher aimed at using them to provide an answer to his topic problem.
A total of one hundred (100) copies of the questionnaire were produced and distributed to the researcher sample populace. All presentations are available in the preexisting tabular mode, while simple descriptive analysis techniques was used to describe what items were contained in the tables.
Distribution Table
	Respondent
	FREQUENCY

	Number of questionnaire distributed
	100

	Number of questionnaire returned
	100

	Number of affected
	Nil

	Number of questionnaire not returned
	Nil

	Number of questionnaire presented/analyzed
	Nil


From the above table it can be seen that the respondents were people of them. Number of questionnaire distributed were 100, the percentage was 100%, number of questionnaire returned was 100% or of the end was Nil, number of questionnaire not returned Nil and number of questionnaire presented and analyzed are 20.






4.3	Analysis of the Demographic Segment
QUESTION 1: Distribution of the Age of Respondents
	RESPONSES
	FREQUENCY
	PERCENTAGE

	16-25
	96
	96%

	26-35
	4
	4%

	36-45
	0
	0%

	46 and above
	0
	0%

	Total
	100
	100%


Source: Field Work, 2025
In the above table, 96 respondents on 96% fall between the age bracket of (16-25) years and 4 respondents on 4% fall between the age bracket of (26-35) years. For the age bracket of (34-45) years, we have 0 respondents on 0% and then 0 respondents 0% for the age 44 years and above.
QUESTION 2: Distribution of Sex Respondents
	RESPONSES
	FREQUENCY
	PERCENTAGE

	Male
	34
	34%

	Female
	66
	66%

	Total
	100
	100%


Source: Field Work, 2025
In the response to the question on the distribution of respondents according to their sex, 34 respondents representing 34% of the population are male while 66 representing 66% not female.
QUESTION 3: Religion of Respondents
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Islam
	61
	61%

	Christianity
	39
	39%

	Total
	100
	100%


Source: Field Work, 2025
The above table shows the number of respondents religion and from the table 61 (61%) are Muslim, while 39 (39%) of the respondents are Christian.
QUESTION 4: Marital Status
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Single
	92
	92%

	Married
	8
	8%

	Divorce
	0
	0%

	Total
	100
	100%


Source: Field Work, 2025
The table 19 above shows the Marital Status of the respondents. According to the table 92 (92%) are single, 8 (8%) are married while 0 (0%) of the respondents is divorce.

QUESTION 5: Occupation
	RESPONSES
	FREQUENCY
	PERCENTAGE

	Civil servants
	5
	5%

	Students
	90
	90%

	Teachers
	0
	0%

	Others
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
Table 20 shows shows the occupation of the respondents, according to the table 5(5%) are respondents for civil servant, 90 (90%) are students, 0 (0%), none of the respondents are leaders, while 5(5%) are others. I.E people with their various occupation.
Analysis of Questions Segment
QUESTION 1: Do You Have Access to Facebook Platforms?
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	96
	96%

	No
	4
	4%

	Total
	100
	100%


Source: Field Work, 2025
From the table above, 96 (96%) of the respondents have access to Facebook platform, while the 4 (4%) on the respondent does not.

QUESTION 2: How Do You Get Access to It?
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Own phone
	82
	82%

	Parent phone
	13
	13%

	Laptop
	1
	1%

	None
	4
	4%

	Total
	100
	100%


Source: Field Work, 2025
The table above shows how respondents answered the question above 82 (82%) of the respondents access Facebook through own phone. 13 (13%) of the respondents access it to parent phone, while 1 (1%) of the respondents access it through Laptop and 4 (4%) of the respondents access it through other means.
QUESTION 3: How Often Do You Make Use of It?
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Very often
	75
	75%

	Quite often
	15
	15%

	Not sure
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From the above table, it shows how the respondents often make use of Facebook platform 75 (75%) make use of it very often, 15 (15%) quite often, while 10 (10%) are not often.
QUESTION 4: Facebook as the Best Platform for Online Marketing Activities
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	True
	75
	75%

	False
	15
	15%

	Not sure
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From the above table, 75 (75%) of the respondents agree that Facebook is the best platform for online marketing activities, 15 (15%) of the respondents do not agree while 10 (10%) of the respondents are not sure.
QUESTION 5: How Often Do You Come Across Pre-order Marketing Activities on Facebook?
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Very often
	75
	75%

	Quite often
	15
	15%

	Not often
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From the above table, it shows how the respondents often come across pre-order marketing activities on Facebook. 75 (75%) come across pre-order marketing activities very often. 15 (15%) come across pre-order marketing activities quite often, while 10 (10%) are not often.
QUESTION 6: Facebook as the Best Social Media Platform for Pre-order Marketing Activities
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly agree
	31
	31%

	Agree
	64
	64%

	Normal
	1
	1%

	Disagree
	0
	0%

	Strongly disagree
	4
	4%

	Total
	100
	100%


Source: Field Work, 2025
From the table 6, 31 (31%) of the respondents strongly agree that Facebook is the best social media platform for pre-order marketing activities, 64 (64%) of the respondents agree that TV, the first product in person, neutral, 0 (0%) of the respondent disagree with 4 (4%) of the respondents remain neutral.



QUESTION 7: Feedback Controls Organization to Achieve Pre-order Marketing Goals
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly agree
	15
	15%

	Agree
	70
	70%

	Natural
	4
	4%

	Disagree
	9
	9%

	Strongly disagree
	2
	2%

	Total
	100
	100%


Source: Field Work, 2025
From the above table, 15 (15%) of the respondents strongly agree 70 (70%), agree to 4 (4%) are normal, 9 (9%) disagree with it, while 2(2%) of the respondents strongly disagree about it.
QUESTION 8: Using Details as a Tool for Pre-order Marketing Activities
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly agree
	53
	53%

	Agree
	38
	38%

	Natural
	3
	3%

	Disagree
	2
	2%

	Strongly disagree
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025
From the above table 53 (53%) of the respondent strongly agree that Using Facebook as a tool for pre-order marketing, 5% disagree with it, while 2 (2%) of the respondents strongly disagree about it.
QUESTION 9: Pre-order Marketing on Facebook Enables Marketers to Achieve Their Marketing Goals
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly agree
	14
	15%

	Agree
	64
	65%

	Natural
	14
	14%

	Disagree
	4
	4%

	Strongly disagree
	4
	4%

	Total
	100
	100%


Source: Field Work, 2025
Table 9 gives how respondents strongly agree with the question above with 14 (14%) respondents 64 (64%), agree to it, 14 (14%) are neutral, 4 (4%) disagree with it, while 4 (4%) of the respondents strongly disagree about it.





QUESTION 10: Pre-order Marketing on Facebook Increases the Sale of a Product
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly agree
	53
	53%

	Agree
	41
	41%

	Natural
	2
	2%

	Disagree
	2
	2%

	Strongly disagree
	2
	2%

	Total
	100
	100%


Source: Field Work, 2025
The table above shows how the respondents respond to the statement that Pre-order marketing on Facebook increases the sale of a product to an extent 53 (53%) strongly agree. 41 (41%) agrees. 2 (2%) remain neutral, 2 (2%) disagree with this, while 2 (2%) strongly disagree with this.
QUESTION 11: Pre-order Marketing on Facebook Increases the Profit Derived from a Product
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly agree
	44
	44%

	Agree
	32
	32%

	Neutral
	20
	20%

	Disagree
	7
	7%

	Strongly disagree
	7
	7%

	Total
	100
	100%


Source: Field Work, 2025
Table 11 shows how respondents strongly agree with the question above with 44 (44%) respondents 32 (32%), agree to it, 20 (20%) are neutral, 7 (7%) disagree with it, while 7 (7%) of the respondent strongly disagrees from it.
QUESTION 12: Marketers Prefer Facebook for Pre-order Marketing Activities
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly agree
	45
	45%

	Agree
	35
	35%

	Neutral
	17
	17%

	Disagree
	4
	4%

	Strongly disagree
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025
From the table above 45 (45%) of the respondents strongly agree that Medicare prefer making use of Facebook in carrying out Pre-order marketing activities than other Platforms. 35 (35%) of the respondents agree, 17 (17%) remain neutral, 4 (4%) disagree with this point while 3 (3%) of the respondents strongly disagree.




QUESTION 13: Pre-order Marketing on Facebook Enables Demand Forecasting
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly agree
	51
	51%

	Agree
	32
	32%

	Natural
	7
	7%

	Disagree
	8
	8%

	Strongly disagree
	2
	2%

	Total
	100
	100%


Source: Field Work, 2025
The table 13 shows, above how the respondents respond that Pre-order marketing on Facebook enables demand forecasting, as 51 (51%) are strong agree, 32 (32%) agree, 7 (7%) remains neutral, 8 (8%) disagree, while 2 (2%) of the respondents strongly disagree with this point.
QUESTION 14: Pre-order Marketing on Facebook Helps Improve Inventory Allocation
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly agree
	49
	49%

	Agree
	36
	36%

	Natural
	5
	5%

	Disagree
	6
	6%

	Strongly disagree
	4
	4%

	Total
	100
	100%


Source: Field Work, 2025
The table above show that responses of the respondents to the question above, 49 (49%) of the respondents strongly agree. 36 (36%) agree; 5 (5%) remains neutral. 6 (6%) disagree, while 4 (4%) of the respondents strongly disagree.
QUESTION 15: Pre-order Marketing on Facebook Enables Two-Way Communication Process
Table XV
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly agree
	53
	55%

	Agree
	34
	34%

	Neutral
	8
	8%

	Disagree
	3
	3%

	Strongly disagree
	2
	2%

	Total
	100
	100%


Source: Field Work 2024
From the above table, the respondent showed that Pre-order marketing on Facebook enables two-way communication process possible as 53 (53%) respondents strongly agree. 34 (34%) agree. 8 (8%) remains neutral. 3 (3%) disagree, while 2 (2%) of the respondents strongly disagree to this point.  
4.2	Analysis of Research Questions
Question 1: What influence does Facebook have on pre-order marketing among Kwara pay student?
This 7, 8 to 9 and 10 this question as it was gathered in table 7 that is (19%) of the respondents among those 70 (70%), agree to it 4 (4%) are neutral, 9 (9%) disagree with it, while 2(2%) of the respondents strongly disagree about it.
Table 8 also answered this question as it was gathered that 53 (51%) of the respondent strongly agree that Using Facebook as a tool for pre-order marketing activities makes students to go for such product, 38 (38%), agree to 5 (5%) are neutral, (2%) disagree with it, while 2 (2%) of the respondents strongly disagree about it.
Table 9 also answered this research question 1 as it was that 14 (4%) respondents 64 (64%), agree to it, 14 (14%) are neutral, 4 (4%) disagree with it, while 4 (4%) go for the respondents strongly disagree about it.
Table 10 also answered this research question as it was gathered that Pre-order marketing on Facebook increases the sale of a product to an extent 53 (53%) strongly agree, 41 (41%) agrees, 2 (2%) remain neutral, 2 (2%) disagree with it, while 2 (2%) agree 9 disagree with this point.
Question 2: To what extent is Facebook use its carrying out pre-order marketing?
Table 2 answered this research question at least gathered data 75 (75%) of the respondents come across pre-order marketing activities on Facebook, very often 15 (15%) came across pre-order marketing activities quite often, while 10 (10%) are not often.
Table 7 that also answered the extent it which Facebook is use in carrying out pre-order marketing activities as it was gathered that 15 (15%) of the respondents strongly agree 70 (70%), agree to it, 4 (4%) are neutral, 9 (9%) disagree with it, while 2(2%) of the respondents strongly disagree about it.
Table 8 also answered this question as it was gathered that 53 (51%) of the respondent strongly agree that Using Facebook as a tool for pre-order marketing activities makes students to go for such product, 38 (38%), agree to 5 (5%) are neutral, (2%) disagree with it, while 2 (2%) of the respondents strongly disagree about it.
Question 3: What is the effectiveness of Facebook on pre-order marketing among female student of Kwara?
Table 7 answered the question on the effectiveness of Facebook on pre-order marketing among female student as it was gathered that 15 (15%) of the respondents strongly agree Facebook enables organisations to be able to achieve their pre-/wide marketing goals and 70 (70%), agree to it, 14 (4%) are neutral, 9 (9%) disagree with it, while 2(2%) of the respondents strongly disagree about it.
Table 8 also answered this question as it was gathered that 53 (51%) of the respondent strongly agree that Using Facebook as a tool for pre-order marketing activities makes students to go for such product, 38 (38%), agree to 5 (5%) are neutral, (2%) disagree with it, while 2 (2%) of the respondents strongly disagree about it.
4.3	Discussion of Findings
The purpose of this study is to examine the influence of Facebook on pre-order marketing among female student of Kwara State Polytechnic. The result obtained the statistical analysis in this study was used to provide an answer to this research study, as data were presented into the following simple percentage table in the experiment in the chapter four of this study to provide an answer to the recommendations.
Definite questions were asked in the questionnaire to generate answers to each of the excellent resections in this study. 200 questions were administered to the respondent and all the copies of the questionnaires were returned.
Our findings confined that Facebook as a tool for pre-order marketing activities makes student to go for each product as it was shown in table 8 that 53 (53%) of the respondents strongly agree that Using Facebook as a tool for pre-order marketing activities makes student to go for such product, 38 (38%), agree to it, 5 (5%) are neutral, (2%) disagree with it, while 2 (2%) of the respondents strongly disagree about it.
We also discovered that Facebook enables organizations to be able to achieve their pre-order marketing goals as it was shown in table 7 that 15 (15%) of the respondents strongly agree 70 (70%), agree to it, 14 (14%) are neutral, 9 (9%) disagree with it, while 2 (2%) of the respondents strongly disagree about it.
We also discovered that pre-order marketing on Facebook enables two-way communication process possible as it was shown in table 15 that 53 (53%) respondents strongly agree, 34 (34%) agree, 8 (8%) remains neutral, 3 (3%) disagree, while 2 (2%) of the respondents strongly disagree to this point.
It was also discovered that pre-order marketing on Facebook helps to improve inventory allocations as it was shown in table 14 that 49 (49%) of the respondents strongly agree, 36 (36%) agree, 5 (5%) remains neutral, 6 (6%) disagree, while 4 (4%) of the respondents strongly disagree.
We also discovered that pre-order marketing on Facebook increases the profit derivable from a product as it was shown in table 11, 44 (44%) of the respondents strongly agree 32 (32%), agree to it, 20 (20%) are neutral, 7 (7%) disagree with it, while 7 (7%) of the respondents strongly disagree about it.
It was also discovered that markers probe making use of Facebook in carrying out pro-order marketing activities (last day, better than the average number of people in car trips) of the respondents strongly agree, 64 (64%) agree to it, 14 (14%) are neutral, 4 (4%) disagree with it, while 4 (4%) of the respondents strongly disagree about it.





CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary
The research study is based on "influence of Facebook on provider marketing among students of the same type of choice. This research work is divided into five main chapters for chapter one of this study to achieve five, which clearly reviewed some steps and approach for core presentation of its contents."
Chapter one is based on the background of the study with emphasis on the conclusion between Facebook and pre-order discussing how Facebook is being used in promoting product and services and also how Facebook helps in achieving business marketing goals. It also contains the statement of research problems, research objectives and research questions, significant of the study and its limitations with operational definition of key terms.
Chapter two of this research work explained the conceptual framework which helps in understanding and having more knowledge about the topics it is offered. The study, the theoretical methodology and the results have been presented for both the use and gratification theory (RGP) which helps in revealing that students make use of Facebook to satisfy their personal integrative needs by buying pre-order product. It also contains the review of related studies which was done to explain the nature of different individual research work.
Chapter three of this research work however contains research methodology adapted to this study, research design, population of the study which are genuine environmental factors of Kwara State Polytechnic, Ilorin, Kwara, a gestational practitioner who understands popular sample size, which is the most important in determining technique which is purposive sampling method and RGP. However, such a list is not necessarily true, yet we would like to see an explanation for what the sampling size of the population, it also clearly state validity and reliability of the instrument and along stated the method of data analysis.
Chapter four of this research work explains how the data were gathered and analyzed for proper comprehension. It also contained how the data were presented and the discussion of the research findings.
Chapter five of this research clearly explained and summarized the whole chapter from one to four and also contain the conclusion and recommendations presented by the researcher.
5.2	Conclusion
The research study aimed at a finding out the influence of WhatsApp in creating interpersonal relationships and its perception among human and psychiatrist students.
Facebook and other social media platforms has quickly changed the contemporary marketing approach. It has established a connection between multicultural consumer brand structure, new roles in the and supportive interaction with consumers and consumer clients, and provides them an entrepreneurial and allianous understanding of their needs, advertising specialists have earned many social networking websites appeals to their ads. Their aim is to encourage users to share the brand image and to develop their advertising.
Based on our findings and the observation drawn from empirical data above that influence of Facebook on people's marketing strategy featuring individual and professional individuals, we are pleased with the results regarding activities made, subject to go for each product and visit to our customers. We also thank us for the help of the customer marketing guide.
The students believe that Facebook is the best platform for online marketing activities as per order marketing on Facebook enables managers to be able to continue their marketing goals, which has enabled small organizations and colleagues to work to be made sufficient profit and facilitates the outreach for their social and services.
This research develops that media users should make use of Facebook and other social media platforms through the focus on numerous ways in which Facebook and other social media platforms can be made use of positively such as promotions, and improving academic performance of students and external stakeholders. The goal of Facebook negatively will affect business social media products and ideas to take the effects the credibility of products put out (or also strong). Facebook and other social media platforms.



5.3.	Recommendation
1. Students need to be teams on control usage of social media platforms so as not to rely heavily on social media platforms.
2. Marketers should make sure to present their producer without adding details but are not real about their products.
3. Students and media users should ensure to verify make sure they are not making deals or orders with fraud.
4. Marketers should always educate and give value to your audience and also should create a strong social media community.
5. Marketers should focus on the best social media channel that works for your strategy.










REFERENCES
Barney, Mauro, Michael T. Dewing, David R. Mahler, David Stewart, and Mark Wallace. 	2008. The Effects of the Social Structure of Digital Networks on Viral Marketing 	Performance: Information Systems Research 19: 372-390.
Bourbaki, Michael, Savoia Papagiannidis, and Feng Li. 2009. "Rural Spatial Evolution: 	moving the way from traditional and expensive retailing." Electronic Consumer 	Research 9: 135-148.
Campbell, Colin, Leyland F. Pfa, Michael Piwnt, and Pierre R. Im Derham. 2011. 	"Understanding Consumer Conversations around Adults in Worlds 20 Worlds 15 	years," Journal of Advertising 40:87-102.
Casabi, Lark Y., Flavkin Carlee, and Miguel Guimbra. 2008. "Improving Consumer's 	Participation in Virtual Brand Committees: A New Paradigm in Promoting 	Strategy." Journal of Marketing Communications 14: 19-30.
Cha, Jiyoung. 2009. "Shopping on Social Networking Vehicles: Attitudes towards real 	versus virtual items." Journal of Interactive Advertising 10: 77-93.
Chong, Hyak Jin, and Margaret A. Moran. 2008. "Consumers' Reliance on Product 	Information and Recommendations From a User." Journal of Interactive 	Advertising 8: 38-49.
Chi, Hao-Hsou. 2011. "Interactive Digital Advertising VS. Virtual Brand Community 	Exploratory Study of User Motivation and Social Media Marketing Responses in 	Taiwan." Journal of Interactive Advertising 12: 44-61.

Coe, Shirley A. 2010. "Online Social Network Member Attitude Toward Online 	Advertising Formulas." MA thesis, The Robinson Institute of Technology.
Cha, Shu-Chuan. 2011. "Viral advertising in social media: Participation in Facebook 	groups and responses among college-aged users." Journal of Interactive 	Advertising 12: 29-33.
Carina, Kevin, Sarah Graham, and Christopher Temple. 2011. "Advertising on 	Facebook." International Journal of E-Business Development 12: 85-95.
Di Pietro, Leonelana and Eleonora Pantano. 2012. "An Empirical Investigation of Social 		Network Influence on Consumer Purchasing Decisions: The Case of Facebook." 	Journal of Direct Data and Digital Marketing Practice 14: 18-29.
Ferguson, Rick. 2008. "Word of mouth and viral marketing: taking the temperature of the 	hothest trends in marketing." Journal of Consumer Marketing 25: 176-182.
https://www.facebook.com/business/help/DB15389005124117
https://help.io.com/what-is-procordering

4

