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Abstract
This study investigates the role of the Maggi Star Family Show, streamed on Facebook, in enhancing culinary creativity among women in Ilorin, Kwara State, Nigeria. Employing a quantitative descriptive survey design, data were collected from 100 women aged 18–50 across Ilorin using structured questionnaires distributed physically and via Google Forms. Grounded in Uses and Gratifications, Social Learning, and Technological Determinism theories, the study examines the show’s impact on cooking ideas, awareness, engagement, and barriers to adoption. Findings reveal that 90% of respondents are aware of the show, with 85% having watched it and 80% reporting improved cooking ideas. The show significantly enhances creativity (85% agree), introduces new recipes and techniques (85% agree), and motivates experimentation with spices (85% agree). Key challenges include poor internet connectivity (75% agree), cost of ingredients (40%), and lack of time (25%). Engagement is high, with 70% actively interacting with content and 90% applying ideas at least occasionally. The study recommends improving internet infrastructure, promoting affordable recipes, and enhancing interactive features to increase the show’s impact. These findings underscore Facebook’s role as a transformative platform for culinary innovation in Ilorin.
Keywords: Maggi Star Family Show, Facebook streaming, culinary creativity, women in Ilorin, cooking ideas, social media, Uses and Gratifications Theory, Social Learning Theory, Technological Determinism Theory
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CHAPTER ONE
INTRODUCTION 
1.1 Background to the Study
Food has evolved from a basic necessity to a source of pleasure, cultural expression, and emotional significance. Historically, cooking was essential for survival, but over time it has gained diverse cultural, psychological, and even religious meanings. Food preparation practices vary greatly across cultures, and as societies develop, so does the way people approach cooking. With the advancement of media, cooking shows, especially those on television, have become an integral part of how people engage with food. These shows are no longer just about preparing meals but also serve as platforms for educating audiences on different cooking techniques, ingredients, and cultural food practices. Television programs, particularly cooking shows, play a key role in transforming the way food is perceived, consumed, and prepared.
The Maggi Star Family Show, a widely recognized cooking program, has emerged as a significant influence on viewers’ culinary practices, particularly among women. Originally launched as a television initiative by Nestlé’s Maggi brand, the show features a vibrant format where expert chefs and everyday cooks demonstrate innovative recipes using Maggi seasonings, blending traditional Nigerian dishes—like jollof rice, egusi stew, and pounded yam—with modern twists such as fusion cuisines or quick weekday meals (Suhail et al., 2012). Airing weekly, it includes segments on cooking tips, spice combinations, and family-oriented meal planning, often showcasing local ingredients like crayfish or locust beans alongside global flavors like curry or soy sauce. Its engaging style—complete with lively host interactions, viewer recipe contests, and practical demonstrations—has inspired women to experiment with diverse food ideas, enhancing their skills and diversifying their menus. Initially rooted in traditional cooking, the show has evolved to embrace contemporary styles and international cuisines, resonating with a global audience while remaining relevant to Nigerian housewives who now see cooking as an art and a form of self-expression rather than a mere chore.
In the contemporary media landscape, social media platforms like Facebook have significantly amplified the reach of programs like the Maggi Star Family Show. The shift to streaming on Facebook has made the show accessible beyond traditional TV, particularly for women in urban areas like Ilorin, where internet penetration has grown steadily, with over 60% of households owning smartphones (Oyekanmi, 2006). Facebook’s live streaming and video features allow women to watch episodes in real-time or on-demand, comment on recipes, and join Maggi-sponsored groups where they exchange cooking tips with peers across Kwara State and beyond. This interactivity fosters a participatory learning experience, enabling direct engagement with chefs via Q&A sessions, polls on preferred spices, and even user-submitted videos of their own Maggi-inspired dishes. For Ilorin women, this online platform transforms passive viewership into an active community, bridging geographical gaps and enhancing culinary inspiration through shared digital dialogue.
The widespread availability of the Maggi Star Family Show on Facebook has created a dynamic environment where women in Ilorin can access cutting-edge cooking techniques and explore diverse food cultures. In Nigerian homes, where cooking is a central social activity—often tied to family gatherings, celebrations like Eid or Christmas, and daily sustenance—Facebook streaming bridges traditional methods (e.g., slow-cooked stews) with modern trends (e.g., air-fryer recipes or one-pot meals). In Ilorin, a city known for its rich Yoruba and Hausa culinary heritage—think dishes like tuwoshinkafa or amala with vegetable stew—this exposure introduces women to new spices like smoked paprika or seasoning blends, alongside Maggi’s signature cubes. The influence of the show in reshaping cooking habits is profound, as women leverage its accessibility to experiment with innovative methods, diversify their menus with dishes like spicy chicken skewers or vegetable stir-fries, and boost their culinary creativity, all facilitated by Facebook’s seamless streaming capabilities.
The concept of “spicing up cooking ideas” refers to the enhancement of culinary creativity, variety, and excitement in food preparation, moving beyond routine or traditional practices to incorporate new flavors, techniques, and presentations. In the context of this study, it encapsulates how women in Ilorin transform their approach to cooking by integrating diverse spices—both local (e.g., iru, ginger) and exotic (e.g., oregano, chili flakes)—inspired by the Maggi Star Family Show on Facebook. This involves experimenting with seasoning combinations to elevate taste, adopting modern cooking methods like grilling or baking showcased on the show, and diversifying menus to include novel dishes that appeal to family preferences or social occasions. “Spicing up” also implies an emotional and aesthetic uplift—making cooking a more enjoyable, expressive act rather than a mundane task. For Ilorin women, this concept reflects a shift from staple meals to inventive recipes, spurred by social media’s visual and interactive appeal, fostering a sense of culinary empowerment and cultural fusion in their kitchens.
This study will explore how Facebook streaming of the Maggi Star Family Show has spiced up women’s cooking ideas in Ilorin, analyzing how this platform influences their culinary practices, menu diversification, and overall approach to food preparation.
1.2 Statement of the Problem 
This research investigates the influence of Facebook streaming of the Maggi Star Kitchen show on women’s cooking ideas in Ilorin, Kwara State. While the show has gained significant popularity globally, the accessibility and impact of Facebook-streamed cooking content on women’s food preparation practices in Ilorin remain unclear. The increasing use of social media platforms like Facebook has facilitated access to such cooking shows, yet it is uncertain whether women in Ilorin actively engage with these shows and whether it significantly influences their culinary habits.
In addition, while Facebook provides a more accessible platform for women to interact with cooking content, several factors may affect its impact, such as economic constraints, cultural preferences, and the availability of ingredients. The content featured on Maggi Star Kitchen often presents cooking techniques and ingredients that may not be readily available or affordable in local markets, potentially limiting its influence on women’s cooking choices. Furthermore, the economic challenges and cultural factors in Ilorin could restrict the extent to which these women are willing or able to adopt new cooking practices and spice ideas showcased on the show.
This study aims to explore the extent to which Facebook-streamed Maggi Star Kitchen has impacted women in Ilorin by enhancing their cooking ideas, diversifying their food preparation methods, and fostering creativity in their kitchens. By understanding the interaction between Facebook as a medium and the women’s response to the program, this research will provide insight into the role of social media in transforming cooking practices in local Nigerian communities.
1.3 Justification of the Study 
This study is justified by the need to understand how modern media, specifically Facebook streaming of the Maggi Star Family Show, can transform traditional cooking practices among Ilorin women. With cooking being a vital domestic and cultural activity, exploring the show’s influence addresses a gap in knowledge about digital media’s role in culinary innovation. It provides practical insights for women to enhance their skills and validates the use of social media as an educational tool, offering a basis for future interventions to promote creative cooking in Nigerian households.
1.4 Research Objectives
The main objectives of this study are as follows:
i. To assess the impact of Facebook streaming of the Maggi Star Kitchen show on enhancing cooking ideas among women in Ilorin.
ii. To identify the challenges or constraints faced by women in Ilorin in adopting cooking ideas from the Maggi Star Kitchen show streamed on Facebook.
iii. To evaluate the level of awareness and engagement of women in Ilorin with the Maggi Star Kitchen show as a platform for diversifying their food preparation methods.
1.5 Research Questions
This study will be guided by the following research questions:
i. How has Facebook streaming of the Maggi Star Kitchen show impacted the enhancement of cooking ideas among women in Ilorin?
ii. What are the challenges or barriers faced by women in Ilorin in using Facebook to access and implement cooking ideas from the Maggi Star Kitchen show?
iii. What is the level of awareness and engagement of women in Ilorin with the Maggi Star Kitchen show in relation to improving their cooking ideas?
1.6 Significance of the Study
This research will provide valuable insights into the role of Facebook streaming in enhancing cooking ideas among women in Ilorin. By examining the Maggi Star Kitchen show, this study will contribute to understanding how social media can influence food preparation practices and the adoption of new culinary techniques in local communities. The findings will be significant for content creators, social media marketers, and chefs by offering a clearer understanding of the impact of digital platforms on culinary habits. Additionally, the study will help culinary experts and food brands to design more targeted and effective content for women who seek to improve their cooking. The study also holds importance for the academic community in understanding the intersection between social media and food culture, particularly in Nigeria.
1.7 Scope of the Study
This study focuses on the role of Facebook streaming in enhancing cooking ideas among women in Ilorin, Kwara State. The research will be confined to women residing in Ilorin, specifically assessing the impact on their food preparation habits and ideas.
However, the scope of this study will focus on the Maggi Star Kitchen show streamed via Facebook and will not include other cooking programs or platforms. Additionally, the study will be centered on women, excluding men, children, and other demographic groups.
1.8Definition of Key Terms
i. Facebook Streaming: The process of broadcasting live or pre-recorded content, such as cooking shows, on Facebook, allowing viewers to access and engage with the content in real-time or on-demand.
ii. Women in Ilorin: Female residents of Ilorin, Kwara State, Nigeria, who are engaged in domestic food preparation.
iii. Maggi Star Kitchen: A cooking show that focuses on food preparation and culinary ideas, broadcast through various platforms, including Facebook, with a primary audience of women interested in improving their cooking skills.

	


CHAPTER TWO
LITERATURE REVIEW
2.0. Introduction
This chapter present review of relevant literature regarding theRole of Facebook stream Maggi star family show in spicying up women cooking ideas in Ilorin. In this chapter, relevant theories, the concept of Facebook, the history of Facebook, the characteristics of Facebook, Sobi FM Oro Ilu program and so on is being touched in order to simplify this study.
2.1.  Theoretical Framework 
The Maggi Star Family Show, streamed on Facebook, has revolutionized how women in Ilorin access cooking ideas, share culinary tips, and enhance their knowledge of meal preparation. To understand this phenomenon, three theoretical perspectives—Uses and Gratification Theory, Social Learning Theory, and Technological Determinism Theory—offer a framework for analyzing the influence of the show on shaping women’s cooking ideas through Facebook streaming.
2.1.1	Uses and Gratification Theory (UGT)
The Uses and Gratification Theory (UGT), developed by Katz, Blumler, and Gurevitch in 1974, posits that media users are active participants who select media content based on specific needs and desires. The theory identifies key motivations such as information-seeking, entertainment, personal identity, and social integration. UGT shifts the focus from how media influences people to how people utilize media to satisfy their individual or social needs.
In the case of the Maggi Star Family Show on Facebook, women in Ilorin use the platform for information and education. They engage with the show to learn new recipes, improve their cooking techniques, and discover creative ways to use Maggi products in meal preparation. This aligns with their informational needs, as the show provides practical, easy-to-follow cooking tips tailored to their everyday requirements. The step-by-step demonstrations by culinary experts ensure that viewers acquire knowledge they can apply in their kitchens.
Another gratification comes from the entertainment aspect of the show. The vibrant presentation, lively interaction, and occasional humor make it more than just a cooking tutorial. It becomes an engaging experience that captures the audience’s interest. Women in Ilorin often find the show relaxing and enjoyable, as it combines learning with entertainment, keeping them connected to the program and increasing their loyalty to the brand.
The social Integration feature of the Maggi Star Family Show is another critical aspect. Facebook’s interactive tools allow viewers to comment, react, and share the content with their friends and family. This fosters a sense of community among women in Ilorin, where they can exchange cooking tips, ask questions, and discuss their personal experiences. By participating in these online conversations, viewers build social connections that enhance their engagement with the platform.
Moreover, the program empowers women by highlighting relatable success stories and showcasing the talents of other viewers. Seeing fellow women display their culinary creativity motivates others to experiment and innovate in their cooking. This empowerment builds confidence and a sense of accomplishment among the audience, fulfilling their personal identity needs.
Overall, UGT demonstrates that the Maggi Star Family Show on Facebook appeals to women in Ilorin by meeting their informational, entertainment, social, and personal needs. It explains why Facebook is their chosen platform to explore, learn, and connect through this unique cooking show.
2.1.2	Social Learning Theory
The Social Learning Theory, proposed by Albert Bandura in the 1960s, emphasizes that individuals learn new behaviors through observation, imitation, and modeling. The theory highlights four processes: attention, retention, reproduction, and motivation, which explain how people adopt behaviors they observe in others. Bandura asserts that media is a powerful tool for influencing behavior, particularly through vicarious experiences.
Women in Ilorin observe and learn from the Maggi Star Family Show on Facebook by paying closeattention to the cooking demonstrations. The visually appealing presentation style, vibrant use of colors, and detailed explanations ensure that the audience remains focused on the content. The chefs and contestants on the show are positioned as role models, demonstrating recipes that viewers find relatable and practical. This process of observation is the first step in adopting new cooking ideas.
Retention is the next critical stage in the learning process. Women not only watch but remember the techniques, recipes, and tips showcased during the program. The format of the show, which often repeats key steps and uses clear visuals, helps the audience store the information for later use. Additionally, Facebook’s ability to archive live streams allows viewers to revisit the content whenever needed, reinforcing their retention of the material.
The reproduction phase involves viewers practicing what they have learned. Women in Ilorin often replicate the recipes they see on the Maggi Star Family Show in their own kitchens. This hands-on experimentation allows them to test new techniques, adapt recipes to local ingredients, and evaluate the outcomes. The feedback loop provided through Facebook comments and discussions further supports this phase by allowing viewers to share their successes and seek guidance.
Motivation plays a significant role in the learning process. Women are inspired by the positive reinforcement provided by the hosts, fellow viewers, and the show’s competitive elements. Contestants who excel are celebrated, encouraging others to participate actively. Additionally, the practical benefits of the learned skills, such as preparing healthier meals or impressing family members, serve as intrinsic motivators for women to adopt these behaviors.
The Social Learning Theory underscores how the Maggi Star Family Show leverages Facebook as a platform to teach, inspire, and encourage women in Ilorin to enhance their cooking skills. By observing, remembering, and practicing what they see, viewers internalize the knowledge and apply it creatively in their daily lives.
2.1.3	Technological Determinism Theory
The Technological Determinism Theory, attributed to scholars like Marshall McLuhan, argues that technology shapes society, influencing human behavior, communication, and cultural practices. According to this theory, the medium through which information is delivered significantly affects how it is perceived and utilized.
In the case of the Maggi Star Family Show, Facebook as a technological platform plays a transformative role in shaping women’s cooking practices in Ilorin. The accessibility and user-friendly features of Facebook allow the show to reach a broad audience, overcoming geographical and socioeconomic barriers. Women who might not have access to physical cooking classes or traditional television programs can easily connect to the show via their smartphones.
Facebook’s interactive capabilities enhance the engagement level of the Maggi Star Family Show. Features like live streaming, comments, and reactions enable real-time interaction between viewers, hosts, and chefs. This interactive nature allows women to ask questions, share ideas, and receive instant feedback, creating a dynamic learning environment. The technology not only disseminates information but also fosters a sense of community and collaboration.
The visual and multimedia capabilities of Facebook are particularly significant. The platform allows for the use of high-quality videos, live demonstrations, and graphics that make the cooking instructions more comprehensible and appealing. The integration of text, visuals, and audio ensures that the audience can easily follow and understand the content, regardless of their literacy levels or prior cooking knowledge.
Moreover, the algorithmic nature of Facebook amplifies the reach and relevance of the Maggi Star Family Show. The platform’s personalized recommendations and notifications ensure that viewers are constantly reminded of new episodes, recipes, and updates. This consistent engagement helps maintain the audience’s interest and encourages regular participation.
The Technological Determinism Theory highlights the pivotal role of Facebook in transforming how women in Ilorin access and engage with cooking content. It demonstrates that technology is not just a tool for delivering information but a force that reshapes cultural practices, such as meal preparation and culinary creativity.
2.2. Conceptual Framework 
2.2.1. 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.
2.2.2. 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 Thefacebook 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, Thefacebook 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 $200000.
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 hitting the six millionth registrants in December 2005, 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 13 years and older in September 2006, and with this, the social media network users 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 1billion photos before the summer of 2011.
}Decade 2 – 2014 To Date.
In 2015, over 900 million people were active users worldwide, generating an average of $10billion as revenue yearly since its creation. In 2014, Facebook developed another iOS and Android app, Facebook Lite, allowing users to access their platform with lesser 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, there are over 2billion 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 “Meta” to further embrace AI.
2.2.3. 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 and 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 fan pages and through Advertisements.
· 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 topic 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 installed on the mobile phones to have quick access compare to web page.
2.2.4. Drawbacks or disadvantages of Facebook
Following are the drawbacks or disadvantages of Facebook:
· 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 can not hide your personal details as it is viewed by all the people even if he/she is not your relative.
· Some people create groups in order to abuse people or personalities considering their relgion or Caste.
· Addiction by childrens lead to poor academic results.
2.2.5. 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 known 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 attendee 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 webchat or a mobile app.
10. Video: Facebook Live is a feature that enables individuals and businesses to stream live video to friends, family and followers.
2.2.6. Uses 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:
A. 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.
B. 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.
C. Engaging 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.
D. 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 fit. Businesses also often list available jobs on the app.
E. Selling goods and services: Businesses can sell goods and services directly in the marketplace. They can also push consumers toward their products via advertisements.
2.2.7. Historical Overview of Maggi Star in Nigeria
The introduction of Maggi Star seasoning to Nigeria dates back to the 1950s when the Nestlé Group expanded its global presence into Africa. Recognizing the diverse culinary heritage of Nigeria, Maggi was positioned as a product that could enhance the flavor of local dishes, particularly soups and stews, which are staples in Nigerian households. This marked the beginning of Maggi’s journey as one of the most recognizable seasoning brands in the country.
Initially, Maggi cubes were imported into Nigeria, but as demand surged, Nestlé established a production plant in the country in the 1970s. This move localized production, reduced import costs, and allowed the brand to tailor its offerings to the specific tastes and preferences of the Nigerian market. The Maggi Star cube quickly gained popularity due to its affordability, ease of use, and ability to enhance traditional recipes, such as jollof rice, egusi soup, and ogbono soup.
During the 1980s and 1990s, Maggi Star cemented its position as a household name through aggressive marketing campaigns. Slogans, jingles, and advertisements in local languages were tailored to resonate with Nigeria’s diverse ethnic groups. The company utilized radio, television, and community events to demonstrate Maggi’s role in achieving flavorful and convenient cooking. By associating the product with cultural values like hospitality and togetherness, Maggi became synonymous with cooking in Nigerian homes.
In the 2000s, Maggi Star adapted to changing consumer preferences and economic challenges. The brand introduced various product sizes, such as single cubes and multi-cube packs, to cater to both low-income and middle-class households. Maggi also expanded its product line to include other seasoning varieties, such as Maggi Chicken and Maggi Crayfish, which further deepened its connection to Nigeria’s rich culinary traditions.,
Today, Maggi Star remains a market leader in the seasoning industry in Nigeria. It continues to evolve by addressing contemporary consumer concerns, such as health and nutrition, with products fortified with iron and other essential nutrients. The brand’s success in Nigeria can be attributed to its adaptability, cultural relevance, and consistent efforts to meet the needs of its target audience.
2.2.8 Contribution of Maggi Star in Nigeria
Maggi Star has played a significant role in shaping Nigeria’s culinary landscape, economy, and social practices since its introduction. As one of the most popular seasoning brands in the country, its contributions span across various sectors, including food culture, health, employment, and community development.
1. Enhancing Culinary Practices
Maggi Star has revolutionized Nigerian cooking by making meal preparation easier and more flavorful. It has become an essential ingredient in many traditional dishes such as egusi soup, jollof rice, and vegetable stews. By introducing a convenient and affordable seasoning option, Maggi has contributed to maintaining and enhancing the country’s diverse culinary heritage. Its versatility in cooking allows households to create consistent flavors regardless of the complexity of the recipes or the availability of fresh ingredients.
2. Economic Contributions
The production and distribution of Maggi Star have significantly contributed to Nigeria’s economy. Nestlé, the parent company of Maggi, established local production plants, which reduced the reliance on imports and created job opportunities across the value chain. From factory workers to distributors, retailers, and marketers, Maggi has provided a source of income for thousands of Nigerians. The brand’s economic impact extends to small-scale businesses, especially women who sell Maggi cubes in markets and rural areas.
3. Promotion of Health and Nutrition
Maggi has contributed to improving public health through the fortification of its products with essential nutrients. For instance, Maggi cubes are fortified with iodine and iron to combat micronutrient deficiencies, which are common health challenges in Nigeria. The company has also engaged in public awareness campaigns about balanced diets and healthy cooking practices, further solidifying its role in addressing nutritional issues in the country.
4. Empowering Women
Maggi has consistently focused on empowering Nigerian women, who are often the primary decision-makers in food preparation. Through its initiatives such as cooking competitions, workshops, and training programs, the brand has promoted entrepreneurship and provided women with opportunities to improve their culinary skills and livelihoods. These activities foster a sense of community and celebrate the role of women in preserving Nigeria’s food traditions.
5. Community Development and Social Engagement
Maggi’s corporate social responsibility initiatives have positively impacted Nigerian communities. The brand has supported programs focused on education, hygiene, and environmental sustainability. For example, it has partnered with schools and NGOs to teach children and families about proper nutrition. Maggi’s community engagement efforts have strengthened its bond with Nigerians, making it a trusted and respected brand.
2.2.9 Maggi Star Family Show 
The Maggi Star Family Show is a flagship initiative by Nestlé Nigeria, designed to promote family unity, celebrate Nigerian cuisine, and educate viewers on healthy eating habits. This show brings families together to showcase their culinary skills while emphasizing the importance of shared cooking experiences in fostering family bonds. Through its interactive format, it provides a platform for participants to explore the richness of Nigerian culture by preparing traditional meals using Maggi products as key ingredients.
The program not only entertains but also serves as a medium for educating viewers on the value of balanced diets and healthy cooking practices. Each episode features families competing to create delicious and nutritious meals, guided by the principles of affordability, cultural relevance, and taste. The show integrates expert advice from nutritionists and chefs to ensure that both participants and viewers learn how to make informed dietary choices while embracing the flavors of their heritage.
A significant aspect of the Maggi Star Family Show is Its celebration of Nigeria’s diverse culinary traditions. By featuring families from different ethnic groups, the show highlights unique local recipes and cooking methods, promoting cultural exchange and appreciation. This approach helps preserve Nigeria’s rich food heritage while encouraging families to embrace innovative ways of preparing meals.
Beyond television, the Maggi Star Family Show extends its impact through community outreach programs, where families are engaged in live cooking demonstrations and discussions on nutrition. This grassroots approach reinforces Nestlé’s commitment to improving the quality of life for Nigerians, especially in rural areas. Overall, the Maggi Star Family Show has become a household name, blending entertainment, education, and cultural pride to inspire healthier lifestyles and stronger family connections across Nigeria.
2.2.10 Facebook and Maggi Star Family Show 
Facebook plays a pivotal role in the success and outreach of the Maggi Star Family Show, leveraging its platform to engage a wide and diverse audience. Through its official Facebook page, Maggi amplifies the visibility of the show by sharing promotional content, behind-the-scenes footage, and updates about upcoming episodes. This ensures that both existing fans and potential viewers remain informed and excited about the program.
The Interactive nature of Facebook allows viewers to actively participate in discussions related to the show. Through comments, likes, and shares, audiences can express their opinions about the performances, recipes, and nutritional tips showcased on the show. Maggi often encourages engagement by asking followers to vote for their favorite family contestants, suggest recipes, or share their own cooking experiences, creating a sense of community around the brand and the show.
Additionally, Facebook serves as a platform for extending the educational aspect of the Maggi Star Family Show. Posts on nutrition, healthy eating habits, and step-by-step tutorials of featured recipes, or share their own cooking experiences, creating a sense of community around the brand and the show.
Additionally, Facebook serves as a platform for extending the educational aspect of the Maggi Star Family Show. Posts on nutrition, healthy eating habits, and step-by-step tutorials of featured recipes are shared to encourage followers to adopt healthier cooking practices. This aligns with Maggi’s commitment to promoting wellness while showcasing the versatility of its products.
Facebook Live has also been used by Maggi to broadcast segments of the show or exclusive content in real-time, reaching viewers who may not have access to traditional television. This feature enables Maggi to connect with a broader audience, including younger, tech-savvy individuals who primarily consume content online. Through these live sessions, audiences can interact directly with the show’s hosts, contestants, or guest chefs, making the viewing experience more dynamic and inclusive.
By integrating Facebook into its promotional and engagement strategies, Maggi has successfully enhanced the reach and impact of the Maggi Star Family Show. The platform not only fosters greater interaction with fans but also helps Maggi build a stronger online presence, solidifying its reputation as a brand that values family, culture, and nutrition.
2.3. Empirical Review
Several studies have explored the role of social media, particularly Facebook, in influencing culinary practices, food-related creativity, and women’s empowerment in cooking. However, there is limited research specifically addressing the role of Facebook streams of programs like Maggi Star Family Show in spicing up women’s cooking ideas in Ilorin. Nevertheless, related studies on the influence of social media and cooking shows can provide valuable insights into how these platforms foster creativity in women’s culinary practices, particularly within the context of Nigerian society.
In the study titled Social Media and Culinary Creativity among Nigerian Women (2022), Yusuf, R. A. explored how social media platforms, particularly Facebook and Instagram, influence cooking practices among Nigerian women. The study aimed to understand how these digital spaces inspire culinary creativity and foster new food habits. Using a mixed-methods approach, the researcher surveyed 200 women from Lagos and Ilorin through online questionnaires and conducted follow-up interviews. The research was guided by the Diffusion of Innovations Theory, which explains how new ideas and practices spread through communication channels over time. Key findings revealed that women actively followed food-related content on Facebook, frequently replicating recipes, learning new plating techniques, and infusing modern twists into traditional meals. The study concluded that Facebook has become an accessible and impactful culinary learning space, particularly for women in semi-urban areas like Ilorin.
Ibrahim, M. O., in his 2023 study titled Digital Cooking Shows and Women Empowerment in Nigeria: A Study of Maggi Star Family Show, assessed how the Maggi Star Family Show streamed on Facebook contributes to women’s empowerment through cooking. The purpose was to evaluate the program’s influence on culinary skills development and personal growth. Using a qualitative case study design, Ibrahim engaged 50 regular viewers of the show from Ilorin through in-depth interviews and focus group discussions. The research was underpinned by the Empowerment Theory, which suggests that access to information and learning opportunities increases self-confidence and agency. The study found that women were not only acquiring new cooking skills but were also gaining entrepreneurial motivation, with some leveraging what they learned to start home-based food businesses. The interactive features of the show—live discussions, recipe suggestions, and viewer participation—were cited as critical elements that enhanced learning and self-expression among women.
Afolayan, T. B., in her 2021 work titled Media Consumption and Cooking Behavior: A Study of Urban Housewives in Ilorin, investigated how digital media, especially online cooking shows, affect the culinary choices of urban housewives. The study sought to understand the connection between media exposure and everyday cooking behavior. A descriptive survey method was employed, involving 120 urban housewives in Ilorin who responded to structured questionnaires. The research applied Social Cognitive Theory, which focuses on observational learning and the modeling of behavior. Findings indicated that exposure to cooking shows on platforms like Facebook significantly influenced respondents’ willingness to experiment with new meals, ingredients, and presentation styles. Many women reported that such shows sparked creativity in their kitchens, improved their cooking confidence, and enhanced their family meal routines. The study emphasized the growing relevance of media as a tool for informal learning and culinary development.
 In the 2020 study titled Engaging Women through Edutainment: The Role of Maggi’s Online Cooking Shows, Nwachukwu, P. I. examined how entertainment-education content, especially the Maggi Star Family Show, engages and educates women viewers in Nigeria. The study’s purpose was to explore the effectiveness of edutainment as a means to communicate culinary knowledge and promote domestic innovation among women. A qualitative methodology was adopted, involving content analysis of the show and interviews with 30 frequent viewers in Ilorin. Grounded in the Uses and Gratifications Theory, the study explored the motivations behind women’s consumption of cooking-related content. Key findings revealed that women tuned in to the show not just for entertainment but for inspiration, knowledge, and a sense of community. The interactive nature of the show fostered a participatory learning environment, where women could share feedback, learn from others, and adapt cooking tips to suit local tastes. The study concluded that the Maggi Star Family Show successfully blends entertainment and education to elevate women’s culinary experiences.

CHAPTER THREE
METHODOLOGY
3.0 Introduction
Research is the systematic process of collecting, analyzing, and interpreting data to address a specific research problem. This chapter outlines the research design, methods of data collection, sample procedures, and data analysis techniques employed in investigating the role of Facebook stream Maggi Star Family Show in spicing up women’s cooking ideas in Ilorin. The study explores the perceptions of women in Ilorin, examining how the show influences their culinary practices through Facebook.
3.1 Research Design
According to Bets (2021), research design refers to the framework that guides the systematic collection and analysis of data to answer research questions. This study adopts a quantitative research design as it allows for the collection of numerical data that can be generalized to a larger population of women in Ilorin. Quantitative research is ideal for studying the broad influence of the Maggi Star Family Show on women’s cooking ideas, as it provides measurable insights into the perceptions and behaviors of the target audience. Fleetwood (2022) further explains that quantitative research helps test hypotheses and establishes relationships between variables, making it well-suited for this study’s goals.
3.2 Research Method
The study uses a descriptive survey method, which is particularly effective for systematically exploring the characteristics and perceptions of a specific population. According to Bhat (2022), descriptive research helps in outlining the experiences, attitudes, and behaviors of the participants. This method allows the collection of data regarding women’s interaction with the Facebook stream of Maggi Star Family Show, including how it influences their cooking ideas. Longe (2021) argues that surveys are essential for providing a structured approach to collect relevant data on specific topics. Thus, the descriptive survey method will enable the study to assess the role of Facebook as a platform in shaping culinary creativity among women in Ilorin.
3.3 Population of the Study
The population for this study consists of women residing in Ilorin, Kwara State, particularly those who actively engage with Facebook. As Ilorin is home to a diverse range of women, including students, professionals, and homemakers, the study focuses on this group due to their potential interest in and engagement with cooking-related content on Facebook. Ilorin is a metropolitan area with a population of over 500,000 residents (Nigerian National Population Commission, 2023), which provides a substantial base for examining perceptions of Facebook’s role in enhancing culinary creativity. The target population specifically includes women who follow cooking shows, including the Maggi Star Family Show, and use Facebook to explore new cooking ideas.
3.4 Sample Size and Sampling Technique
The sample size for the study is 100 women aged 18–50 in Ilorin, Kwara State, who use Facebook and have watched the Maggi Star Family Show at least once. This size is practical and manageable given resource constraints while remaining statistically viable. Assuming an estimated population of 25,000 women, the sample size of 100 corresponds to a margin of error of approximately 10% at a 95% confidence level, calculated using the Taro Yamane formula:

n=       N

                1+N (e2 )
Where:
( n ) = sample size (100)
( N ) = population size (25,000, assumed)
( e ) = margin of error (0.1)
Calculation:
Where ( n ) is the sample size, ( N ) is the population size (25,000 students, as estimated in Section 3.4), and ( e ) is the margin of error. Using a 10% margin of error (e=0.1e = 0.1e = 0.1) and a 95% confidence level, the calculation is as follows:  
e2 = 0.12= 0.01
N.e2= 25,000. 0.01= 250
1+N.e2= 1+ 250 =251
n= 25000/251= 99.60
Rounding up, the sample size is 100. This size is also chosen to ensure manageability given resource constraints while remaining statistically viable for analyzing the impact of social media campaigns.
Sampling Technique
A multi-stage sampling technique is employed to ensure a representative and diverse sample while targeting women who meet the study’s specific criteria. The process is structured in three stages:
Stage 1: Cluster Sampling
Step: Divide Ilorin into geographical clusters based on neighborhoods.
Action: Randomly select four neighborhoods to capture geographical diversity and ensure logistical feasibility. Selected neighborhoods include:
· Tanke
· GaaAkanbi
· Sango
· Fate 
Purpose: This ensures the sample reflects Ilorin’s urban and semi-rural diversity.
Stage 2: Stratified Sampling
Step: Within each selected neighborhood, stratify the female population aged 18–50 into four age groups:
· 18–25
· 26–35
· 36–45
· 46–50
Action: Allocate the sample approximately equally across these age groups to capture variations in cooking habits, Facebook usage, and engagement with the show.
Purpose: Stratification by age ensures diversity in perspectives and behaviors relevant to the study.
Stage 3: Purposive Sampling
Step: Within each age group in each neighborhood, select women based on specific criteria:
· Active Facebook users.
· Have watched the Maggi Star Family Show at least once.
· Action: Identify respondents through
· Facebook women’s groups focused on cooking, family, or community.
· Community markets (e.g., Mandate Market), where women engaged in food preparation are active.
· Local cooking networks and women’s associations in Ilorin.
Purpose: Purposive sampling ensures the sample is relevant to the study’s focus on the show’s impact.
Sample Distribution
· The 100 women are distributed approximately equally across the four neighborhoods (~25 per neighborhood).
· Within each neighborhood, the sample is balanced across the four age groups (~6–7 per age group per neighborhood).
· This distribution ensures geographical and age diversity while targeting women exposed to the show.
Summary
Sample Size: 100 women, with a ~10% margin of error (assuming a 25,000 population).Sampling Technique:
Stage 1: Cluster sampling – Randomly select four neighborhoods (Tanke, GaaAkanbi, Sango, Fate).
Stage 2: Stratified sampling – Divide women by age groups (18–25, 26–35, 36–45, 46–50).
Stage 3: Purposive sampling – Select women who use Facebook and have watched the Maggi Star Family Show via targeted channels.
This multi-stage approach combines randomness and specificity, ensuring a representative sample aligned with the study’s objectives while adhering to the specified sample size of 100.

3.5 Research Instrument
The primary data collection tool for this study is a structured questionnaire, which will be designed to collect both demographic and opinion-based data from the participants. The questionnaire will consist of two sections:
Section A: Demographic information (e.g., age, marital status, educational background, and occupation).
Section B: Questions focusing on the frequency of Facebook usage, perceptions of the Maggi Star Family Show, and its impact on cooking habits. This section will use Likert-scale questions to measure agreement or disagreement with statements regarding the influence of the show on culinary creativity, the appeal of new recipes, and the adoption of cooking tips from Facebook.
3.6 Validity of the Research Instrument
Validity refers to the accuracy with which the research instrument measures the intended variables (Pattino& Ferreira, 2018). To ensure the validity of the questionnaire, it will undergo content validation by the research supervisor and culinary experts. Their feedback will help refine the questions, ensuring they are relevant and aligned with the study’s objectives. This process will ensure that the instrument accurately captures the participants’ perceptions of the Maggi Star Family Show and its influence on their cooking practices.
3.7 Reliability of the Research Instrument
Reliability refers to the consistency of the research instrument over time (Mcleod, 2023). To test the reliability of the questionnaire, a test-retest method will be employed. The same questionnaire will be administered to a small group of respondents twice, with an interval of one week. The consistency of their responses will be analyzed to determine the reliability of the instrument. A high correlation between the two sets of responses will confirm the reliability of the research instrument.
3.8 Method of Administration of the Research Instrument
The data will be collected through both physical and electronic distribution of questionnaires. The physical distribution will involve the researcher personally administering the questionnaires to respondents in strategic locations within Ilorin, such as markets, schools, and community centers. The electronic distribution will involve sending the questionnaire via Google Forms to a wider audience, ensuring accessibility and convenience for participants who may prefer to respond online. Both methods will ensure a wide range of respondents, capturing diverse perspectives on the influence of Facebook on cooking ideas.
3.9 Method of Data Analysis
Data collected from the questionnaires will be coded and analyzed using the Statistical Package for Social Sciences (SPSS) version 23. Descriptive statistics, such as frequencies, percentages, and mean scores, will be used to analyze the data. The results will be presented using tables, charts, and graphs to visually depict the influence of Facebook and the Maggi Star Family Show on women’s cooking practices in Ilorin. Additionally, inferential statistics may be employed to examine any significant differences in perceptions based on demographic variables, such as age, educational background, and occupation.


























CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0  Introduction
This chapter deals with the presentation, analysis, and interpretation of data collected for the study titled “Role of Facebook Stream Maggi Star Family Show in Spicing Up Women’s Cooking Ideas in Ilorin.” The first section presents general information about the respondents, while the second section analyzes responses to address the research questions. Data presentation is defined as the process of organizing data into tables and using simple percentages to visually represent relationships between variables for informed decision-making. Data analysis summarizes collected data to derive insights, enabling statistical and logical conclusions. The data are organized into tables to facilitate clear interpretation and discussion of findings.
4.1 DATA PRESENTATION
SECTION A: BIO-DEMOGRAPHIC DATA OF THE RESPONDENTS
ITEM 1: Age Group of Respondents
TABLE I
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	18–25
	45
	45%

	26–35
	30
	30%

	36–45
	20
	20%

	46 and above
	5
	5%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
In the table above, 45 respondents, representing 45%, are aged 18–25, followed by 30 respondents, representing 30%, aged 26–35. Twenty respondents, making up 20%, are aged 36–45, and 5 respondents, representing 5%, are 46 and above. This indicates that 75% of the respondents are between the ages of 18 and 35.
ITEM 2: Gender of Respondents
TABLE II
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Female
	95
	95%

	Male
	3
	3%

	Prefer not to say
	2
	2%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
The above table shows that 95 respondents, representing 95%, are female, while 3 respondents, or 3%, are male, and 2 respondents, representing 2%, prefer not to say. This reflects that 95% of the respondents are women.
ITEM 3: Occupation of Respondents
TABLE III
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Homemaker
	25
	25%

	Student
	40
	40%

	Professional
	20
	20%

	Trader/Business
	10
	10%

	Other
	5
	5%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
From the table above, 40 respondents, representing 40%, are students, followed by 25 respondents, representing 25%, who are homemakers. Twenty respondents, making up 20%, are professionals, 10 respondents, representing 10%, are traders/businesswomen, and 5 respondents, or 5%, fall into other occupations. This shows that 40% of the respondents are students.
ITEM 4: Frequency of Facebook Usage
TABLE IV
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Daily
	60
	60%

	Several times a week
	28
	28%

	Occasionally
	8
	8%

	Rarely
	3
	3%

	Never
	1
	1%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
In the table above, 60 respondents, representing 60%, use Facebook daily, followed by 28 respondents, representing 28%, who use it several times a week. Eight respondents, making up 8%, use it occasionally, three respondents, representing 3%, use it rarely, and one respondent, or 1%, never uses it. This indicates that 88% of the respondents use Facebook frequently.
ITEM 5: Residence in Ilorin
TABLE V
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Ilorin West
	40
	40%

	Ilorin East
	30
	30%

	Ilorin South
	25
	25%

	Other
	5
	5%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
The above table shows that 40 respondents, representing 40%, reside in Ilorin West, while 30 respondents, or 30%, live in Ilorin East. Twenty-five respondents, making up 25%, are from Ilorin South, and 5 respondents, representing 5%, reside in other areas. This shows that 95% of the respondents reside within Ilorin Metropolis.
SECTION B: RESPONSES TO RESEARCH QUESTIONS
ITEM 6: Have You Watched the Maggi Star Kitchen Show on Facebook?
TABLE VI
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	85
	85%

	No
	15
	15%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
From the table above, a significant majority of 85 respondents, representing 85%, have watched the Maggi Star Kitchen show on Facebook, while 15 respondents, representing 15%, have not. This indicates that 85% of the respondents are familiar with the show.
ITEM 7: Has the Maggi Star Kitchen Show Improved Your Cooking Ideas?
TABLE VII
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	80
	80%

	No
	20
	20%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
In the response to the question on whether the Maggi Star Kitchen show has improved cooking ideas, 80 respondents, representing 80%, answered yes, while 20 respondents, or 20%, answered no. This shows that 80% of respondents feel their cooking ideas have improved.
ITEM 8: Are You Aware of the Maggi Star Kitchen Show on Facebook?
TABLE VIII
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	90
	90%

	No
	10
	10%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
The above table shows that 90 respondents, representing 90%, are aware of the Maggi Star Kitchen show on Facebook, while 10 respondents, or 10%, are not. This indicates that 90% of the respondents are aware of the show.
ITEM 9: Main Challenge in Accessing the Maggi Star Kitchen Show
TABLE IX
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Poor internet access
	35
	35%

	Lack of time
	30
	30%

	Lack of awareness
	20
	20%

	Technical difficulties
	10
	10%

	Other
	5
	5%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
According to the table above, 35 respondents, representing 35%, cite poor internet access as the main challenge, followed by 30 respondents, or 30%, who mention lack of time. Twenty respondents, making up 20%, note lack of awareness, 10 respondents, representing 10%, face technical difficulties, and 5 respondents, or 5%, cite other issues. This shows that 35% of the respondents face poor internet as the biggest barrier.
ITEM 10: Frequency of Engagement with Maggi Star Kitchen Content	
TABLE X
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Always
	20
	20%

	Often
	35
	35%

	Sometimes
	30
	30%

	Rarely
	10
	10%

	Never
	5
	5%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
The above table shows that 35 respondents, representing 35%, often engage with the content, while 30 respondents, or 30%, sometimes engage. Twenty respondents, making up 20%, always engage, 10 respondents, representing 10%, rarely engage, and 5 respondents, or 5%, never engage. This shows that 85% of the respondents engage with the content to some degree
ITEM 11: Maggi Star Kitchen Show Enhances Cooking Creativity
TABLE XI
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	40
	40%

	Agree
	45
	45%

	Neutral
	10
	10%

	Disagree
	4
	4%

	Strongly Disagree
	1
	1%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
From the table above, 40 respondents, representing 40%, strongly agree that the show enhances cooking creativity, while 45 respondents, or 45%, agree. Ten respondents, making up 10%, are neutral, 4 respondents, representing 4%, disagree, and 1 respondent, or 1%, strongly disagrees. This shows that 85% of respondents believe the show enhances cooking creativity.
ITEM 12: Introduces New Recipes and Cooking Techniques
TABLE XII
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	45
	45%

	Agree
	40
	40%

	Neutral
	10
	10%

	Disagree
	4
	4%

	Strongly Disagree
	1
	1%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
The above table shows that 45 respondents, representing 45%, strongly agree that the show introduces new recipes and cooking techniques, while 40 respondents, or 40%, agree. Ten respondents, making up 10%, are neutral, 4 respondents, representing 4%, disagree, and 1 respondent, or 1%, strongly disagrees. This indicates that 85% of respondents support the show's educational value
ITEM 13: Awareness of Maggi Star Kitchen as a Source of Cooking Ideas
TABLE XIII
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	50
	50%

	Agree
	35
	35%

	Neutral
	10
	10%

	Disagree
	4
	4%

	Strongly Disagree
	1
	1%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
From the table above, 50 respondents, representing 50%, strongly agree, while 35 respondents, or 35%, agree. Ten respondents, making up 10%, are neutral, 4 respondents, representing 4%, disagree, and 1 respondent, or 1%, strongly disagrees. This shows that 85% of the respondents are aware of the show as a source of cooking ideas
ITEM 14: Motivates Trying New Spices and Ingredients
TABLE XIV
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	42
	42%

	Agree
	43
	43%

	Neutral
	10
	10%

	Disagree
	4
	4%

	Strongly Disagree
	1
	1%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
The above table shows that 42 respondents, representing 42%, strongly agree, while 43 respondents, or 43%, agree. Ten respondents, making up 10%, are neutral, 4 respondents, representing 4%, disagree, and 1 respondent, or 1%, strongly disagrees. This indicates that 85% of respondents are motivated to try new ingredients..
ITEM 15: Poor Internet Connectivity Limits Access
TABLE XV
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	35
	35%

	Agree
	40
	40%

	Neutral
	15
	15%

	Disagree
	8
	8%

	Strongly Disagree
	2
	2%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
From the table above, 35 respondents, representing 35%, strongly agree that poor internet limits access, while 40 respondents, or 40%, agree. Fifteen respondents, making up 15%, are neutral, 8 respondents, representing 8%, disagree, and 2 respondents, or 2%, strongly disagree. This shows that 75% of respondents view poor connectivity as a key issue.
ITEM 16: Active Engagement with Maggi Star Kitchen Content
TABLE XVI
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	25
	25%

	Agree
	45
	45%

	Neutral
	20
	20%

	Disagree
	8
	8%

	Strongly Disagree
	2
	2%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
The above table shows that 25 respondents, representing 25%, strongly agree with active engagement, while 45 respondents, or 45%, agree. Twenty respondents, making up 20%, are neutral, 8 respondents, representing 8%, disagree, and 2 respondents, or 2%, strongly disagree. This indicates that 70% of respondents actively engage with the content.
ITEM 17: Lack of Awareness Reduces Impact
TABLE XVII
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	15
	15%

	Agree
	25
	25%

	Neutral
	35
	35%

	Disagree
	20
	20%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
From the table above, 15 respondents, representing 15%, strongly agree, while 25 respondents, or 25%, agree. Thirty-five respondents, making up 35%, are neutral, 20 respondents, representing 20%, disagree, and 5 respondents, or 5%, strongly disagree. This shows that 40% of respondents believe lack of awareness reduces the show’s impact.
ITEM 18: Primary Barrier to Implementing Cooking Ideas
TABLE XVIII
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Cost of ingredients
	40
	40%

	Lack of time
	25
	25%

	Limited cooking skills
	20
	20%

	Unavailability of ingredients
	10
	10%

	Other
	5
	5%

	Total
	100
	100%


SOURCE: FIELDWORK, 2025
According to the table above, 40 respondents, representing 40%, identify cost of ingredients, followed by 25 respondents, or 25%, who cite lack of time. Twenty respondents, making up 20%, mention limited skills, 10 respondents, or 10%, note unavailability of ingredients, and 5 respondents, or 5%, cite other issues. This indicates that 40% of the respondents see cost as the main challenge.
ITEM 19: Frequency of Applying Cooking Ideas
TABLE XIX
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Always
	20
	20%

	Often
	40
	40%

	Sometimes
	30
	30%

	Rarely
	8
	8%

	Never
	2
	2%


SOURCE: FIELDWORK, 2025
The above table shows that 40 respondents, representing 40%, often apply the ideas, 30 respondents, or 30%, sometimes apply them, and 20 respondents, making up 20%, always apply them. Eight respondents, representing 8%, rarely apply them, while 2 respondents, or 2%, never apply them. This shows that 90% of the respondents apply the ideas at least occasionally.
ITEM 20: Effectiveness of Maggi Star Kitchen in Improving Cooking IdeasTABLE XX
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Very effective
	45
	45%

	Somewhat effective
	40
	40%

	Neutral
	10
	10%

	Somewhat ineffective
	4
	4%

	Not effective at all
	1
	1%

	Total
	100
	100%


SOURCE: FIELD WORK, 2025
From the table above, 45 respondents, representing 45%, find the show very effective, while 40 respondents, or 40%, find it somewhat effective. Ten respondents, making up 10%, are neutral, 4 respondents, representing 4%, find it somewhat ineffective, and 1 respondent, or 1%, finds it not effective
4.2 ANALYSIS OF RESEARCH QUESTIONS
Question 1: What is the impact of Facebook streaming of the Maggi Star Kitchen show on enhancing cooking ideas among women in Ilorin? Tables VII, XI, XII, XIV, and XX address this question. 
· Table VII shows that 80 respondents, representing 80%, agree that the show has improved their cooking ideas, while 20 respondents, or 20%, disagree. 
· Table XI indicates that 40 respondents, representing 40%, strongly agree and 45 respondents, or 45%, agree that the show enhances cooking creativity. 
· Table XII reveals that 45 respondents, representing 45%, strongly agree and 40 respondents, or 40%, agree that the show introduces new recipes and techniques. 
· Table XIV shows that 42 respondents, representing 42%, strongly agree and 43 respondents, or 43%, agree that the show motivates trying new spices and ingredients. 
· Table XX indicates that 45 respondents, representing 45%, find the show very effective and 40 respondents, or 40%, find it somewhat effective in improving cooking ideas. These findings confirm that the Maggi Star Kitchen show has a significant positive impact on enhancing cooking ideas among women in Ilorin through creativity, new recipes, and motivation to experiment.
Question 2: What are the challenges or constraints faced by women in Ilorin in adopting cooking ideas from the Maggi Star Kitchen show streamed on Facebook? Tables IX, XV, and XVIII address this question. 
· Table IX shows that 35 respondents, representing 35%, cite poor internet access as the main challenge, 30 respondents, or 30%, mention lack of time, and 20 respondents, or 20%, note lack of awareness. 
· Table XV indicates that 35 respondents, representing 35%, strongly agree and 40 respondents, or 40%, agree that poor internet connectivity limits access. 
· Table XVIII reveals that 40 respondents, representing 40%, identify cost of ingredients as the primary barrier, followed by 25 respondents, or 25%, citing lack of time. These results highlight poor internet access, cost of ingredients, and lack of time as the primary constraints affecting the adoption of cooking ideas from the show.
Question 3: What is the level of awareness and engagement of women in Ilorin with the Maggi Star Kitchen show as a platform for diversifying their food preparation methods? Tables VIII, X, XIII, XVI, and XIX address this question. 
· Table VIII shows that 90 respondents, representing 90%, are aware of the show. 
· Table X indicates that 35 respondents, representing 35%, often engage with the show’s content, and 30 respondents, or 30%, engage sometimes. 
· Table XIII reveals that 50 respondents, representing 50%, strongly agree and 35 respondents, or 35%, agree that they are highly aware of the show as a source of cooking ideas. 
· Table XVI shows that 25 respondents, representing 25%, strongly agree and 45 respondents, or 45%, agree that they actively engage with the content. 
· Table XIX indicates that 40 respondents, representing 40%, often apply cooking ideas, and 30 respondents, or 30%, apply them sometimes. These findings confirm high awareness and moderate to high engagement levels, with frequent application of cooking ideas, indicating the show’s effectiveness as a platform for diversifying food preparation methods.
4.3 DISCUSSION OF FINDINGS
The purpose of this study was to examine the “Role of Facebook Stream Maggi Star Family Show in Spicing Up Women’s Cooking Ideas in Ilorin.” The results obtained from the statistical analysis of 100 administered and returned questionnaires were presented in tables using simple percentages to address the research questions.
The findings confirm that the Maggi Star Kitchen show significantly enhances cooking ideas. Table XX shows that 85 respondents, representing 85%, find the show effective (45% very effective, 40% somewhat effective), while Table XI indicates that 85 respondents, representing 85%, agree or strongly agree that the show enhances cooking creativity. This aligns with the Uses and Gratification Theory, which suggests that women actively seek the show to fulfill their need for culinary knowledge. Table XII further supports this, with 85 respondents, representing 85%, agreeing that the show introduces new recipes and techniques, consistent with Social Learning Theory’s emphasis on learning through observation.
The study identified key challenges. Table IX and Table XVIII highlight poor internet access (35%), cost of ingredients (40%), and lack of time (25%) as major barriers. Table XV shows that 75 respondents, representing 75%, agree or strongly agree that poor internet connectivity limits access, reflecting Technological Determinism Theory, which posits that technology shapes user experiences but is constrained by infrastructure.
High awareness and engagement levels were confirmed, with Table VIII showing 90 respondents, representing 90%, aware of the show, and Table XVI indicating that 70 respondents, representing 70%, actively engage with the content. Table XIX shows that 90 respondents, representing 90%, apply cooking ideas at least sometimes, underscoring the show’s role in diversifying food preparation methods.
In conclusion, the Maggi Star Kitchen show is a valuable tool for enhancing cooking ideas among women in Ilorin, though its impact is tempered by internet access and economic constraints. The high awareness and engagement levels highlight its relevance as a platform for culinary inspiration.



CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1 SUMMARY
This research study, titled “Role of Facebook Stream Maggi Star Family Show in Spicing Up Women’s Cooking Ideas in Ilorin,” was structured into five chapters for clear presentation and analysis.
Chapter One introduced the background, emphasizing the Maggi Star Kitchen show’s role in revolutionizing access to cooking ideas via Facebook streaming. It outlined the research objectives, questions, significance, limitations, and operational definitions, focusing on the show’s influence on culinary creativity among women in Ilorin.
Chapter Two explained the theoretical framework, applying Uses and Gratification Theory, Social Learning Theory, and Technological Determinism Theory to understand how women engage with the show to learn new cooking ideas and how technology shapes their experiences.
Chapter Three detailed the research methodology, including the population (women in Ilorin who use Facebook), sample size (100 respondents), purposive sampling technique, and questionnaire as the instrument. It also addressed the validity, reliability, and method of data analysis using simple percentages.
Chapter Four presented and analyzed the data, using tables to show demographic information and responses to research questions. The findings confirmed the show’s impact on cooking ideas, identified challenges like poor internet access and cost of ingredients, and highlighted high awareness and engagement levels.
Chapter Five summarizes the findings, draws conclusions, and provides recommendations based on the study’s results.
5.2 CONCLUSION
The study aimed to investigate the “Role of Facebook Stream Maggi Star Family Show in Spicing Up Women’s Cooking Ideas in Ilorin.” The findings confirm that the Maggi Star Kitchen show has assumed a prominent role in enhancing culinary creativity among women in Ilorin. The show’s ability to introduce new recipes, techniques, and ingredients, as shown in Table XII (85% agreement) and Table XIV (85% agreement), makes it a valuable tool for diversifying food preparation methods. This aligns with the Uses and Gratification Theory, as women actively seek the show to fulfill their culinary learning needs, and Social Learning Theory, as they learn through observing demonstrated techniques.
However, challenges such as poor internet connectivity (Table XV, 75% agreement) and cost of ingredients (Table XVIII, 40%) limit the show’s impact for some women, reflecting constraints highlighted by Technological Determinism Theory. Despite these barriers, high awareness (Table VIII, 90%) and engagement (Table XVI, 70%) indicate the show’s effectiveness as a platform for culinary inspiration.
The study concludes that the Maggi Star Kitchen show significantly influences women’s cooking ideas in Ilorin, fostering creativity and experimentation. However, addressing infrastructural and economic barriers could enhance its reach and impact.
5.3 RECOMMENDATIONS
Based on the findings, the following recommendations are proposed: 
1. Improve Internet Infrastructure: Government and telecom providers should enhance internet connectivity in Ilorin to facilitate access to the Maggi Star Kitchen show, addressing the barrier noted by 75% of respondents (Table XV). 
2. Promote Affordable Recipes: The show’s producers should focus on recipes using cost-effective, locally available ingredients to address the 40% of respondents citing cost as a barrier (Table XVIII). 
3. Increase Awareness Campaigns: Maggi should use complementary media, such as radio and community events, to boost awareness, as 20% of respondents cited lack of awareness (Table IX). 
4. Offer Time-Efficient Content: The show should produce short, concise episodes to accommodate busy schedules, addressing the 25% of respondents citing lack of time (Table XVIII). 
5. Enhance Interactive Features: The show’s Facebook page should incorporate live sessions and polls to increase engagement, building on the 70% of respondents who engage actively (Table XVI). 
6. Provide Beginner Tutorials: The show should include basic cooking tutorials to support the 20% of respondents with limited cooking skills (Table XVIII), ensuring accessibility for all skill levels.
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