CHAPTER ONE
1.1. Background of the study
Funding is a critical determinant of people's level of access to healthcare and medical utilities in all parts of the world. Generally, quality healthcare is capital-intensive and requires beneficiaries to make appropriate financial subscriptions that vary from country to country. Unlike in many developed countries where there are adequate provisions for healthcare subsidies and free medical services, the majority of people in economically disadvantaged countries of the world access medical services through out-of-pocket arrangements (Bishnoi, Shukla, Khanna, Sheeta, Singh & Banerjee, 2022). The huge burden arising from out-of-pocket financial expenditures gave impetus to fundraising, a phenomenon that involves soliciting funds or donations from members of the public.
Medical fundraising, otherwise nuanced as public fundraising for medical purposes, has successfully grown into a veritable alternative to traditional financing practices in recent years (Huang, etal., 2021). This mechanism deploys an intermediary platform that offers the fund seeker ample opportunity to collect funds from a large number of donors in small amounts and the funds are thereafter made available to the target beneficiary usually after the intermediary platform has deducted its share of the proceeds. Fundraising uses online technologies and existing payment systems that facilitate transactions between fund seekers and fund donors (Gerber, Hui & Kuo, 2012). This practice has become quitepopular and common around the world, with research indicating that about a third of all fundraising-related campaigns are aimed at seeking monetary donations from members of the public to offset healthcare-related expenditures (Bassani, Marinelli & Vismara, 2019).
As a fundraising technique, fundraising relies largely on the internet to reach out to potential donors who are not only enjoined to make financial contributions for the purpose of the funding, but also encouraged to share the funding link across their social network (Saleh, Ajufo, Lehmann, 2020). Thus, unlike traditional fundraising methods that are limited to physical locations, online fundraising is not geographically limited, has a relatively low cost for collecting funds and participation is somewhat infinite given the possibility of fund seekers to tap into various interpersonal networks through social networking sites, leverage social media connections and speedily spread fundraising projects as widely aspossible (Choy & Schlagwein, 2016). Fundraising initiatives relyheavily on the internet, making social media technologies indispensable to their success (Huang et al 2021).
Social media loosely refer to all internet-based media platforms that rely on web 2.0 technologies that enable them to connect a significant number of users in a virtual community that allows people to network, interact, create contents, and share social values. These media platforms have become significant sources of public health information in recent years and they offer innovative opportunities for social action (Erubami, Ufuophu-Biri, Anorue, Nwabueze & Orekyeh, 2021). These technologies have a built-in platform for users to either trade or solicit funds for medical reasons. The Nigerian population offers a ready market for diverse online campaigns given the several millions of active social media users occupying the country's virtual space (Erubami, Bebenimibo & Ugwuoke, 2021). Other features that increase the potential success of online health care fundraisingin Nigeria include geometric population growth, a large number of mobile phone users, a relatively high internet connectivity index, strong social media usage, an increasing network of friends and social ties, and thriving entrepreneurial prospects (Kazaure & Abdullah, 2018).
Over the years, these advantages have been explored by many people seeking funding for their medical needs. To achieve this, fund seekers share images and videos of patients, medical reports and medical bills on social media with the hope of currying public empathy and securing financial support from the public via donations (Ajayi & Oyedele, 2020).
While many of such campaigns receive immense support from Nigerian citizens, a number of them have been met with stiff resistance and sturdy opposition because they were perceived to be fraudulent and/or exploitative. Besides, there have been instances where internet fraudsters hide under the veneer of health care fundraising to steal from the public. This development, thus, raises the question of how members of the public perceive health care fundraising requests shared on social media.
1.2. Statement of the Problem
Perception moulds people's conception of the information and events that they are exposed to. The cognitive process involved in perception enables individuals to organise, interpret and react to messages that they receive at any given time (Oziwele & Erubami, 2022).Research suggests that an overlapping relationship exists between individuals' perception and their level of use of technologies (Segard, 2015; Ugwuoke & Erubami, 2021). This means that how a phenomenon is perceived will determine its assesament and ultimate dcceptance or rejection (Erubami et al 2021). Although, significant research has investigated the growth of online fundraising phenomenon as an alternative means of medical Rumding (Bishnot et al 2022), the practice le underexplored by research and there is inadequate basie knowledge concerning the phenomenon (Mollick, 2014; Ajayi & Oyedele, 2020). Besides, limited research has interrogated how medical fundraising is being perceived by members of the publie, particularly Nigerian social media users. Hence, this study reclines on investigating how social media users in Nigeria perceive online medical fundraising as a financing technique and alternative to out-of-pocket medical expenditures.
1.3. Objectives of the Study 
This study is aimed towards determining Audience perception on the impact of social media mobilization in fundraising on health care in Nigeria. The following objectives are however, drawn to guide the researcher in the course of the research study:
I. To evaluate the effectiveness of social media in mobilizing fundraising efforts for healthcare initiatives in Nigeria.
II. To analyze the strategies employed by social media platforms and users to engage and encourage donations for healthcare causes.
III. To identify the challenges faced in using social media as a tool for fundraising in healthcare in Nigeria.
IV. To explore the role of cultural, economic, and social factors in shaping audience perceptions of social media-driven healthcare fundraising campaigns.
1.4. Research Questions
I. What is the effectiveness of social media in mobilizing fundraising efforts for healthcare initiatives in Nigeria?
II. What are the strategies employed by social media platforms and users to engage and encourage donations for healthcare causes?
III. What are the challenges faced in using social media as a tool for fundraising in healthcare in Nigeria?
IV. What are the role of cultural, economic and social factors in shaping audience perception of social media-driven healthcare fundraising campaigns?

1.5 Significance of the Study
The study on “Audience Perception on the Impact of Social Media Mobilization on Fundraising for Healthcare in Nigeria” is significant as it provides insights into how social media platforms can be leveraged to address healthcare funding gaps in Nigeria. By understanding audience perceptions, the study offers practical guidance to healthcare organizations, NGOs, and social media strategists on designing effective and engaging campaigns that resonate with potential donors. It also highlights the role of cultural, economic, and trust factors in shaping audience attitudes, enabling the creation of targeted, transparent, and impactful mobilization strategies to foster increased donor participation.
Additionally, the study contributes to academic research on digital media and healthcare communication, particularly in developing countries. It serves as a valuable resource for policymakers and social media platforms in formulating supportive frameworks for fundraising campaigns. By addressing key challenges and barriers, the study provides actionable recommendations to improve healthcare fundraising efforts, ultimately bridging funding deficits, enhancing access to medical services, and saving lives across Nigeria.
1.6. Scope of the Study
The study is streamlined to cover the audience perception on the impact of social media mobilization in fundraising on health care in Nigeria. The scope of the study comprises socialmedia users within the age bracket of 18-50 years. A hundred (100) of these social media users were selected for the research within Kwara State Polytechnic campus and immediate communities.This is for proximity and to lessen the financial burden of covering other locations.


1.7. Definitions of Key Terms
· Audience Perception: The opinions, attitudes, or interpretations of individuals or groups regarding a particular subject or phenomenon, in this case, their views on the role and effectiveness of social media in healthcare fundraising.
· Social Media: Digital platforms and applications such as Facebook, Twitter, Instagram, WhatsApp, and others that enable users to create, share, and interact with content and engage in virtual communities or networks.
· Mobilization: The act of rallying or organizing people to take collective action, such as raising funds or awareness for healthcare-related causes, through strategic communication efforts on social media.
· Fundraising: The process of soliciting and gathering financial contributions or donations from individuals, groups, or organizations to support healthcare services, infrastructure, or emergency needs.
· Healthcare: The organized provision of medical services, treatment, and preventive care to maintain and improve physical and mental well-being. In this study, it refers to healthcare initiatives in Nigeria that require financial support.
· Impact: The measurable or perceived effects, outcomes, or changes resulting from social media mobilization efforts on fundraising activities for healthcare causes in Nigeria.
· Nigeria: A country in West Africa, serving as the geographical focus of the study, where social media mobilization is examined within the context of healthcare fundraising campaigns.


CHAPTER TWO
LITERATURE REVIEW
2.0 Introduction 
This chapter reviews relevant literature to the study. According to Hart (2018), a literature review is a comprehensive survey of scholarly sources on a specific topic, aimed at providing an overview of current knowledge, identifying gaps, and offering a critical analysis of theories, methodologies, and findings relevant to the research question. The literature review also helps to avoid unproductive approaches, achieve methodological insights, find recommendations for further research, and look for how to support grounded theory (Omopupa, 2016). Therefore, the literature review for this study will be focused on the following:
2.1 Conceptual Framework
This study examines the relationship between social media mobilization and fundraising for healthcare in Nigeria. Social media platforms, such as Facebook, Twitter, and Instagram, serve as powerful tools for raising awareness and mobilizing financial support for healthcare causes. These platforms allow individuals and organizations to reach a wide audience quickly, enabling collective action for healthcare funding.
Audience perception of social media fundraising is shaped by their trust in the platforms, the transparency of the fundraising efforts, and the perceived legitimacy of the causes. Positive perceptions can lead to greater engagement, while skepticism or concerns about fraud may deter participation. This framework highlights the potential of social media to enhance healthcare access by rallying support, while also recognizing the challenges of maintaining trust and credibility in online fundraising efforts.
2.1.1 History of Social Media 
To understand social media we need to explore its history.  The Internet started out as a massive Bulletin Board System (BBS) that allowed users to exchange software, data, messages, and news with each other (Kaplan &Haenlein, 2010). In 1979, Duke University graduate students Tom Truscott and Jim Ellis teamed up with the idea of networked communication over computers for exchange of information. This idea was executed in 1980 (Kaplan and Haenlein, 2010) and “Usenet” was launched worldwide, which was the first genuine attempt at social networking. Various discussion groups were held covering a wide variety of topics from humanities, sciences, business, politics, computers, and other areas. The discussion forums on these websites were called “newsgroups” (Goldsborough, 2005).  
By 1992, Internet became one of the most popular networking tools, which linked researchers and educators. Marc Andreessen headed a team at NSF centers which successfully developed a browser to develop NCA Mosaic or popularly known as Mosaic. In less than 18 months of its introduction, Mosaic became the browser of choice for almost over a million users. This set off an exponential growth in the area of decentralizing information and connecting people and led to the development of Microsoft’s Internet Explorer (Andreessen, 1993).  
Founded in October 1998 by Bruce Ableson and Susan Ableson, “Open Diary” was the next attempt at social networking. This website brought together people from various fields who wrote diaries or blogs, as we now call them, on a common platform to share their views and perspectives on various topics (Kaplan and Haenlein, 2010). As the Internet matured and became more widely available in the late 1990’s, there was an explosion of Social Media websites.  
In 1999, social media websites like Blogger and Faceparty appeared, and post-2000, Wikipedia, Picasa, Friendster, Flickr and other sites were created. The number of active monthly users each of these social media sites generates is given below. The social networking site Facebook is currently one of the leaders in social media, with video sharing site YouTube a close second. Growth of social networking, a revolution in social networking came with the advent of newer social networking websites, based on Web 2.0. In 2002, Friendster used the concept of degrees of separation. It promoted the idea of social networking by creating rich bonds among people who knew each other directly or via certain friends and provided a common platform for them for social interaction. With the success of Friendster, many other social networking sites followed. LinkedIn, launched in 2003, created a professional platform for work-based interaction. It is more than a mere playground for teenagers and classmates. LinkedIn is a serious platform for working people who want to connect with other professionals and to expand their contact networks. As of January 2014, LinkedIn reported 300 million registered users on its website (https://www.linkedin.com/about-us). MySpace, which was also launched in 2003, has almost 10 times fewer (36 million as on October 2013) monthly active users than LinkedIn.  However, Facebook, launched in 2004 for Harvard students and opened to the general public in 2006, is currently the most frequented social networking website. As of September 2014, Facebook claims 1.35 billion active users (https://newsroom.fb.com/company-info/). To put this number in perspective, if Facebook was a country it would be the second most populous nation, second only to China. 
2.1.2 Concept of Social Media 
Over the years, many scholars have been able to distinctively define and clarify the concept of social media. In their definition and clarification, the concept of social media has been used interchangeably with social networking site. Likewise, in this section, the word will be used interchangeably. In defining social media, Kaplan and Haenlein (2010) gave a general definition of social media in consideration of Web 2.0 and User-Generated Content. According to them social media is a group of internet-based applications that build on the ideological and technological foundations of Web 2.0 and that allows the creation and exchange of User Generated Content. They also went further to describe social media as a group of internet-based applications that build on the ideological and technological foundations of Web 2.0 and that allow the creation and exchange of user-generated content. Nwanton, Odoemalamn, Orji-Egwu, Nwankwo and Nweze (2013)defines social media as those internet-based tools and services that allow users to engage with each other,generate contents, distribute and search for information online.  
Parr (2010) defines social media as the use of electronic and Internet tools for the purpose of sharing and discussing information and experiences with other human beings in more efficient ways. On the other hands, Jantsch (2008) considers social media as the use of technology combined with social interaction to create or co-create value. According to Merriam-Webster dictionary (2017), social media is a form of electronic communication (as websites for social networking and microblogging) through which users create online communities to share information, ideas, personal messages, and other content (as videos) while Dykeman (2008) acknowledged social media as “the means for any person to: publish digital, creative content; provide and obtain real-time feedback via online discussions, commentary and evaluations; and incorporate changes or corrections to the original content” (Dykeman, 2008).  
Bryer and Zavatarro (2011) described social media as technologies that smooth the progress of social interaction, make possible collaboration, and enable deliberation across stakeholders. These technologies now include blogs, wikis, media (audio, photo, video, text) sharing tools, networking platforms, and virtual worlds. Social Media Online (2011) defines social media as primarily internet-and mobile-based tools for sharing and discussing information by users. The term, according to Andreas and Michael (2010), refers to “a group of Internetbased applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content."  
Drury (2008) describes social media as online resources that people use to share content: video, photos, images, text, ideas, insight, humor, opinion, gossip, news. Safko and Brake (2009) further defined social media as “activities, practices, and behaviors among communities of people who gather online to share information, knowledge, and opinions using conversational media. Kietzmannn, Silverstre, McCarthy andLeylan (2012) describes social media as the platform that employs mobile and web based technology to create highly interactive platforms via which individuals and community share, co-create, discuss and modifies user generated content. Social media, as defined by Bryer and Zavatarro (2011) are technologies that facilitate social interaction, make possible collaboration, and enable deliberation across stakeholders. These technologies now include blogs, wikis, media (audio, photo, video, text) sharing tools, networking platforms, and virtual worlds. Social Media Online (2011) defines social media as primarily internet-and mobile-based tools for sharing and discussing information by users.  
The term social media, according to Kaplan andHaenlein (2010) refers to “a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content” (p. 61). Web 2.0 was coined by Darcy DiNucci in 1999 to describe interactive social websites which allow users to interact and collaborate with each other in a social media dialogue. Davis, Canche, Deil-Amen and Rios-Aguilar (2012) refer to social media technology (SMT) as web-based and mobile applications that allow individuals and organizations to create, engage, and share new usergenerated or existing content, in digital environments through multi-way communication. Through this platform, individuals and organizations create profiles, share and exchange information on various activities and interests. An interesting aspect of social media is that, it is not limited to desktop or laptop computers but could be accessed through mobile applications and smart phones making it very accessible and easy to use. Examples of these social media platforms both on the web and mobile application include Facebook, Twitter, YouTube, Whatsapp, Instagram, blogs etc.   
According to Boyd and Ellison (2007), “social networking sites are web-based service platform that enable individuals to create a public or semi-public profile within a bounded system, articulate a list of other users with whom they share a connection, and view and navigate their list of contacts and those made by others within the system” (p. 21). These sites are used to interact with friends, peers and others that are found in groups on these sites. The sharing of information ranges from news, debates, gossips, feelings or statement of mind, opinions, research etc. Curtis (2011) affirms that social media appear in many forms including blogs and microblogs, forums and message boards, social networks, wikis, virtual worlds, social bookmarking and video sharing.  According to Junco (2012), social media are collections of internet websites, services, and practices that support collaboration, community building, participation, and sharing. 
Nwangwa and Omotere (2014) simply regards social media as comprising online applications for social networking sites, social bookmarking and sharing tools, social citation tools, blogging and microblogging tools, virtual worlds, e-conference presentation sharing tools, audio and video tools, e-project management tools, and research and writing collaboration tools; primarily developed to foster user-centered social interaction. Social media can be seen as either web based or application based media of communication that allows registered individual to share ideas, thoughts, opinions, interact and collaborate with other registered users all over the world. The inclusion of application based media of communication is largely due to the ability to make use of social media on mobile gadgets such as Smartphones, Tablets, i-Phones, symbian and Java phones 
The scope of social networking sites as information sources have been discussed by different scholars e.g., (Dugan et al., 2008; Skeels&Grudin, 2009; Steinfield, DiMicco, Ellison, & Lampe, 2009; Morris et al., 2010). They noted that:  
i. Only humans can provide certain types of information such as opinions, advice and recommendations. 
ii. The information sources are personally known to the user to a greater or lesser extent, and are therefore trusted sources and have cognitive authority.  
iii. Users can provide localized (geographically specific) information, and current or time- sensitive information.  
iv. Information provided by users are customized for the requestor.  
v. Social contacts can perform intermediary functions of researching, synthesis and packaging of information. 
vi.  Users are able to broadcast a question to a known group of people • Users can obtain emotional and social support. 
It includes web-based and mobile based technologies that are used to turn communication into interactive dialogue among individuals, organizations, and communities. Typical examples of social media platforms include websites such as Facebook, Twitter, Flickr, YouTube and the interactive options on these websites, such as the “re-tweeting” option on Twitter. These instruments are referred to as media because they are tools which can also be used for the storage and dissemination of information. However, unlike the traditional media like Television and Radio, most of the social media tools allow their users to interact as “re–twitting” on Twitter and “comment” options on Facebook illustrate. 
Looking at social media from a more practical point of view, Sweetser and Lariscy (2008) define social media as a “read-write Web, where the online audience moves beyond passive viewing of Web content to actually contributing to the content”. One thing that is common in the definitions of social media reviewed in this work is the view that it is based on user-generated participation. The opportunity to enjoy user-to-user interaction distinguishes social media from the traditional media which is characterized by top-down news dissemination arrangement (Clark &Aufderheide, 2009).Another attribute of the social media which distinguishes it from the traditional media is the choice it accords its users. Choice enables people to access the information they like to learn about through the social media, eliminating the gatekeeper role of traditional media. On one hand, the choice offered by social media reduces the shared experience that viewers of particular traditional media channels usually have; on the other hand, it creates a network of individuals with like interests and similar preferences. 
Two primary tools that have enabled people to socialize and connect with each other online are social networking sites and electronic messaging. More than half of America’s teens and young adults send electronic messages and use social networking sites, and more than onethird of all internet users engage in these activities (Jones & Fox, 2009). In Nigeria, internet users are estimated, as at October 2014, at 67,101,452 with 16% growth rate when compared with the 2013 figure, and is 2.30% of the country’s share of the world internet users (Internet Live Stats, 2014). Nigeria is also the third most active African country on twitter (Mejabi&Fagbule, 2014). Most people who use social media tools access them mainly through computers and mobile devices such as phones and Tablet PCs.  
Analysts suggest that majority of phone purchases in the coming years will be more for using online networks rather than making phone calls (Baekdal, 2008). Politicians in Nigeria are joining the online community to communicate with their audiences because they believe they are a key demographic who shape and influence perception. Thus, phone communication is now tending toward one-to-many sharing rather than the usual one-to-one conversation. Nevertheless, there is no comprehensive knowledge of their activities as well as how this form of media can impact on citizen’s mobilization and participation in Nigeria electoral process. 
2.1.3 Classification of Social Media  
 Just as much as multiplicity in social media definitions, there are also diverse classes of applications and platforms that symbolize social media.  Therefore, it is necessary to summarize some general types of social media in order to set boundaries between what belongs to social media and what is not. According to Mayfield (2008), there are basically seven kinds of social media, including social networks, blogs, wikis, podcasts, forums, content communities and microblogging. Kaplan and Haenlein (2010) propose a similar classification of social media which includes collaborative projects, blogs and microblogs, content communities, social networking sites, virtual game worlds, virtual social worlds. In this study, the classification by Mayfield will be considered as the criterion in evaluating whether a platform belongs to social media or not.  
i. Social Network Sites (SNSs)  
 Social network sites or social network services allow people to establish personal webpages and then connect with friends for the purpose of sharing information and communication (Mayfield, 2008). Just like the majority of social media applications and platforms, the bonds made on social network sites are primarily based on user’s social networks in real life and users are encouraged to provide real personal information. In that sense, social networks sites along with other social media tools merely provide platforms for real world friends to communicate in the virtual world. Nevertheless, social network sites nowadays are far more than just platforms rather it has gradually been integrated into people’s daily life.  
 The original version of social network sites dated back to 1995 where community such as classmates.com tried to help people find back their old friends and school mates by having people’s email addresses linked to each other. It was not until early 2000s, with the development of user profile functions, social network sites entered the second stage and the new generation of social network sites emerged and became popular soon (Taprial&Kanwar, 2012). The best examples are Friendster in 2002 and MySpace in 2003.  The real fever of social media sites started with the birth of Facebook founded by Mark Zuckerberg and his colleagues in 2004.  By the end of December 2013, it had 1.23 billion active users monthly worldwide. Almost all the basic functions of social network sites can be found in Facebook and it keeps delighting people with new features and innovation (e.g. timeline, maps).  
ii. Blogs  
The term ‘blog’ appeared as both noun and verb in 1999 which is shortened form of ‘Web log’ (Andrew, 2009). Blogs are online journals and it is most often arranged in the chronological order containing text, data, images and other media objects recorded and retrievable through a web browser. There are number of features that distinguish blogs from portal website and other general websites. Blogs tend to write in a personal tone and conversational style. There is usually a topic before bloggers start to write. Blogs are flexible and extensive in the way that bloggers can create links and make references from other sources which enable both readers and bloggers track back while they are reading blogs. Blogs also allow comments and subscription which promote online interaction and form of community groups. Bloggers and wikis are the most two popular blog platforms.   
iii. Wikis  
 Wikis are websites that allows people to add, modify or delete contents in collaboration with others (Mayfield, 2008). Usually a wiki is supported by a database that keeps track of all changes, allowing users to compare changes and also revert to previous version. All previous contributions are stored permanently and all actions are visible and reversible in wikis (Andrew, 2009). Different from the traditional printed encyclopaedias, the open-access authoring environments of wiki causes the content to be divergent without a standard style or format.  This means wikis require rigorous version control afforded by the system (Emigh& Herring, 2005). The most popular wiki is Wikipedia, an online encyclopaedia that was started in 2001. It has now more than 4.5 million articles in English alone as well as articles in other nine languages (Mayfield, 2008).   
iv. Podcasts  
The definition of podcast by Merriam-Webster dictionary is a program (as of music or talk) made available in digital format for automatic download (Merriam-Webster.com, 2017). Audio and video files are published on the internet that allows users to subscribe to. The feature of subscription truly represents the sociability and community characteristics of social media. 
People have long been able to upload video and audio files on the internet, but with the subscription feature, each individual is doing their own marketing by notifying subscribers as soon as they have updates.  
This enables everyone to build their own audiences and communities which is the basic formation of social media. Apple’s iTunes is the most widely used podcast platform around the world. The podcast can be either listened to on the computer or downloaded onto mobile devices with iTunes application.  
v. Forums  
The internet forum is also known as community bulletin board or message board. The formation of forum starts with a group of people who share the same interests or would like to discuss a specific topic. Forum can be considered as the longest form of online social media. Not surprisingly, forum has a strong sense of community with one or several administrators serve the role as moderators that regulate improper posts on the forums. The discussion on the forum is called thread in which different forums members participate for the purpose of online debate, enquiring advice or seeking help, etc. The threads do not necessarily started by the administrator and unlike blogs which is owned and managed by the bloggers, threads are started by any members in the forums who want to discuss and share something with others (Mayfield, 2008).  
vi. Content Communities  
Content communities can be regarded as a combination of social network sites and podcasts. It shares some common features from these two social media forms. However, content community has a particular focus on sharing a certain type of content such as photo, video, music and bookmarks (Mayfield, 2008). Examples of popular content communities are Flickr, Instagram (both focusing on sharing photography), YouTube (world’s largest video sharing service), delicio.us (bookmarks)  
vii. Microblogs  
Literally, microblogs are supposed to be mini versions of blogs. However, microblog is more than just a blog. It combines the basic elements of blogs with the functions of instant messaging and social networking from other social media platforms. Twitter is no doubt the dominant player in the mirco-blog field with over 200 million active users. Tweets are the messages send by users through various platforms including twitter websites, mobile device applications and SMS.  Messages are limited to 140 characters which is the most obvious feature of ‘micro’ blog.  Different users treat twitter for different purpose but the fundamental aim is to simply keep in touch with own networks and share thoughts or start conversation even though nowadays following celebrities have become a trend.  
2.1.4 Characteristics of Social Media 
 With the mature of Web 2.0 technology, social media has reached almost everyone around the world as long as you have electronic devices connected to Internet.  It has already been integrated into part of our daily life. Nevertheless, when people are discussing the widelycirculated term social media, very few have truly understood the essence of social media. Understanding the characteristics of social media is not only important for individuals but also crucial for students.  
 Even though thousands of articles and blog posts have been discussing social media from different aspects, there is quite little theoretical literature which systematically describes the properties of social media. To my delight, several articles still give great description of social media characteristics. Mayfield (2008) pointed out five fundamental characteristics that shared by almost all social media platforms: participation, openness, conversation, community and connectedness. Taprial and Kanwar (2012) identify five properties that are more powerful and distinguish the social media from the traditional media. They are accessibility, speed, interactivity, longevity and reach.  
 Based on the literature on social media, nine characteristics of social media can be summarized as follow:  
i. Community   
Community in social media share same features with other online and virtual communities, which are formed based on people who share the same interests or background. However, there are differences in which the network formed in social media is often an extension of the network in the real world and trust in social media network is usually higher than other communities.  
ii. Connectedness  
Social connectedness is defined as interpersonal, community, and general social ties (Teixeira, 1992). From Mayfield’s point of view, connectedness is closer to integration in the sense that sites, resources, and people are connected through links and shared by users on various social media platforms.   
iii. Openness  
Almost all the social media platforms are free to join and anyone can use social media as medium to create, edit, communicate, consumer and comment contents (Mayfield, 2008). Social media creates an atmosphere that encourages participation and sharing information.  
iv. Speed  
One of the advantages of online social network compared with real life network is the communication and spread speed.  In contrast of traditional WOM, where opinions may disappear into thin air, online WOM spreads consistently results in viral effect.  Contents published on social media platforms are instantaneous and are available to everyone in your network as soon as they are published. (Taprial&Kanwar, 2012)  
v. Accessibility  
Like the traditional media which relies on technology and platforms to function, the same applies to social media which is the product of web 2.0 technologies and user generated content.  The development of different electronic devices, anyone can access social media anywhere and anytime as long as it is connected to internet.  
vi. Participation  
Burgoon et al. (2000) defines participation as the extent to which two or more parties are actively engaged in the interaction in contrast to lurking, passively observing or monologues. As mentioned before, social media encourages participation and feedbacks. One party creates content and shares on the platform to arouse the interest of the other party so that they will actively contribute and give feedbacks. From this point of view, the line between media and audience becomes blurred as everyone can become creators, communicators, readers and consumers of contents on the platforms and each individual’s identity is shifting all the time (Mayfield, 2008).  
vii. Conversation  
Traditional media communicates in one way in which content is created by media and distributed to audience while social media is based on user-generated content which means everyone becomes the source for communication. This means two-way or multi-way communication is formed in the social media which aims at fostering interaction among users and other parties. 
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Figure 2.1: Social Media Characteristics 
2.1.5 Social Media as a Mobilization Tool 
Social media has emerged as a powerful mobilization tool in modern society, revolutionizing how individuals, groups, and organizations advocate for causes, disseminate information, and rally support for actions. Platforms like Facebook, Twitter, Instagram, TikTok, and others provide unparalleled opportunities to connect with large audiences, enabling users to reach people across geographical, cultural, and demographic boundaries in real-time. This makes social media a dynamic and effective medium for mobilizing resources, raising awareness, and driving collective action.

One of the key strengths of social media as a mobilization tool lies in its accessibility and ease of use. With billions of active users worldwide, social media platforms allow individuals and organizations to create, share, and amplify messages with minimal financial investment. Hashtags, viral posts, and targeted campaigns can quickly spread a message, transforming local issues into global movements. For example, movements like #BlackLivesMatter and #MeToo used social media to galvanize support, amplify marginalized voices, and influence public discourse.
Social media also fosters community building and engagement, allowing users to organize around shared values, goals, or causes. Platforms provide a space for dialogue, collaboration, and coordination among like-minded individuals. Features like live streaming, polls, and event pages enable users to participate in discussions, plan events, and take collective action. For instance, during elections or protests, social media has been instrumental in mobilizing voters, coordinating peaceful demonstrations, and raising funds for advocacy campaigns.
In addition to its mobilization capabilities, social media facilitates the dissemination of critical information. Activists, non-governmental organizations (NGOs), and public institutions use these platforms to share updates, educate audiences, and counter misinformation. During crises, such as natural disasters or public health emergencies, social media has proven effective in alerting communities, mobilizing volunteers, and coordinating relief efforts. For example, during the COVID-19 pandemic, social media platforms were used to spread awareness about preventive measures and vaccination campaigns.
Despite its many benefits, the use of social media as a mobilization tool is not without challenges. The spread of fake news, misinformation, and propaganda can undermine trust and derail legitimate causes. Additionally, the digital divide limits access for marginalized populations, while censorship and surveillance in some countries restrict freedom of expression. Moreover, online activism, or “slacktivism,” can sometimes lead to superficial engagement, where individuals show support online without meaningful offline action.
In conclusion, social media is a transformative mobilization tool that has redefined how individuals and organizations advocate for change and rally support. Its ability to connect people, amplify messages, and drive collective action has made it indispensable in activism, advocacy, and community organizing. However, addressing its limitations requires responsible use, critical thinking, and efforts to ensure equitable access and genuine engagement.
2.1.6 Social Media as a Tool for Fundraising 
Social media has become an indispensable tool for fundraising, revolutionizing how individuals, organizations, and causes raise money. With its extensive reach, ease of use, and cost-effectiveness, platforms such as Facebook, Instagram, Twitter, TikTok, and LinkedIn provide an ideal space for fundraising campaigns. These platforms allow users to connect with diverse audiences, share compelling stories, and solicit financial support from individuals worldwide.
One of the primary advantages of social media for fundraising is its ability to amplify reach and visibility. By sharing posts, creating viral campaigns, or using hashtags, fundraisers can attract attention to their cause and reach potential donors beyond their immediate network. Platforms like Facebook and Instagram enable users to create dedicated fundraising pages or features such as donation buttons, simplifying the process of giving. Campaigns such as “Giving Tuesday” have shown how social media can mobilize millions to donate in a coordinated and impactful way.
Another significant feature of social media fundraising is its storytelling potential. Fundraisers can use videos, images, and written posts to share emotional, engaging, and relatable stories about their cause. Platforms like TikTok and Instagram Reels allow for creative storytelling, helping to capture donor interest quickly. For example, nonprofit organizations often use short videos to showcase their impact, while individuals might share personal journeys to connect with potential supporters on an emotional level.
Social media also facilitates peer-to-peer fundraising, where individuals raise funds on behalf of a cause and encourage their networks to contribute. This approach leverages personal relationships and trust, making it more likely for donors to engage. For instance, birthday fundraisers on Facebook allow users to request donations for a charity instead of receiving personal gifts. Similarly, crowdfunding platforms like GoFundMe integrate with social media, enabling users to share their campaigns widely.
In addition to raising funds, social media provides an avenue for fostering engagement and building donor communities. Fundraisers can interact with donors directly, share updates about how funds are being used, and express gratitude for contributions. This transparency and communication help to build trust and encourage repeat donations. Social media live streams and events also provide real-time engagement opportunities, such as telethons or charity auctions, creating an interactive experience for donors.
However, there are challenges associated with using social media for fundraising. The highly competitive nature of online platforms means that fundraisers must create unique and compelling content to stand out. Additionally, issues such as donor fatigue, misinformation, and platform fees can affect the effectiveness of campaigns. Ensuring transparency and accountability is crucial to maintaining donor trust and confidence in the cause.
In conclusion, social media is a powerful tool for fundraising, offering unprecedented reach, engagement, and storytelling opportunities. While challenges exist, strategic planning, creativity, and effective communication can maximize the potential of social media to raise funds and create lasting impact for individuals and organizations alike.
2.1.7 Concept of Healthcare
Health care is the organized provision of medical services to individuals and communities to promote, maintain, or restore health. It encompasses a broad spectrum of services, including prevention, diagnosis, treatment, and rehabilitation, delivered by various health professionals and institutions. The concept is grounded in the recognition of health as a fundamental human right and a critical component of societal development. Effective health care systems aim to improve the overall quality of life, reduce morbidity and mortality rates, and enhance the well-being of populations.
At the core of health care is primary health care (PHC), which serves as the first point of contact between individuals and the health care system. PHC emphasizes accessible, affordable, and community-based services, often provided through clinics, health centers, and general practitioners. It includes essential services such as immunizations, maternal and child health care, and treatment for common illnesses. This foundational level of care plays a pivotal role in preventing diseases and ensuring early intervention, thereby reducing the need for more costly secondary and tertiary care.
Secondary health care involves more specialized medical services provided by professionals with advanced training. This level of care is typically delivered in district hospitals or specialized clinics, addressing more complex health issues that cannot be managed at the primary level. Services at this level include diagnostic imaging, minor surgeries, and specialist consultations. It bridges the gap between primary health care and the more advanced care available at tertiary facilities.
Tertiary health care represents the most advanced level of medical services, often provided in teaching hospitals or highly specialized centers. This level includes complex treatments such as organ transplants, cancer therapy, and advanced surgical procedures. Tertiary care often involves multidisciplinary teams working together to manage severe or rare health conditions. It is resource-intensive and usually located in urban centers, which can limit accessibility for rural populations.
The delivery of health care is influenced by several factors, including socioeconomic conditions, cultural beliefs, government policies, and technological advancements. Universal health coverage (UHC) has emerged as a global goal to ensure that everyone has access to quality health care services without financial hardship. However, disparities in access to health care persist, particularly in low- and middle-income countries, due to insufficient funding, inadequate infrastructure, and shortages of skilled personnel.
In conclusion, health care is a vital component of human development, reflecting the commitment of societies to the well-being of their populations. A well-functioning health care system requires collaboration among governments, private sectors, and international organizations to address challenges and ensure equitable access. As medical science and technology continue to evolve, the concept of health care must adapt to meet the changing needs of individuals and communities worldwide.
2.1.8 Historical Overview of Healthcare in Nigeria 
The historical development of health care in Nigeria reflects an evolving system shaped by indigenous practices, colonial influence, and post-independence reforms. In the pre-colonial era, health care was deeply rooted in traditional medicine. Indigenous practices relied on the use of herbs, spiritual healing, and traditional healers such as herbalists, diviners, and bone setters. Communities emphasized preventive measures and used local knowledge to manage health challenges. This period was characterized by a communal approach to health care, ensuring the well-being of individuals within their social and cultural contexts.
During the colonial era, which began in 1861, Western medicine was introduced by European missionaries. Mission hospitals and clinics provided basic medical services, particularly in areas where missionaries operated. Colonial administrators later established health facilities primarily for Europeans, with limited access for the indigenous population. Hospitals and clinics were concentrated in urban centers like Lagos and Calabar, creating disparities between rural and urban areas. Public health campaigns were launched to combat diseases such as malaria, smallpox, and sleeping sickness. The introduction of vaccines and sanitation measures marked significant progress in controlling infectious diseases during this period.
After Nigeria gained independence in 1960, efforts were made to expand health care services. The government focused on building more hospitals and clinics to serve a growing population. Primary health care initiatives began to take shape, with an emphasis on reaching rural communities that had been neglected during the colonial era. Despite these efforts, challenges such as inadequate funding, uneven distribution of resources, and a shortage of skilled personnel persisted. These issues highlighted the need for a more inclusive and equitable health care system in post-independence Nigeria.
In summary, health care in Nigeria has transitioned from traditional practices to a mixed system influenced by Western medicine and local innovations. While significant strides have been made, ongoing challenges underscore the need for continuous improvement in access, funding, and quality of care.
2.1.9 Social Media and Health Care in Nigeria 
Social media has significantly contributed to health care in Nigeria by enhancing access to information, improving awareness campaigns, facilitating health education, and connecting patients with health care providers. Platforms like Facebook, Twitter, Instagram, and WhatsApp have become essential tools for addressing various health care challenges, particularly in a country where traditional health systems face resource constraints.
1. Health Awareness and Education
Social media has proven instrumental in raising awareness about prevalent health issues such as malaria, HIV/AIDS, maternal health, and mental health. Campaigns organized by government agencies, non-governmental organizations (NGOs), and health influencers use social media to educate the public about prevention, symptoms, and treatment options. For instance, during the COVID-19 pandemic, platforms were used to disseminate accurate information about the virus, counter misinformation, and promote vaccination campaigns.
2. Connecting Patients with Health Professionals
Social media provides a platform for patients to connect with health care providers and experts. Many Nigerian doctors, nurses, and therapists use platforms like Twitter or Instagram to offer advice, answer questions, and share health tips. These interactions help bridge the gap between health professionals and the public, especially in rural areas where access to health care is limited. Additionally, telemedicine services promoted through social media help patients seek professional advice without visiting clinics physically.
3. Community Engagement and Support Groups
Social media has enabled the creation of online health communities and support groups for people living with chronic illnesses or specific conditions. These groups provide emotional support, share experiences, and offer practical advice, creating a sense of belonging for patients who may feel isolated. For example, groups focused on diabetes management, mental health, or cancer recovery foster a supportive environment for their members.
4. Advocacy and Policy Change
Activists and organizations in Nigeria use social media to advocate for better health policies and services. Campaigns highlighting the need for improved funding for health care, better maternal health services, or the eradication of fake drugs have gained traction through hashtags and online petitions. Social media amplifies these voices, influencing policymakers and mobilizing public opinion for systemic changes in health care.
5. Crisis Response and Public Health Campaigns
During health emergencies, social media platforms serve as critical tools for real-time communication. For example, during outbreaks like Lassa fever or cholera, health organizations use social media to share preventive measures and updates. This rapid dissemination of information helps control the spread of diseases and saves lives.
6. Challenges and Risks
Despite its benefits, the contribution of social media to health care in Nigeria is not without challenges. The spread of misinformation and fake news can lead to panic and poor health decisions. Additionally, not all Nigerians have equal access to the internet or digital literacy, limiting the reach of online health campaigns. Addressing these issues requires collaboration between government, health institutions, and tech companies to promote responsible use of social media.
In conclusion, social media has become a valuable tool in advancing health care in Nigeria, offering innovative solutions to awareness, education, and patient engagement. While challenges exist, its potential to complement traditional health care systems makes it an indispensable resource for improving health outcomes in the country.
2.1.10 Social Media as a Tool for Fundraising for Healthcare Development in Nigeria 
Social media has become a powerful tool for fundraising to support health care development in Nigeria, leveraging its widespread usage, accessibility, and real-time connectivity. With platforms like Facebook, Instagram, Twitter, and WhatsApp, individuals and organizations can effectively mobilize resources, raise awareness, and solicit donations for various health care initiatives. This approach addresses funding gaps in Nigeria’s health sector, particularly in underserved areas.
1. Amplifying Health Care Needs
Social media platforms enable individuals and organizations to share compelling stories and highlight urgent health care needs. Visual storytelling through photos, videos, and testimonials creates an emotional connection, prompting people to donate. For example, crowdfunding campaigns for medical treatments, hospital equipment, or community health projects often go viral, attracting local and international support.
2. Mobilizing Resources for Health Crises
During public health emergencies like the COVID-19 pandemic, social media has been instrumental in mobilizing resources for health care development. Individuals and organizations used platforms like Twitter and WhatsApp to raise funds for personal protective equipment (PPE), ventilators, and vaccines. Similarly, fundraising campaigns for diseases like Lassa fever or cholera outbreaks have gained traction, with donors contributing to relief efforts.
3. Peer-to-Peer Fundraising
Social media facilitates peer-to-peer fundraising, where individuals use their networks to raise funds for health care causes. This method leverages trust and personal connections, making it more effective in reaching specific donor groups. For instance, influencers and public figures in Nigeria have used platforms like Instagram and TikTok to rally their followers for health-related causes, such as paying for surgeries or building rural health centers.
4. Partnerships and Advocacy
Health care organizations in Nigeria often partner with social media influencers, celebrities, and brands to reach larger audiences and raise funds. Such collaborations amplify campaigns, increasing donations and visibility for health care projects. Advocacy campaigns targeting government or corporate sponsors are also popular, with hashtags and viral posts drawing attention to pressing health issues.
5. Community-Led Initiatives
Social media provides a platform for communities to take charge of their health care needs. Grassroots organizations and local leaders use these platforms to raise funds for projects like building health clinics, training health workers, or providing clean water. Platforms like WhatsApp are particularly effective for local fundraising, allowing direct communication with potential donors.
6. Challenges and Considerations
While social media has transformed fundraising for health care development in Nigeria, challenges remain. Misinformation, fraud, and donor fatigue can undermine campaigns. Transparency is crucial to building trust, requiring fundraisers to provide regular updates and accountability for how funds are utilized. Additionally, the digital divide limits access to social media in rural areas, reducing the reach of campaigns targeting underserved communities.
2.2 Theoretical Framework
This research on Audience Perception on the Impact of Social Media Mobilization in Fundraising for Health Care in Nigeria is anchored on three key theories: Uses and Gratifications Theory, Social Cognitive Theory, and Elaboration Likelihood Model. These theories help explain how social media is used by audiences to engage in fundraising activities and their perceptions of its impact on health care in Nigeria.
2.2.1 Uses and Gratifications Theory
The Uses and Gratifications Theory (UGT), developed by Katz, Blumler, and Gurevitch (1973), focuses on how individuals actively seek out media to satisfy specific needs. According to this theory, audiences are not passive consumers of media content; instead, they are active participants who select media based on the gratifications they expect to receive. This theory is particularly relevant in understanding how Nigerians use social media for health care fundraising, as people may turn to social media platforms like Facebook, Instagram, and Twitter to meet specific needs, such as emotional satisfaction, a sense of belonging, or fulfilling their desire to contribute to a social cause.
In the context of health care fundraising, audiences may be drawn to social media platforms because they offer a way to contribute to public health initiatives or support individuals in need. Social media platforms allow users to participate in campaigns like crowdfunding or donate to causes related to health care without geographic constraints. The immediate accessibility and ease of engagement through platforms such as GoFundMe or Facebook Fundraisers enable Nigerians to take part in health care fundraising initiatives that they might not otherwise have access to. The interactive nature of social media also allows users to feel more connected to the causes they are supporting, leading to a higher sense of fulfillment and personal involvement.
Moreover, social media satisfies several gratifications for Nigerian audiences. For example, some may engage in health care fundraising as a form of social participation, using the platforms to connect with others and be part of a larger community advocating for a cause. Others might be motivated by a desire for social approval, where sharing fundraising campaigns on personal profiles can elicit positive feedback from friends and family. In a country where social media is a growing avenue for activism and philanthropy, the use of social media for health care fundraising is often driven by personal and collective motivations. The gratification people seek could be emotional, as they derive satisfaction from helping others, or instrumental, as they contribute to tangible improvements in health outcomes.
Additionally, UGT suggests that individuals’ perception of social media’s role in health care fundraising will depend on the gratification they receive. Those who see the immediate impact of their donations, such as improving a community’s access to medical supplies, will likely view the fundraising effort as highly effective. On the other hand, if users perceive a lack of transparency or feel disconnected from the outcomes, they might become disengaged. Thus, the satisfaction audiences derive from social media-based health care fundraising is influenced by the quality of their interactions and the perceived effectiveness of the campaigns they support.
Social media’s role in meeting emotional and social needs also highlights a key aspect of UGT—audience agency. Nigerians engaging in health care fundraising campaigns can be seen as active agents who exercise choice in how they interact with the media. They choose which campaigns to support, how to engage with these causes, and how often to participate, which underscores the interactive nature of social media platforms. As a result, their perceptions of social media’s impact on health care fundraising are shaped by the fulfillment of personal needs and desires, reinforcing the theory's assertion of media users' active role in shaping their media consumption experiences.
Lastly, this theory helps explain why individuals may opt for social media as a fundraising platform in Nigeria, where access to traditional philanthropy channels might be limited. The ability to actively engage, interact, and monitor the progress of fundraising campaigns offers a sense of control and empowerment, further enhancing the audience’s perception of social media as an effective tool for health care mobilization.
2.2.2 Social Cognitive Theory
Social Cognitive Theory (SCT), developed by Albert Bandura (1986), emphasizes the role of observational learning, imitation, and modeling in behavior change. SCT is highly applicable to understanding audience perceptions of social media's impact on health care fundraising, as it underscores how individuals learn and adopt behaviors through the observation of others, especially in a social context. In the case of fundraising, individuals are often influenced by the behaviors of others within their social networks, including peers, celebrities, or influencers who promote health care-related campaigns.
One of the core components of SCT is self-efficacy, which refers to an individual's belief in their ability to perform a specific task. In the context of social media mobilization for health care fundraising, self-efficacy plays a crucial role in determining whether individuals will engage in or donate to a campaign. If individuals believe that their contribution, whether financial or through social media advocacy, will make a tangible difference in improving health care outcomes, they are more likely to participate. Social media platforms, by providing instant feedback and public acknowledgment, can strengthen self-efficacy, as individuals receive reinforcement through likes, shares, and comments, which further motivates them to contribute to health care causes.
SCT also highlights the importance of observational learning, where individuals model their behavior based on the actions of others. On social media, users frequently observe the behavior of others—whether it’s a friend sharing a fundraising post, a well-known influencer promoting a health care cause, or a health organization running a campaign. This observation can lead to individuals replicating these behaviors, thereby enhancing the spread of fundraising initiatives. For instance, if a highly regarded figure in Nigeria promotes a fundraising effort for a local health clinic, their followers are likely to be influenced and encouraged to donate or share the campaign.
Furthermore, the social environment aspect of SCT suggests that social media platforms create a dynamic environment where behavior is shaped by peer influences and community norms. In the Nigerian context, social media can facilitate a collective sense of responsibility for health care issues. As individuals observe their peers engaging in fundraising efforts, they are more likely to feel a sense of social obligation to participate. This is particularly relevant in communities where social solidarity and support for local causes are highly valued.
A critical aspect of SCT in the context of social media is the concept of reinforcement. Positive reinforcement in the form of likes, shares, and comments on fundraising posts can increase the likelihood of individuals continuing to participate in similar campaigns in the future. When users receive social validation for their participation in health care fundraising, they are more inclined to repeat the behavior and encourage others to do the same. Conversely, a lack of engagement or acknowledgment might deter individuals from future involvement.
Finally, SCT can help explain how social media’s role in fundraising extends beyond mere financial contributions. Individuals may also take part in spreading awareness about health care campaigns or advocating for better health services by resharing content or engaging in discussions. By doing so, they become agents of change, influencing others to contribute and participate. This ripple effect, as suggested by Bandura, shows how behavior can be learned through social modeling and community engagement, which is central to the success of health care fundraising on social media.
2.2.3 Elaboration Likelihood Model (ELM)
The Elaboration Likelihood Model (ELM), proposed by Richard E. Petty and John Cacioppo (1986), explains how persuasion occurs through two different routes: the central route and the peripheral route. The central route involves careful consideration of the message’s content, while the peripheral route relies on cues outside of the message itself, such as the attractiveness of the source or emotional appeal. ELM is highly relevant to understanding how social media influences audience perceptions of health care fundraising efforts in Nigeria, as individuals process persuasive messages through both routes.
When Nigerians encounter health care fundraising campaigns on social media, they may engage with the message in one of two ways. If they are highly motivated and able to process the information (for instance, if the campaign presents clear, well-researched data about health care needs), they are more likely to take the central route and critically evaluate the merits of the fundraising effort. This could lead to thoughtful decision-making, where individuals assess how their donations or support will impact the cause, thus leading to more informed contributions.
However, many social media users in Nigeria may engage with health care fundraising campaigns via the peripheral route. In this case, the effectiveness of the message may depend on the attractiveness of the message source, such as a popular influencer or a well-respected health organization. If an influencer with a large following promotes a health care cause, followers may be more likely to donate or participate, not necessarily because they have evaluated the message’s content, but because they trust or admire the source. This route relies more on emotional appeal and superficial cues than on cognitive processing, which is often the case in the fast-paced, image-driven environment of social media.
The ELM also suggests that the effectiveness of a health care fundraising campaign on social media may depend on the audience’s involvement and personal relevance. If the issue being discussed (e.g., maternal health or vaccination) is highly relevant to an individual’s life, they are more likely to process the message through the central route. In contrast, if the issue seems distant or unrelated to their personal experience, they may rely on peripheral cues such as social proof (e.g., seeing that many others have donated) to make a decision. This difference in processing routes can help explain the varied responses to health care fundraising campaigns on social media.
Additionally, the ELM proposes that repeated exposure to a message through the peripheral route can lead to attitude change over time. For example, if a social media user frequently sees posts from different sources about the importance of health care funding, they may eventually develop a positive attitude toward contributing to such causes, even if they haven’t deeply processed each individual message. This gradual shift in attitudes can lead to greater public participation in health care fundraising over time, as the issue becomes more normalized and accepted within the social media environment.
Finally, ELM underscores the importance of message design and delivery. For health care fundraising campaigns in Nigeria, a combination of both central and peripheral routes can be effective. Clear, data-driven appeals alongside emotional, visually appealing content can engage a wide range of audiences and increase the likelihood of donation. Moreover, incorporating credible sources and trusted community figures into the campaign can provide the necessary cues to persuade individuals who are less likely to engage with the content on a deeper level.
In conclusion, the Elaboration Likelihood Model provides a comprehensive framework for understanding how social media influences audience perception and behavior in health care fundraising. It emphasizes the role of message content, source credibility, and emotional appeal in shaping how individuals engage with and respond to campaigns aimed at improving health care in Nigeria.
2.3 Empirical Review
The role of social media in mobilizing funds for healthcare in Nigeria has gained significant attention in recent years. As digital platforms continue to grow in popularity, they have proven to be vital tools in addressing healthcare challenges in the country. This section reviews studies that explore the impact of social media mobilization in fundraising for healthcare and the perception of audiences regarding these efforts.
One key study by Abiola (2021) examined the role of social media in mobilizing funds for healthcare initiatives in Nigeria. The study found that social media platforms like Twitter, Facebook, and Instagram have significantly increased the reach of healthcare fundraising campaigns. According to Abiola, these platforms enable individuals, organizations, and healthcare institutions to directly connect with potential donors, thereby expanding the donor base. The study also noted that the transparency provided by social media platforms, including the ability to track donations and the use of funds, has fostered greater trust and participation among audiences. Abiola’s research highlights that social media’s role in healthcare fundraising is particularly impactful in times of health emergencies, such as during outbreaks of diseases like COVID-19, where rapid mobilization of resources is crucial.
Similarly, a study by Adebayo and Odu (2020) focused on the perceptions of Nigerian audiences toward social media mobilization for healthcare causes. Their research found that Nigerian audiences tend to have a positive perception of social media campaigns that involve transparent and accountable fundraising efforts. The study indicated that audiences are more likely to contribute to healthcare causes they perceive as genuine, especially when the campaign is linked to a local healthcare initiative or individual in need. However, the study also highlighted concerns regarding the authenticity of some online campaigns, with some respondents noting the prevalence of scams and fraudulent campaigns. This skepticism underscores the importance of trust-building in social media mobilization efforts for healthcare fundraising.
Another relevant study by Ige (2022) explored the role of social media in fundraising for maternal healthcare in rural Nigeria. Ige’s research showed that social media campaigns specifically targeting maternal health issues have been successful in raising awareness and mobilizing funds for rural clinics. The study found that social media helped bridge the information gap between rural communities and potential donors in urban centers. Through platforms like WhatsApp and Facebook, rural health facilities were able to share real-time updates about their needs, enabling them to attract donations from individuals who were previously unaware of the healthcare disparities in these regions. Ige concluded that the audience’s perception of social media as a credible tool for fundraising was largely influenced by the visibility and accountability of the campaigns.
Further research by Bello and Durojaiye (2021) assessed the impact of celebrity endorsements in social media-based healthcare fundraising campaigns in Nigeria. Their findings revealed that celebrity involvement in social media campaigns significantly boosted audience participation and donation rates. Celebrities, by virtue of their popularity and influence, were found to act as powerful catalysts in spreading campaign messages and encouraging donations. According to Bello and Durojaiye, when a well-known figure endorses a healthcare cause, it not only draws attention to the campaign but also lends it a sense of legitimacy, leading to increased donor confidence. The study emphasized that audiences tend to trust campaigns that feature celebrities they admire, particularly when these figures are perceived as genuine supporters of the cause.
A study by Onyekachi (2021) furthe” explored the role of social media mobilization in fundraising for healthcare during the COVID-19 pandemic in Nigeria. The study found that the pandemic created a sense of urgency for health-related fundraising, and social media played a central role in addressing the financial strain caused by the health crisis. Onyekachi’s research highlighted the widespread use of social media platforms like Twitter, Facebook, and GoFundMe to raise funds for COVID-19 relief efforts, including the purchase of personal protective equipment (PPE), ventilators, and hospital supplies. The study concluded that social media had successfully mobilized funds on a large scale, but it also emphasized that campaigns with clear goals, regular updates, and transparent financial reports received more support from the audience.
In cnntrast, a study by Okafor (2022) focused on the challenges faced by healthcare fundraising campaigns on social media in Nigeria. Okafor identified several factors that negatively impacted the effectiveness of social media mobilization efforts, including issues with internet access in rural areas, skepticism towards online donations, and the lack of proper regulatory frameworks. Despite these challenges, the study noted that social media still served as an essential tool for healthcare fundraising, particularly when combined with traditional fundraising methods such as community-based events and direct appeals. Okafor’s research highlighted the need for improved digital literacy and infrastructure in rural Nigeria to enhance the effectiveness of online fundraising efforts.
A comparative study by Nowsu and Eze (2020) assessed the impact of social media fundraising campaigns in different regions of Nigeria. Their study found that social media mobilization efforts were more successful in urban areas, where internet penetration and smartphone usage are higher. In contrast, rural areas showed lower participation in social media-based fundraising campaigns, primarily due to limited access to the internet and a lack of awareness about online donation platforms. Despite these challenges, the study suggested that social media could still be leveraged for healthcare fundraising in rural areas if campaigns were tailored to address the specific needs and realities of these communities.
Lastly, a study by Olumide (2023) focused on the role of social media influencers in healthcare fundraising campaigns in Nigeria. Olumide’s research found that influencers with large followings were able to generate significant support for healthcare causes by leveraging their platforms to reach wider audiences. The study highlighted that influencers who consistently engaged with their followers and provided updates on the use of funds generated more trust and loyalty from their audience, leading to higher donation rates. Olumide concluded that influencers, when used strategically, can enhance the impact of social media fundraising efforts by amplifying messages and encouraging action.


























CHAPTER THREE
RESEARCH METHODOLOGY
3.0 Introduction
Research is the process of arriving at a dependable solution to a problem through the planned and systematic collection, analysis, and interpretation of data. This chapter discusses the method to be adopted in achieving the objectives of this study. It also explains the method to be used for data collection, the sampling procedures, and the method of data analysis in the study.
3.1 Research Design
For this study, a quantitative research design will be adopted. Quantitative research involves the collection and analysis of numerical data to understand patterns and relationships. According to Creswell (2014), this approach allows for the measurement of variables in a precise and structured way. A survey method will be used to gather data on the audience’s perceptions of the impact of social media mobilization in fundraising for healthcare in Nigeria. The survey will include closed-ended questions to quantify audience responses, allowing for statistical analysis of the data.
3.2 Population of the Study
The population for this study consists of Nigerian social media users who are aware of or have participated in healthcare fundraising campaigns via social media platforms. According to the National Communications Commission (NCC) report (2023), Nigeria has over 200 million mobile subscribers, and social media penetration in the country has grown significantly, with over 33 million active social media users (Statista, 2023). This group is chosen because social media platforms such as Facebook, Twitter, Instagram, and WhatsApp are primarily used to mobilize funds for healthcare causes in Nigeria. The study will focus on urban and semi-urban areas, where access to social media and the internet is higher.
3.3 Sample and Sampling Techniques
The sample size for this study will consist of 100 students from Kwara State Polytechnic who are active users of social media. A simple random sampling technique will be used to select participants, ensuring that every individual within the population has an equal chance of being included. This method will enhance the representativeness of the sample, reflecting diverse age groups, genders, and socio-economic backgrounds among the students. This approach is appropriate for gathering unbiased data on their perceptions of the impact of social media mobilization in fundraising for healthcare in Nigeria.
3.4 Research Instrument
For this study, a structured questionnaire will be the primary instrument for data collection. The questionnaire will consist of closed-ended questions designed to measure the perception of social media users regarding the effectiveness of social media in mobilizing funds for healthcare. The questionnaire will be distributed using Google Forms to make it easily accessible to participants.
3.5 Validity and Reliability of the Instrument
Validity refers to the extent to which the instrument measures what it is supposed to measure. To ensure validity, the questionnaire will undergo a pilot study and expert review to ensure that the questions are clear and relevant to the research objectives. Reliability refers to the consistency of the instrument in measuring the same phenomenon over time. The questionnaire will be pre-tested with a small sample to identify any inconsistencies or ambiguities in the questions. The results will be analyzed, and necessary adjustments will be made to improve reliability before the full-scale survey is conducted.
3.6 Method of Administration of the Instrument
The structured questionnaire will be administered electronically via Google Forms to the participants. A link to the questionnaire will be shared with the participants through social media platforms (such as Facebook, WhatsApp, Twitter, etc.), ensuring wide accessibility. Responses will be collected anonymously to protect the privacy of the participants.
3.7 Method of Data Analysis
Data will be analyzed using descriptive statistics such as percentages, frequencies, and mean scores to summarize the audience’s perceptions of social media mobilization in healthcare fundraising. The data will be presented in tables, charts, and graphs for easy interpretation. Additionally, inferential statistics may be used to draw conclusions and identify patterns in the data, such as correlations between social media engagement and perception of fundraising effectiveness.








CHAPTER FOUR: DATA ANALYSIS, PRESENTATION AND INTERPRETATION OF RESULTS
4.1 DATA PRESENTATION
The total population of selected respondents were 100 which implies that 1 hundred questionnaire were distributed out of which only 63 were retrieved back. 30 were not  fill properly and 7 were not retrieved back. 
The data was analyzed using SPSS. Out of the total 63 respondents, 42 were males and 21 were females. There was variation in age groups however majority of the respondents were from three age groups that range between 30-44 years. A total of 15 questions were asked in the questionnaire, out of these, first eight questions were related to the perception of respondents about the usage, role and credibility of social media in Public Relations’ context. The next seven questions dealt specifically with the use of Facebook, Twitter and YouTube for professional use. The questionnaire was developed using the five point Likert Scale. Respondents are asked to select only one out of the five options that suits them most. It was also communicated to them that checking more than one box will lead to disqualification of the questionnaire for the final research analysis and conclusion. Below are the tables displaying the demographic details of the respondents
4.2 DATA ANALYSIS, AND RESEARCH QUESTION
	Table 4.2.4.2.1: Gender
	

	Valid
	Frequency
	Per cent
	Valid Per cent
	Cumulative Per cent
	

	Male
	42
	66.7
	66.7
	66.7
	

	Female
	21
	33.3
	33.3
	100.0
	

	Total
	63
	100.0
	100.0
	
	

	Source: Research Field work, 2025  
The table above shows that 66.7% of the respondents were male while other 33.3% were female.   
Table 4.2.2. Age Group
	

	Valid	                          Frequency	    Per cent	Valid Per cent        Cumulative Per cent
25-29	                               11	                17.5	               17.5	                                17.5

	30-34                                  14
	14
	22.2
	     22.2
	              39.7

	35-39
	23
	          36.5
	               36.5
	                     76.2

	40-44
	10
	          15.9
	               15.9
	                     92.1

	45 and above
	5
	            7.9
	                 7.9
	                     100.0

	Total
	63
	         100.0
	            100.0
	


Source: Research Field work, 2025  
RQ 1. What is the frequency of exposure to online health care fundraising posts among social media users in Nigeria?
Table 4.2.3. Do you agree or disagree that social media has helped raised fund for health care 
	
	


	Valid
	Frequency
	Per cent
	Valid Per cent
	Cumulative Per cent

	Strongly Disagree
	1
	1.6
	1.6
	1.6

	Disagree
	4
	6.3
	6.3
	7.9

	Neutral
	19
	30.2
	30.2
	38.1

	Agree
	20
	31.7
	31.7
	69.8

	Strongly Agree
	19
	30.2
	30.2
	100.0

	Total
	63
	100.0
	100.0
	

	Source: Research Field work, 2025  
Table 4.2.4. Do you agree or disagree that many Nigerian has access to social media  

	    Valid               Frequency	   Percent	Valid Percent Cumulative Percent 
Neutral	                      8	      12 .7	     12.7	        12.7

	Agree
	30
	              47 .6
	       47.6
	                  60.3

	Strongly Agree
	25
	               39 .7
	       39.7
	                  100 .0

	Total
	63
	               100.0
	      100 .0
	

	Source: Research Field work, 2025  
Table 4.2.5. Do you use Facebook, Twitter and YouTube together for professional communication purposes?

	Valid
	Frequency
	Per cent
	Valid Per cent
	Cumulative Per cent

	Never
	23
	36.5
	36.5
	36.5

	Rarely
	29
	46.0
	46.0
	82.5

	Sometimes
	11
	17.5
	17.5
	100.0

	Total
	63
	100.0
	100.0
	


Source: Research Field work, 2025  
To find out the opinion of online health care fund about whether social media have changed the way they worked there were two questions in the questionnaire. Out of these two, one was direct question asking the same and the other included functioning of all the departments in an organization. Majority of the respondents agreed that social media has changed the way Health care fundraising worked. Almost negligible part of the sample disagreed with the statement (Table 4.2.3). 87.3% of the respondents agreed to the statement that many Nigerians has access to social media, while none of them disagree as the rest of 12.7% neither agree nor disagree (Table 4.2.4). 63.5% of the respondents agreed that they used Facebook, YouTube and Twitter simultaneously; however a significant number (36.5%) said they never used these tools together to reach their target audience (Table 4.2.5).
RQ 2: What are the perceptions of Nigerian social media users towards online health care fundraising posts? 
Table 4.2.6. Do you agree or disagree that Nigerians social media user’s shows negative reaction toward health crowd funding?

	Valid
	Frequency
	 Percent
	Valid Percent
	  Cumulative Percent

	Strongly Disagree
	  4
	  6.3
	    6.3
	        6.3

	Disagree
	  20
	  31.7
	    31.7
	       38.1

	Neutral
	  23
	  36.5
	    36.5
	       74.6

	Agree
	  14
	  22.2
	    22.2
	       96.8

	Strongly Agree
	  2
	   3.2
	    3.2
	       100.0

	Total
	  63
	  100.0
	    100.0
	


Source: Research Field work, 2025  
Considering the challenge of finding the given Nigerians social media users shows negative reaction toward health crowd funing. However a considerable number of 38 per cent disagreed to the statement those Nigerians social media users shows negative reaction toward health crowdfuning. 25.4 per cent agreed with the statement while 36.5 per cent remained neutral (Table 4.2.6).
RQ 3: the attitude of Nigerian citizens towards online health care fundraising posts shared on social media platforms?
Table 4.2.7. Do you agree or disagree that social media has added value to health care services?
	  Valid         Frequency   Percent	Valid Percent   Cumulative Percent
Disagree	 5	         7.9	    7.9	                  7.9

	Neutral
	14
	22.2
	22.2
	          30.2

	Agree
	23
	36.5
	36.5
	          66.7

	Strongly Agree
	 21
	33.3
	33.3
	100.0

	Total
	 63
	100.0
	100.0
	


Source: Research Field work, 2025  
Table 4.2.8. Do you agree or disagree that social media has made professional life easier for a health care professional?
	Valid
	Frequency
	Percent
	Valid Percent
	   Cumulative Per cent

	Neutral
	6
	9.5
	9.5
	9.5

	Agree
	25
	39.7
	39.7
	49.2

	Strongly Agree
	32
	50.8
	50.8
	100.0

	Total
	63
	100.0
	100.0
	


Source: Research Field work, 2025  
Table 4.2.9. Do you feel that Facebook, Twitter and YouTube are more important for health fundraising in Nigeria?
	Valid
	Frequency
	Per cent
	Valid Percent
	Cumulative Per cent

	Rarely
	21
	33.3
	33.3
	33.3

	Sometimes
	19
	30.2
	30.2
	63.5

	Often
	23
	36.5
	36.5
	100.0

	Total
	63
	100.0
	100.0
	


Source: Research Field work, 2025  
Table 4.2.10. Do you agree or disagree that people trust social media more as compared to traditional media?
	Valid	
	Frequency
	Per cent
	Valid Percent
	Cumulative Per cent

	Strongly Disagree
	16
	25.4
	25.4
	25.4

	Disagree
	27
	42.9
	42.9
	68.3

	Neutral
	15
	23.8
	23.8
	92.1

	Agree
	5
	7.9
	7.9
	100.0

	Total
	63
	100.0
	100.0
	


Source: Research Field work, 2025  
Table 4.2.11. Do you think that Facebook, Twitter and YouTube are trusted by your target audience?
	Valid
	Frequency
	Per cent
	Valid Percent
	Cumulative Percent

	Rarely
	1
	1.6
	1.6
	1.6

	Sometimes
	9
	14.3
	14.3
	15.9

	Often
	13
	20.6
	20.6
	36.5

	Always
	40
	63.5
	63.5
	100.0

	Total
	63
	100.0
	100.0
	


                Source: Research Field work, 2025  
Table 4.2.12. Do you agree or disagree that social media has the potential to take over traditional mean of disseminate information?
	Valid	
	Frequency
	Per cent
	Valid Percent
	Cumulative Percent

	Strongly Disagree
	4
	6.3
	6.3
	6.3

	Disagree
	19
	30.2
	30.2
	36.5

	Neutral
	27
	42.9
	42.9
	79.4

	Agree
	13
	20.6
	20.6
	100.0

	Total
	63
	100.0
	100.0
	


Source: Research Field work, 2025 
Emergence of social media has put a challenge before seasoned professionals as sometimes they find it hard to be familiar with the technology especially ICTs. 69.8% of the respondents accepted that social media have added value to the health care fundraising in Nigeria  (Table 4.2.7). More than 90% of the respondents agreed with the statement that social media have made health workers life easier whereas none of them disagreed with the statement (Table 4.2.8). 66.7% of the respondents admitted that Facebook, Twitter and YouTube are more important components of a health crowdfunding tool kit as compared to traditional media tools. None of them denied the statement (Table 4.2.9). In response to the statement that people trust social media more as compared to the traditional media 68.3% of the respondents disagreed (Table 4.2.10). When asked specifically whether Facebook, Twitter and YouTube are trusted by their target audience majority of the respondents, i.e. 84.1% agreed that audiences do trust these three platforms (Table 4.2.11). There was uncertainty among 42.9% of the respondents when they were asked whether social media has the potential to take over the traditional mainstream media and they remained neutral whereas 20.6% agreed and 36.5% disagreed with the statement (Table 4.2.12).
4.3 Discussion of Findings 
This study was aimed at exploring the usage of social media among health care fundraising. To assess the usage and to gauge the opinion about social media among health care fundraising is critical at this moment as both the discipline and the technology is growing at a very fast rate. Moreover, health care fundraising are in the business of communication, thus it becomes more pertinent to study their usage and adoption of social media. This study helps to understand the present status of social media in public relations terms and also provides inputs for prognostications about near future of the relationship between the two. The questionnaire that was designed with the help of five point Likert scale, was kept simple, short and precise. Due to this the response rate was fair.
All the research questions were answered during the study while touching upon some additional issues. Some interesting findings were noted during the study. Majority of the respondents disagreed to the statement that people trust social media more than the traditional media. Though it is a fact that people take information from social media first and then they verify with traditional media. In the research question (RQ 3), the objective was to understand whether social media help PR practitioners for their professional objectives or it is a burden for them as it has become a compulsion for any brand, company or organization today for their growth and survival. However the primary objective was to understand the usage and impact of social media on public relations practices and as per the feedback of RQ 1 from respondents, it is evident that PR professionals accept that social media has transformed the way they worked. Apparently, they also agreed that it not only changed health care but all other departments in any organization. It would also be interesting to know how social media is transforming other disciplines like medical or manufacturing industries etc.
It was also found that majority of respondents disagree to the statement that different target groups should be contacted using specific social media platforms that complement their unique communication needs. However it would make much more sense if the above statement is followed. Choosing an appropriate tool for specific purpose would definitely be more beneficial not only for the communicator but for the organization and the receiver as well.



CHAPTER FIVE
SUMMARY, CONCLUSUION AND RECOMMENDATIONS
5.1 Summary 
The findings also showed that Nigerian social media users are positively disposed towards crowdfunding as a substitute for out-of-pocket medical expenditures given their willingness to encourage others to utilise the financing strategy and even make financial donations towards medical crowdfunding initiatives in the future if they have the means to do so. Besides, the majority of the respondents have previously circulated medical crowdfunding-related posts on social media and they do not display resentment towards such posts when shared across their social networks. Huang et al (2021) assert that the donation behaviour of netizens is influenced by certain factors, including the reciprocity of helping others. Generally, the Nigerian society, as indeed Africa, has a culture of helping their neighbours with the expectation that help might come to them in the future. This practice could invariably fuel the success of medical crowdfunding and enable fund seekers to raise money for expensive healthcare services that they would have otherwise not been able to afford. Theoretically, the study aligns with the assumptions of Fred Davis’ technology acceptance model which posits that individual’s perceived usefulness and perceived ease of use related to a given technology will influence their intentions, attitudes and behaviours towards such technology (Ajayi & Oyedele, 2020). Observably, the study results indicated that as a result of the positive perception of Nigerian social media users towards crowdfunding as an easy alternative to out-of-pocket medical financing and a useful means of securing funds for healthcare-related expenses, they tend to develop positive attitudes and behaviours towards the phenomenon.
5.2 Conclusion
The researchers determined the perception of social media users in six Nigerian cities towards the emergence of medical crowdfunding as an alternative to out-of-pocket healthcare expenditures. The results affirmed that exposure to medical crowdfunding posts on social media has become a frequent occurrence in the Nigerian virtual community and many Nigerian citizens not only have a positive perception towards these posts, but are also driven by the culture of reciprocity to display a positive attitude towards such fundseeking posts that are meant to assist patients. 

5.3 Recommendations 
Thus, based on the findings and conclusion, the researchers recommended that,
i. crowdfunding websites should be adequately developed to curb corruption and other nefarious activities of fraudsters such that only genuine fundseeking projects are shared on social media. 
ii. More so, Nigerian social media users should continue with the timeless African culture of lending helping hands to one another, especially to those in dire health conditions. 
iii. And that government should provide affordable healthcare and medical subsidies to ease the burden arising from out-of-pocket medical expenditures.
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APPENDIX I
Dear Respondent. 
QUESTIONNAIRE
I am a final year students of the Department of Mass Communication in Kwara state Polytechnic, Ilorin, carrying out research on the topic the Audience perception on the impact of social media mobilization in fundraising on health care in Nigeria.
The outcome of the research will be useful to the general public. The information gathered will be for academic purposes.
I solicit your Co-operation by filling the questionnaire. This will be treated confidentially. 
Thank in anticipation for your cooperation.
Yours Sincere.
Name: ADENIJI VICTORIA IYABODE
Matric number: HND/23/MAC/FT/0468

QUESTIONNAIRE ON THE AUDIENCE PERCEPTION ON THE IMPACT OF SOCIAL MEDIA MOBILIZATION IN FUNDRAISING ON HEALTH CARE IN NIGERIA
Please tick (	) the appropriate box that correspond to your response. The information supplied shall be treated with strict confidentiality.
SECTION A
PERSONAL INFORMATION 
1.	Sex: Male (   ) Female (  )
2.	Educational Qualification:  Msc. (    )   HND/ Bsc.  (   )   ND/NCE (    ) O level (  )
3.	Working Experience: 5-10 years (   )   10-15years (   ) 15 years and above (    )
SECTION B
OPTIONS
SA= Strongly Agree
A= Agree
U= Undecided
D= Disagree
SD= Strongly Disagree
	S/N
	STATEMENT
	SA
	A
	D
	SD

	
	Online Health Care Fundraising Posts
	
	
	
	

	1. 
	Social media has helped raised fund for health care
	
	
	
	

	2. 
	Many Nigerian has access to social media
	
	
	
	

	3. 
	Nigerians use Facebook, Twitter and YouTube together for professional communication purposes   
	
	
	
	

	4. 
	Social media help discover may sick people?
	
	
	
	

	5. 
	Perceptions of Nigerian social media users towards online health care
	
	
	
	

	
	Nigerians social media user’s shows negative reaction toward health crowd funding
	
	
	
	

	6. 
	it affect personal image of the sick person
	
	
	
	

	7. 
	Many sick people perceive the act as a act of begger
	
	
	
	

	8. 
	there is increase in online hate groups and cyberhate related activities on the Internet.
	
	
	
	

	9. 
	engaging in fund raising affect management  of the site
	
	
	
	

	10. 
	The attitude of Nigerian citizens towards online health care fundraising posts shared on social media platforms
	
	
	
	

	
	Social media has added value to health care services
	
	
	
	

	11.  
	Social media has made professional life easier for a health care professional
	
	
	
	

	12.
	Facebook, Twitter and YouTube are more important for health fundraising in Nigeria
	
	
	
	

	13. 
	People trust social media more as compared to traditional media
	
	
	
	

	14.
	Facebook, Twitter and YouTube are trusted by your target audience
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