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ABSTRACT
This study assesses skills acquisition via social media among undergraduates at Kwara State Polytechnic. A survey research design was employed, with a sample size of [number] students selected through [sampling technique]. Data was collected using a questionnaire and analyzed using [statistical analysis technique]. The findings reveal that [briefly mention key findings, e.g., "social media is widely used for learning and skill development," "students acquire skills such as digital marketing and graphic design," or "there is a significant relationship between social media use and skill acquisition"]. The study concludes that social media plays a vital role in skills acquisition among undergraduates and recommends [briefly mention recommendations, e.g., "integration of social media into curriculum" or "training programs for students on effective social media use"]. This study contributes to the understanding of the role of social media in skills development among undergraduates and provides insights for educators and policymakers.
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CHAPTER ONE
INTRODUCTION
1.0	Background of the study
Globally tertiary education is an instrument of for economic and human development. As a result, the present Nigerian tertiary institution system understands the truth that acquiring the critical skills and concepts of new technologies as the center of edification must be the essential plank through which the revolution envisaged in education can be accomplished. This is because education serves as a catalyst for every meaningful societal reform. According to Obi (2017), the objectives of Nigerian higher education institutions are to provide post-secondary school education with the goal of generating suitable people that would help the country's social, economic, and technical growth and development.  However, it is critical to recognize that the attainment of these significant goals and objectives cannot be realized in today's technology-driven society without sufficient use of technologies to exploit social media. According to Musa (2015), the emergence of social media has changed the way students communicate, engage, and gain skills, knowledge, and understanding.
Etymologically, social media, by definition, are computer-mediated systems that facilitate the creation and dissemination of information, ideas, professional interests, and other kinds of expression through intrinsic communities and networks (Hajirnis, 2015). According to Obar and Wildman (2015), consumers access social media services via web-based technologies on desktops, laptops, or download services that provide social media functionality to mobile devices such as smart phones and tablet computers. According to Holland and Tiggerman (2016), users may establish hugely interactive platforms that allow people, groups, and organizations to contribute to, co-create, hash out, and alter user-generated or pre-made information shared online. As of January 2020, there were 85.49 million internet users in Nigeria, according to the Data Reportal Digital 2020 Sectoral Report on Nigeria. According to the research, the number of internet users in Nigeria rose by 2.2 million (+2.6%) between 2019 and 2020, with internet penetration being at 42% in January 2020. According to the same Digital Report, there are 27 million social media users in Nigeria. It goes on to say that between April 2019 and January 2020, the number of social media users in Nigeria rose by 3.4 million (+14%), while social media penetration in Nigeria stood at 13%. According to the Data Reportal Digital (2020) study, internet use and, by extension, social media use in Nigeria will skyrocket in the next years. Given this fact, it is realistic to expect that the majority of news interchange, business transactions, social interactions, and idea exchange will take place online in the next years. This transition will have a massive influence on society as we know it.
Intriguingly, the usage of social networks by Nigerian students in educational institutions is growing ubiquitous. According to Ralph, and Ralph (2015) , social media platforms are the solution to collective and interpersonal communication for academic success. According to Abdulsalam and Azizah (2014), social media is a network and a two-way process that can facilitate teaching and learning by allowing for prolonged interaction between the provider; which the teacher and the beneficiary of the education (student learner) has the effect of providing the recipient with reinforcing information in order to progress. According to Tufekci (2018), students use new media to communicate and exchange educational content. Umoru (2015) reported that social media is gaining traction in some higher education institutions, particularly in the learning process of students. Participants in this study believed that learning through social media is motivating, simple, and could help them with writing assignments. According to Musa (2015), common social media platforms include Facebook, Whatsapp, Twitter, YouTube, Skype, Instagram, and Wiki, among others. Social media platforms have become an essential element of students' academic activities, sociability, and life of enjoyment. As a result of this advancement, research on social media among higher education students is gaining traction and attracting the interest of academics and classroom teachers alike.
1.2 Statement of the problem
In recent times, many skills learning resources in many vocations or profession have recently been fused into pictorial or video format, with the goal of teaching skills required for enhancing people's competence in diverse professions. Some of these abilities are video filming and editing capabilities, musical instrument expertise, electronic engineering, dexterity, architectural design abilities, culinary, fashion, and design skills. Others include practical nursing, practical arts, dance, and practical chemistry abilities, among others. These skill videos and picture formats allow people to be instructed in a more informal manner, as opposed to conventional classroom settings. According to Omole (2016), exposure to these vocational and/or entrepreneurial abilities through pictorial or video media formats prevents such practical vocational subject-matters from becoming mystical to the trainees. However, these techniques of skill learning are less effective due to the difficulty in reaching a larger audience of skill searchers. Fortunately, thanks to improvements in ICTs, these video and graphically based instructional platforms may be found on the internet domain of various social media platforms (Barnes, 2013), implying that social media is not only a communication platform, but also functions as a school (Mbuk 2015).. As a result, skill searchers will have access to platforms where they may learn new talents or improve on those they currently have (Noer, 2012). This demonstrates social media's wide value-laden possibilities.
In contrast, the polity is still confronted with an economic slowdown caused by a shortage of jobs. According to research, skill learning can foster an entrepreneurial mindset among young adults, which is related with economic development, particularly when it creates alternative work alternatives. Lack of entrepreneurial competence is believed to encourage graduate and youth unemployment in Nigeria. Umoru (2015) emphasized the concerning status of graduate unemployment in Nigeria. One of the causes for the lack of essential entrepreneurship skills among many Nigerian graduates is the education system of the pre- and post-independence eras, which did not lay emphasis on the development of entrepreneurial and vocational skills (Onuma,2016). As a result, the present policy push in the University educational system prioritizes vocational and entrepreneurship education in the tertiary education curriculum (Onuma, 2016).
Despite the obvious importance of social media in enhancing learning, no empirical study was accessible to the researcher that focused on evaluating the social media effect on skills among undergraduates at any level of Nigerian tertiary institution. This is regarded critical since the current rate of acceptance of information technology in teaching and learning is still quite low, particularly at the college level. Several research show that social media have enormous potential as learning aids (Nwangwa Yononfoun, & Omotere, 2018). Despite this, research have shown that students seldom utilize social media for educational and skill learning objectives. It is unclear if undergraduate students at Nigerian colleges utilize social media platforms to study and enhance professional and vocational skills that would enable them to become job creators, company owners, and self-sufficient. Consequently, this study presents an assessment of skills acquisition via social media among undergraduates.
1.3 Objective of the study
The broad objective of this study is to presents an assessment of skills acquisition via social media among undergraduates. Specifically, the study seeks to:
To Examine the perception of undergraduates on skills acquisition via social media? 
To Determine what extent do undergraduates acquire practical skills on social media?
To Identify the major social media platforms which facilitates skill acquisition for undergraduates.
To Ascertain are the forms of skill acquired by undergraduates via social media platforms.
To Ascertain the challenges undergraduates encounter in using social media as platform for skills acquisition.
1.4 Research Questions
The research is guided by the following research questions constructed in line with the objectives:
· What is the perception of undergraduates on skills acquisition via social media?
· To what extent do undergraduates acquire practical skills on social media?
· What are the major social media platforms which facilitates skill acquisition training for undergraduates?
· What form of skills are acquired by undergraduates via social media platforms?
· What are the challenges undergraduates encounter in using social media as platform for skills acquisition?
1.5 Significance of the study
The study is expected to be useful to lecturers, students, curriculum planners and administrators of tertiary institutions in Nigeria. To the teachers, the study is expected to provide useful information on the effectiveness of social media as an instrument for skill acquisition. This will enable them determine the extent to which social media can expose learners to these vocational and or entrepreneurial skills through these pictorial or video media forms which makes such practical vocational subject-matters to stop becoming mystical to the learners.  To undergraduates, the outcome of the study will provide information on the influence of social media and how it can improve their expertise in various profession., enabling them to regulate the extent of their social media engagement. To curriculum planners, the study may provide information on the need to factor social media into curriculum design and implementation plans. Administrators in tertiary institution will, guided by the outcomes of this study to adopt, deploy and regulate social media usage not only for teaching but also for other skill acquisition purposes in tertiary institutions. Finally, the study will serve as a rich source of literature on social media, communication, business education and related fields.
1.6 Scope of the study
The scope of this study borders on an assessment of skills acquisition via social media among undergraduates. The study will further investigate the extent of which students utilize social media for skill acquisition training, identify the major social media platforms which facilitates skill acquisition training for undergraduates and determine the challenges encountered by undergraduates in the use of social media for skill acquisition. The study is however delimited to undergraduates in Kwara State Polytechnic, Ilorin.
1.7 Limitation of the study
Like in every human endeavor, the researchers encountered slight constraints while carrying out the study. The significant constraint was the scantiness of literature related to the assessment of skills acquisition via social media among undergraduates. Thus much time and organization was spent by the researcher in sourcing for the relevant materials related to the study. More so, the study is limited in scope focusing on undergraduate in Kwara State Polytechnic, Ilorin.
Therefore findings of this study cannot be used for generalization for other other tertiary institution within or outside Lagos State which creates a research gap and give room for further studies on this topic. 



1.8 Definition of terms
Social Media: Social media are interactive digital channels that facilitate the creation and sharing of information, ideas, interests, and other forms of expression through virtual communities and networks.
Skill:  Skill is individual ability to perform specific task or assignment successfully.
Skills Acquisition: Skill acquisition is the art of learning to do something in order to earn a living and or to survive.
Social Media:- Refers to computer-mediated tools that allow undergraduate students send, share and exchange information, idea, pictures, videos in a virtual community and networks. 
Social Networking Sites:- A website where undergraduate students put information about themselves and can send to others.  
Academic achievement:- Refers to the cumulative results of the undergraduate students in a university set up.  
Blogs:- A blog (a contraction of the term ―weblog‖) is a type of website, usually maintained by students with regular entries of commentary, descriptions of events, or other material such as graphics or video. Entries are commonly displayed in reverse-chronological order. 
Undergraduate: An undergraduate is a student who has not yet earned a bachelor's degree or other first-level university qualification



CHAPTER TWO
REVIEW OF LITERATURE
2.1 Conceptual Framework 
 This chapter reviewed concepts such as social media, media, journalism, modern journalism and other related studies. The chapter also reviewed the theoretical framework in relation to the study. 
2.1.1 The Concept of Social Media 
 Social media is not really new. While it has only recently become part of mainstream culture and the business world, people have been using digital media for networking, socializing, and gathering of information. Social media started as a concept many years ago but has evolved into sophisticated technology. The concept of social media can be dated back to the use of the analogue telephone for social interactions. The most recognizable use of social media was through innovative application, an online dialogue framework, created by Ward Christensen, a former IBM employee and Randy Suess. Initially they envisioned a place where they could immediately contact their co-employees for announcement, that is, meetings, reports, and other affairs, rather than making multiple phone calls, distributing memos and the like. They were looking into creating a computerized bulletin board, which is why they named the program CBBS (Computerized Bulletin Board System). 
 Soon enough, more and more employees contributed their ideas and comments in the said online community. That event was a momentous episode in the history of computer and internet. It was the birth of online social networking. The CBBS platform was made known to other companies and has been used for specific purposes. The Bulletin Board System expanded largely and began breaking into mainstream much sooner than it was planned.It was during the rise of the Internet Service Providers in the early 1990s when social networking sites began to flourish. Along with the availability of the internet service to people, many people rummaged to have themselves acquainted with the new technology. 
 Social media attained a great measure of success with the launch of the then very popular Friendster.com. Creator of Friendster, Jonathan Abrams concocted a perfect mix of popular features from earlier social networking predecessors. Friendster became an instant success and gathered about 3 million members who signed up in its early month of launch. 
Friendster unfortunately got out of hand and suffered from too many glitches in the server. Today, Friendster has been announced as a newly owned identity of a Malaysian company, and outshone by present social networking sites but still remains to be patronized most especially in Asia. 
 Another social media evolved called MySpace.com. The concept of MySpace opened the internet users to vast opportunities of self-expression which include wide control over a user‟s profile content. In MySpace, users experienced the best of creating unique identities to show to the online world.MySpace remained as the uncontested favorite among all social networking sites until 2005 when it met its competitor in the market. Facebook.com. started as a local social network made for the students of Harvard University. It was developed by sophomore, Mark Zuckerberg. Facebook was actually made by hacking Harvard database containing identification images of students. The initial idea was to compare the faces of students with images of animals, for entertainment purposes. However, due to the potentially damaging contents of the site, the creators decided to put it down, before it caught the attention of the school authorities. The application was shut down, but the idea of creating an online community of students came into existence. The platform was then improved and sooner than they expected, Facebook.com. ultimately offered the opportunity to the rest of the world. Facebook has grown to become the most popular and biggest social networking site with 800 million active users worldwide (Facebook statistics 2012). Other social networking sites continue to appear in the scene such as BlackBerry Messenger, Twitter, Google+, Flickr, Badoo, Amazon and many others. (Bruce and Douglas, 2008). 
 Similarly, some refer to social media as social networks. However, the two terms are said to be same side of a coin. Wikipedia defines social networks as “a social structure made up of individuals (or organizations) called „nodes‟, which are connected by one or more specific types of inter-dependency such as, friendship, kinship, financial exchange, dislikes, sexual relationships or relationship of beliefs, knowledge or prestige”. While it also defines social media as “media designed to be disseminated through social interactions, created using highly accessible and scalable publishing technique”. 
 Boyd and Allison (2007) defined social network sites as “web-based services that allows individuals to; construct 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 traverse their list of connections and those made by others within the systems”. The definition focuses on platforms such as Facebook, Twitter, etc. Based on a strict theoretical understanding, all networked tools that allow establishing connections between at least two humans, have to be understood as social networking platforms. 
 Wikipedia notes that social media use internet and web-based technologies to transform broadcast media monologues (that is one to many) into social media dialogues (many to many). It supports the democratization of knowledge and information, transforming from content consumers into content producers. Kaplan and Haenlein, quoted in Ganiyu and 
Qasim (2011) defined social media as “a group of internet-based applications that build on the ideological and technological foundations of web 2.0, which allows the creation and exchange of user generated content”. 
 According to Duarte (2009), “web 2.0” is derived from naming conventions in software, where upgraded web technologies are numbered. For instance, version of a technology may be numbered as; 1.0, 2.0, 3.0, 4.0, 5.0, and so on. Essentially, Duarte writes, “web 2.0 refers to the functionality built into websites that allows people to put information on them more easily, share it with others and collaborate with them”. In other words, social networks are facilitated on the internet by the use of web 2.0 (and other versions such as web 3.0). Web-based applications, commonly information on the internet are also producers and disseminators of information, thus given rise to a new term „prosumers‟ (Ramanujam; 2008, p.243). 
2.1.2 Classification of Social Media 
 Social media technologies take on many different forms including magazines, internet forums, weblogs, social blogs, micro blogging, wikis, social networks, podcasts, photographs or pictures, videos, ratings, and social bookmarking. By applying a set of theories in the field of media research (social presence and social richness) and social processes (self-presentation and self-disclosure), Kaplan and Haenlein created a classification scheme in Business Horizons article (2010), with six different types of social media which include: 
· Collaborative projects: example Wikipedia 
· Blogs and microblogs: example Twitter 
· Content communities: example YouTube 
· Social networking sites: example Facebook 
· Virtual game world: example World of Warcraft 
· Virtual social worlds: example Second Life 
 These social media services focus on some or all of the seven functional building blocks which are; identity, conversation, sharing, presence, relationship, reputation and groups. These building blocks help understand the engagement needs of the social media audience. For example, YouTube‟s primary building blocks are sharing, conversations, groups, and reputation. Many companies build their own social containers that attempt to link the seven functional building blocks around their brands. These are private communities that engage people around a narrower theme, as in around a particular brand, vocation or hobby, than social media containers such as Google+, Facebook, and Twitter. 
2.1.3 Components of Social Media 
 Social media has three components namely: 
· Concept (that is art, information, or meme) 
· Media (physical, electronic, virtual or verbal) 
· Social interface (intimate direct, community engagement, physical media such as 
print) 
 The use of social media involves many people sharing information with one another. It is a direct form of media which enable people to share information such as pictures, articles, videos, audio, tweets, comments, like, votes, etc. The distinguishing thing about social media is that much of the information is provided by amateurs and can be used to generate conversation. Duarteobserves that “social media depends on interactions between people as the discussion and integration of words, images, and sounds around a multitude of subjects and feelings built by shared meaning around topics and experiences”.Journalists therefore, use these social media tools to disseminate information as well as gather news and evaluate people‟s opinion on topical issues in the society. 


2.1.4 Social Implications of Internet and Social Media 
 Internet has become a mass medium and relying on the internet diminishes the importance of the surveillance function of the traditional mass media.  When a news event occurs, interested parties immediately post messages on the internet for others to read. This process represents a shift from tradition journalism, where the flow is from the top down. Editors decide what to cover and send reporters to collect the facts. Now the news starts at the bottom and is generated by people close to or with an interest in the news topic. In the light of the above, we will discuss some of the social issues posed by internet and social media. 
i. Lack of gatekeepers: there are gatekeepers in the mass media but social networks such as Facebook, Twitter, Yahoo, Youtube have no gatekeepers. This has several implications, first is the risk of overloading the system with unwanted, unrequested, trivial, irrelevant, worthless or inconsequential messages is increased tremendously. Gatekeepers also function as evaluators of information. Newspaper editors and television news directors consider the authenticity and credibility of potential news sources. If the system works properly, bogus news tips, unsubstantiated rumors, and false information are filtered out before they are published or broadcasted. Information obtained on the internet, however, comes without a guarantee. Some of it might be accurate, some of it you must use at your own risk. Example, some social media pages containing profiles of prominent people in the society may be operated by a computer junky somewhere who may not have any relationship with the said prominent person. Information coming through this channel about the person may be false and thus, require verification before use. Having no gatekeeper means having no censorship. 
ii. Lack of interpretation: the internet may diminish the interpretation function of the media. Many computer bulletin boards and social media sites as we have seen exist 
for an impressive array of topics (Dominick, 2002 P. 318). Information from the internet is mostly raw, and has no interpretation; readers are left to make their own interpretation thereby, generating different opinions on an issue or event. 
iii. Privacy concern: social media and internet also raises a number of privacy concerns. 
Maintaining a person‟s privacy in the electronic age is not a new problem, but before the advent of the internet, compiling a detailed dossier on someone required days or even weeks of searching through records scattered in dozens of places. Today, computerized database let a person accomplish the same thing with only a couple of clicks of a mouse. For the past few years, many governments wrestled with these privacy problems to restrict the availability of personal information. The issue is complicated because many are concerned that government regulation will be so rigid that the legitimate searches for information would be difficult. Many prefer voluntary guidelines to laws (Dominick, 2002). 
iv. Information Overload: The internet represents an information retrieval tool that is unparalleled-Providing a person knows how to use and understand it. In the days before the internet, students doing research, columnists and commentators will have to look things up in the text, reference book or encyclopedia source that had some recognized authority. Today, students, journalists, and other researchers can post a request for information with the relevant news groups or use a search engine to look for the topic. The credibility of response on the news group however, is open to debate when the web search indiscriminately displays a list of “sources” which may number in the thousands. Every source on the screen seems to have the same credibility, even though some may be from scientific documents and others from comic books. 
v. Need for Regulation: the whole notion of how to regulate the internet is a vexing problem. Technology has out-paced legislation. The overall legal implications of internet are still nebulous. Copyright law is a good example: a 1997 conference organized by the United Nations World Intellectual Property Organization proposed new guidelines that cover digital forms of writing, music, artwork, but the guidelines are yet to be ratified by the 160 nations that participated in the meeting. Even with these guidelines, questions remain. If copyright holders are given exclusive right, would there be a per-use charge for anybody who accesses the material? How would this fee be collected? Or supposed your website has a link to another site that contains copyright material used illegally? Are you liable for a copyright violation? (Dominick, 2002). 
On another front, if someone post libelous message on a social networking site or bulletin board, is the operator liable? What about pornographic content? Will the computer encourage escapism? Some people are already spending lots of time (and money) engaging in computer chats, computer games, computer shopping, sourcing for news. As more and more fun things come online, will we spend even more of our lives staring at computer screen? What happens when virtual reality becomes more appealing than “real” reality? Will large number of us, especially journalists and other stakeholders, abandon socially relevant pursuits for a romp in the media world?    
   2.1.5 The Concept of Media 
 Media refers to tools used to store and deliver information or data. Media however, can be classified into the following: 
A. Broadcast media: Communications delivered over electronic communication networks example TV and Radio. 
B. Print media: Communication delivered through paper or canvas, example newspaper and magazine. 
C. Social media: Media disseminated through social interdiction example Facebook and 
twitter. 
D. Mass media: Refers to all means of mass communication. 
E. Digital media: Refers to electronic media used to store, transmit and receive digitized information. 
F. Multimedia: Communication that incorporate multiple forms of information content and processing. 
G. New media: A broad term encompassing the amalgamation of traditional with the interactive power of computer and communications technology (Ganiyu and Qasim, 2011). For the purpose of this study, we will focus on mass media and social media. 
2.1.6 Social Media and Economic Empowerment
Social media platforms have revolutionized the way businesses operate, particularly for small and medium-sized enterprises (SMEs). Through platforms like Instagram, Facebook, and WhatsApp, SMEs in Nigeria have found cost-effective avenues for marketing their products and services to a broader audience (Agabi & Ekeh, 2014). These platforms offer features such as targeted advertising, customer engagement tools, and analytics, enabling businesses to tailor their marketing strategies and reach potential customers more effectively. Studies have shown that SMEs that actively engage with social media experience higher levels of brand awareness, customer engagement, and sales growth compared to those that do not utilize these platforms (Ogbeibu & Ogbogu, 2016).
Moreover, social media provides opportunities for entrepreneurship and innovation, allowing individuals to showcase their talents, promote their businesses, and connect with potential investors and collaborators (Acheampong et al., 2020). By leveraging social media platforms, entrepreneurs in Nigeria can overcome traditional barriers to market entry, such as high advertising costs and limited access to distribution channels, thus fostering economic empowerment and job creation (Oliver, 2018). Overall, social media plays a pivotal role in driving economic growth and development in Nigeria by empowering SMEs, facilitating market expansion, and promoting entrepreneurial initiatives.
2.1.7 Political Engagement and Social Media
Social media platforms have become integral to political communication and engagement in Nigeria, especially during electoral periods. Okoro (2018) found that social media played a significant role in mobilizing voters, disseminating political information, and fostering civic participation during the 2015 general elections. Platforms like Twitter, Facebook, and WhatsApp serve as channels for political discourse, enabling citizens to express their opinions, engage with candidates, and mobilize support for political causes (Ogwezzy-Ndisika & Okorie, 2020).
Moreover, social media facilitates real-time interaction between politicians and constituents, allowing for direct engagement and feedback mechanisms (Ganiyu & Ibrahim, 2019). However, the increasing prevalence of misinformation and hate speech on social media platforms has raised concerns about their impact on the integrity of the electoral process and democratic governance (Omisore, 2018). Therefore, understanding the dynamics of social media's influence on political engagement in Nigeria is crucial for promoting transparency, accountability, and democratic values.
2.1.8 Social Media in Education
Social media platforms have emerged as powerful tools for enhancing education and facilitating learning experiences in Nigeria. With the increasing availability of internet access and digital devices, educators and students alike are leveraging platforms such as YouTube, WhatsApp, and Twitter to access educational resources, collaborate on projects, and engage in interactive discussions (Akinsolu & Odewale, 2017).
One significant aspect of social media's impact on education is its ability to provide access to a diverse range of educational content. Platforms like YouTube host a plethora of educational videos covering various subjects, from mathematics to literature, allowing students to supplement their classroom learning with multimedia resources (Khalid, 2018). Similarly, WhatsApp groups serve as virtual classrooms where students can share study materials, ask questions, and collaborate on assignments in real time (Akinsolu & Odewale, 2017).
Furthermore, social media facilitates collaborative learning experiences, enabling students to engage with peers and educators beyond the confines of the traditional classroom. Through online discussion forums and group chats, students can exchange ideas, provide feedback, and support each other's learning journey (Chugh & Ruhi, 2018). This collaborative approach to learning fosters critical thinking skills, enhances communication abilities, and promotes a sense of community among learners.
Additionally, social media platforms offer opportunities for educators to engage with students in innovative and interactive ways. Teachers can use platforms like Twitter to share educational content, pose thought-provoking questions, and facilitate online debates or discussions (Selwyn, 2016). Moreover, social media enables educators to provide timely feedback and support to students, fostering a personalized learning experience tailored to individual needs (Chugh & Ruhi, 2018).
However, despite its numerous benefits, the integration of social media in education also presents challenges and considerations. Privacy concerns, digital distractions, and the potential for misinformation are among the issues that educators and policymakers need to address (Junco, 2012). Moreover, ensuring equitable access to social media platforms and digital literacy skills is essential to prevent further exacerbating existing inequalities in education (Selwyn, 2016).
2.1.9 Cultural Dynamics and Social Media 
In recent years, the globalization of social media platforms has had a profound impact on cultural dynamics and identity formation, particularly in countries like Nigeria. Understanding the complex interplay between social media and cultural dynamics is essential for comprehensively examining the socio-cultural implications of digital technology adoption. This research aims to investigate how social media platforms shape cultural identity and expression among Nigerian users, with a particular focus on the Ilorin metropolis.
Social media platforms serve as virtual spaces where individuals can express, negotiate, and perform their cultural identities. In the Nigerian context, platforms like Instagram, TikTok, and Twitter have become avenues for showcasing cultural practices, traditions, and values. By analyzing user-generated content, such as photos, videos, and hashtags, this research seeks to explore how Nigerians construct and present their cultural identities on social media.
The globalization of social media has facilitated the exchange and hybridization of cultural practices, leading to the emergence of new cultural forms and expressions. In Nigeria, the convergence of local and global influences on social media platforms has resulted in the creation of unique cultural phenomena, such as Afrobeat music, Nollywood films, and traditional attire challenges. By examining these cultural hybrids on social media, this research aims to elucidate the dynamics of cultural globalization and localization in the digital age.
Social media platforms have also emerged as powerful tools for cultural activism and advocacy, enabling Nigerians to mobilize around issues related to cultural heritage preservation, indigenous language revitalization, and cultural diversity appreciation. Through campaigns, hashtags, and online movements, social media users in Nigeria amplify marginalized voices, challenge cultural stereotypes, and promote intercultural dialogue. This research seeks to explore the role of social media in facilitating cultural activism and its impact on societal attitudes and behaviors.
Despite its potential for promoting cultural diversity and inclusivity, social media also presents challenges and controversies in cultural representation. Issues such as cultural appropriation, misrepresentation, and stereotyping are prevalent on digital platforms, raising questions about authenticity, ethics, and power dynamics. By critically examining these challenges, this research aims to identify strategies for promoting respectful cultural exchange and fostering intercultural understanding on social media.
2.2 THEORETICAL FRAMEWORK
2.2.1 Diffusion of innovations theory
This study was based on diffusion of innovations theory of communication by Rogers  (1995) as its theoretical foundation. The theory was coined from the work of a 19th century French legal scholar and sociologist, Gabriel Tarde, titled “the Laws of Limitation”, (1903). 
 Diffusion of innovations theory states that an innovation (that is, an idea, new technique, or new technology) diffuses or spreads throughout a society in a predictable pattern. A few people will adopt an innovation as soon as they hear of it. Other people will take longer to try something new, and still others will take much longer. When a new media technology or other innovation is adopted rapidly by a great number of people, it is said to explode into being (Bryant and Thompson, 2002). 
 Rogers and other diffusion researchers have identified five separate innovationadoption categories into which all people in a society will fall. These categories include: 
· The innovators: This category is described as venturesome and ready to try new things. Their social relationships tend to be more cosmopolitan than those of other groups. Such groups tend to form cliques and communicate with one another despite geographical distances (Rogers, 1995). 
· The early adopters: they are more localite than cosmopolite. Due to their integral part in the local society, this adopter‟s category produces the opinion leaders of any category. Early adopters are sought out for information about innovations, and their advice is valued. Those in this adopter category have the respect of others in the community because of their success and willingness to try new innovations. The respect of others in the community is important to the early adopters and their actions are geared towards preserving that respect (Rogers, 1995). 
· The early majority: this adopter category includes people who do not wish to be the first to adopt new technologies or ideas. Instead, the early majority prefers to deliberate, often for some period of time, before its members make a decision to adopt. These people serve the important function of legitimizing an innovation, or showing the rest of the community that the innovation is useful and adoption is desirable. 
· The late majority: members of this category are skeptical and cautious about the benefits of adoption. They wait until most of the community has already tried and adopted the innovation before they act. Sometimes peer pressure or social pressures serve to motivate the late majority group. In other cases, economic necessity induces them to adopt the innovations. 
· The laggards: members of this group are the last to adopt. The laggards are tied to the past, to the traditional way of doing things, and are reluctant to try anything new. Many of these people interact with others of the same mindset. Once a laggard adopts an innovation, the rest of the society may have moved so far forward that the “innovation” has become outdated (Rogers, 1995). 
 The theory discussed above conforms to the study because social media are new tools journalists use in carrying out their duties, yet some are still skeptical about its impact in the field of journalism and are reluctant to adopt them or use them. 
2.2.2 Social Responsibility Theory
Social responsibility theory is a concept rooted in the idea that individuals, organizations, and institutions have a duty to act in a manner that benefits society at large. It suggests that entities should not solely prioritize profit or self-interest but should also consider the broader impact of their actions on the well-being of the community. In the context of social media's impact on the growth and development of Nigeria, particularly within the framework of Ilorin Metropolis, the social responsibility theory holds significant relevance.
Social media platforms have become powerful tools for disseminating information and shaping public opinion. With this power comes responsibility. Social media companies, users, and influencers hold a responsibility to ensure that the information shared is accurate, relevant, and contributes positively to societal development. In the case of Nigeria, where social media penetration is rapidly increasing, the responsible use of these platforms can foster informed discourse, civic engagement, and social cohesion.
social media's influence extends beyond information dissemination to societal norms, values, and behaviors. As such, there is a responsibility to promote content that aligns with ethical standards and contributes to the cultural and moral development of society. For instance, promoting messages that encourage entrepreneurship, education, and civic participation can have a positive impact on the growth and development of communities within Ilorin Metropolis.
Social media companies bear a responsibility to address the negative externalities associated with their platforms, such as misinformation, cyberbullying, and online harassment. By implementing measures to curb these issues, such as fact-checking mechanisms, content moderation policies, and user education campaigns, social media platforms can fulfill their social responsibility and contribute to a safer and more conducive online environment for societal growth and development.
2.3 EMPIRICAL REVIEW 
"The Role of Social Media in Economic Development: A Case Study of Nigeria" by A. O. Olufemi and O. T. Olatunji in their study, Olufemi and Olatunji delve into the role of social media in economic development, focusing on Nigeria as a case study. The researchers conducted surveys and interviews to gauge the impact of social media platforms like Facebook and Twitter on business interactions, entrepreneurship, and innovation in the Nigerian context. Their findings reveal that social media facilitates communication, networking, and market access for businesses across various sectors, contributing positively to economic growth. The study concludes that leveraging social media effectively can enhance business competitiveness, foster collaboration, and drive innovation, thereby promoting economic development in Nigeria.
Other findings on "Social Media and Political Participation in Nigeria: A Case Study of the 2015 Presidential Election" by A. A. Omoera and E. E. Odili Omoera and Odili examine the influence of social media on political participation during Nigeria's 2015 presidential election. Through content analysis of social media platforms and surveys among voters, the researchers explore how social media served as a pivotal tool for political mobilization, voter education, and information dissemination. Their findings suggest that social media played a significant role in increasing political awareness and engagement among Nigerian citizens during the election period. The study underscores the transformative impact of social media on democratic processes, emphasizing its potential to empower citizens, enhance transparency, and foster political accountability in Nigeria.
"The Influence of Social Media on Youth Development in Nigeria" by O. A. Babatunde and F. O. Oyelami Babatunde and Oyelami investigate the influence of social media on youth development in Nigeria. Through interviews and focus group discussions with young adults, the researchers explore how platforms like Instagram and WhatsApp shape youth attitudes, behaviors, and aspirations. Their findings highlight the dual nature of social media, offering opportunities for networking, learning, and self-expression while also posing challenges such as addiction, cyberbullying, and misinformation. The study emphasizes the importance of promoting digital literacy, responsible social media usage, and supportive environments for positive youth development in Nigeria.
"Social Media and Healthcare in Nigeria: Opportunities and Challenges" by L. O. Olanrewaju and O. M. Ajiboye Olanrewaju and Ajiboye investigate the impact of social media on healthcare in Nigeria, focusing on opportunities and challenges. Through surveys among healthcare professionals and analysis of social media content, the researchers explore how platforms like WhatsApp and Twitter are utilized to disseminate health information, facilitate patient-doctor communication, and promote public health campaigns. Their findings underscore the potential of social media in improving healthcare access, awareness, and engagement among Nigerians. However, the study also identifies challenges such as misinformation, privacy concerns, and the need for regulatory frameworks to ensure the responsible use of social media in healthcare contexts.
Collectively, these empirical studies shed light on the multifaceted impact of social media on growth and development in Nigeria. They highlight the significant role of social media platforms in economic, political, youth, and healthcare domains, emphasizing their potential to drive positive change and empower communities. However, these studies also underscore the challenges associated with social media use, including misinformation, privacy breaches, and addiction. Addressing these challenges requires concerted efforts from policymakers, regulators, educators, and stakeholders to promote digital literacy, responsible usage, and ethical practices. By harnessing the transformative power of social media while mitigating its risks, Nigeria can leverage digital technologies to foster inclusive growth, democratic participation, and sustainable development in the 21st century.















CHAPTER THREE
RESEARCH METHODOLOGY
3.1	INTRODUCTION
	In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2	RESEARCH DESIGN
Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employs the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3	POPULATION OF THE STUDY
	According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitutes of individuals or elements that are homogeneous in description. 
The main objective of this study is to find out the Impacting of Freedom of Information Act (FOI) on journalist practices in Kwara State. Media practitioners in Kwara State form the population of the study.
3.4	SAMPLE SIZE DETERMINATION
A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopts the convenient sampling method to determine the sample size. 




3.5	SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE
According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopt the convenience sampling technique in selecting the respondents from the total population.
In this study, the researcher adopts the convenient sampling method to determine the sample size. Out of all the entire population of Media practitioners in Kwara State, the researcher conveniently selected 100 participants as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 	RESEARCH INSTRUMENT AND ADMINISTRATION
The research instrument to be use in this study is the questionnaire. A survey containing series of questions going to be administered to the enrolled participants. The questionnaire was divided into two sections, the first section inquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants require to respond by placing a tick at the appropriate column. The questionnaire would personally administer by the researcher.
3.7	METHOD OF DATA COLLECTION
Two methods of data collection which are primary source and secondary source is going to be use to collect data. The primary sources going to be use is questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8	METHOD OF DATA ANALYSIS
The responses would be retrieve from the filed survey and analyze using the frequency, tables, and simple percentage which would provide answers to the research questions. 





CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0 INTRODUCTION 
This chapter focuses on the presentation and analysis of the data collected through the questionnaires distributed to respondents. A total of one hundred questionnaires were carefully designed to capture a wide range of information relevant to the research questions. These questionnaires were then distributed to a selected sample of participants. Remarkably, all one hundred questionnaires were returned, resulting in a perfect response rate of 100%. This high response rate enhances the reliability and validity of the data, providing a comprehensive foundation for the subsequent analysis and discussion of the findings.
4.1 DATA PRESENTATION 
Table 1: GENDER
	Options  
	 Frequency 
	 Percentage 

	  Male
	53
	53%

	 Female
	 47
	47%

	 Total 
	100 	 
	100 	% 


The survey data from Table 1 reveals a relatively balanced gender distribution among the respondents, with 53% identifying as male and 47% as female. This even split ensures that the perspectives and behaviors reported are representative of both genders, allowing for a more comprehensive understanding of social media usage and its impact on business promotion.


Table 2: AGE 
	Options  
	 Frequency 
	 Percentage 

	 16-20
	29
	29%

	 20-25
	40
	40%

	 26-30
	22
	22%

	31-35
	6
	6%

	36- above
	3
	3%

	Total
	100
	100%



The age distribution of the respondents is skewed towards younger individuals. The largest age group is 20-25 years, comprising 40% of the respondents, followed by the 16-20 age group at 29%. Individuals aged 26-30 account for 22%, while those aged 31-35 and 36 and above represent 6% and 3% respectively. This suggests that the majority of the survey participants are young adults, which aligns with the general trend of higher social media usage among younger demographics.











Table 3: EDUCATIONAL QUALIFICATION 
	Options  
	 Frequency 
	 Percentage 

	HND
	47
	47%

	 OND
	53
	53%

	 Total 
	100 	 
	100 	% 



The educational qualifications of the respondents are split between Higher National Diploma (HND) and Ordinary National Diploma (OND) holders. OND holders form the majority with 53%, while HND holders make up 47%. This distribution highlights that the survey participants have a mix of educational backgrounds, potentially influencing their engagement with and attitudes towards social media.
Table 4: How often do you use social media
	Options  
	 Frequency 
	 Percentage 

	Several times a day
	45
	45%

	 Once a day
	31
	31%

	A few times a week
	8
	8%

	Rarely
	2
	2%

	 Total 
	100 	 
	100 	% 



A significant portion of the respondents are active social media users. 45% of them use social media several times a day, while 31% use it once a day. Those who access social media a few times a week constitute 8%, and a small minority of 2% use it rarely. This high frequency of social media usage underscores the platform's importance in daily life and its potential as a powerful tool for business promotion.

Table 5: Which social media platforms do you use most frequently?  
	Options  
	 Frequency 
	 Percentage 

	Facebook
	 34
	34%

	Twitter
	 18
	18%

	Instagram
	6
	6%

	WhatsApp
	42
	42%

	TOTAL
	100
	100%


When it comes to the most frequently used social media platforms, WhatsApp leads with 42%, followed by Facebook at 34%. Twitter is used by 18% of the respondents, and Instagram by 6%. This indicates that messaging and social networking platforms are highly favored, with WhatsApp and Facebook being particularly prominent, suggesting these platforms might be the most effective for business promotions targeting this audience.
Table 6:  On average, how many hours per day do you spend on social media
	Options  
	 Frequency 
	 Percentage 

	Less than 1 hour Sometimes
	19
	19%

	1-2 hours
	8
	8%

	2-4 hours
	34
	34%

	More than 4 hours
	36
	36%

	 Total 
	100 	 
	100 	% 


The survey results show that respondents spend a considerable amount of time on social media daily. 36% spend more than 4 hours per day, and 34% spend between 2-4 hours. Only 19% spend less than 1 hour sometimes, and 8% spend 1-2 hours. This significant daily engagement time highlights the potential reach and influence that social media can have on users, making it a critical channel for business marketing and customer engagement.
Table 7: How do you rate the effectiveness of social media in promoting your business? 
	Options  
	 Frequency 
	 Percentage 

	Very effective
	18
	18%

	Effective
	 26
	26%

	Neutral
	36
	36%

	Ineffective
	20
	20%

	 Total 
	100 	 
	100 	% 


Respondents have mixed views on the effectiveness of social media in promoting their businesses. 26% find it effective, and 18% very effective. However, a substantial 36% are neutral, and 20% find it ineffective. These mixed responses suggest that while social media has potential, its effectiveness can vary based on how it is used and the nature of the business.
Table 8: What type of business promotion do you find most effective on social media?
	Options  
	 Frequency 
	 Percentage 

	Paid advertisements
	8
	8%

	Organic posts
	23
	23%

	Influencer marketing
	55
	55%

	User-generated content
	14
	14%

	 Total 
	100 	 
	100 	% 


Influencer marketing emerges as the most effective type of business promotion on social media, with 55% of the respondents supporting it. Organic posts are considered effective by 23%, user-generated content by 14%, and paid advertisements by 8%. This preference for influencer marketing highlights the trust and engagement that influencers can generate, which can be leveraged by businesses to reach and connect with their target audience more effectively.

Table 9: What is the biggest challenge you face when using social media for business?
	Options  
	 Frequency 
	 Percentage 

	Privacy concerns
	9
	9%

	Time management
	18
	18%

	Cost of promotions
	48
	48%

	Lack of technical skills
	25
	25%

	 Total 
	100 	 
	100 	% 


The primary challenge faced by businesses using social media is the cost of promotions, as indicated by 48% of the respondents. Lack of technical skills is a challenge for 25%, and time management issues affect 18%. Privacy concerns are the least cited challenge at 9%. These findings suggest that while social media offers significant opportunities, the financial and skill-related barriers can hinder effective utilization.



Table 10:  What opportunities do you see in using social media for business development? 
	Options  
	 Frequency 
	 Percentage 

	Reaching a wider audience
	 2
	2%

	Real-time customer feedback
	 40
	40%

	Cost-effective marketing
	51
	51%

	Building brand loyalty
	7
	7%

	 Total 
	100 	 
	100 	% 


The respondents see cost-effective marketing (51%) and real-time customer feedback (40%) as the main opportunities offered by social media for business development. Building brand loyalty is seen as an opportunity by 7%, and reaching a wider audience by 2%. These insights emphasize the value of social media in providing affordable marketing solutions and facilitating direct interaction with customers, which can help businesses refine their strategies and improve customer satisfaction.
Table 11: How often do you purchase products or services promoted on social media?
	Options  
	 Frequency 
	 Percentage 

	 Very often 
	 27
	27%

	Often
	 14
	14%

	Occasionally
	44
	44%

	Never
	15
	15%

	 Total 
	100 	 
	100 	% 


The survey reveals that 44% of respondents occasionally purchase products or services promoted on social media. 27% do so very often, and 14% often, while 15% never make such purchases. This indicates that social media promotions have a considerable influence on purchasing behavior, with a majority of respondents being at least occasionally influenced by social media marketing.
Table 12: Social media platforms provide valuable networking opportunities for businesses.
	Options  
	 Frequency 
	 Percentage 

	Strongly agree
	 45
	45%

	Agree
	 35
	35%

	Neutral
	20
	20%

	Disagree
	0
	0%

	Strongly disagree
	0
	0%

	 Total 
	100 	 
	100 	% 


A significant majority of respondents believe that social media provides valuable networking opportunities for businesses. 45% strongly agree, and 35% agree with this statement. 20% are neutral, and none disagree or strongly disagree. This consensus underscores the importance of social media as a platform for building professional connections and expanding business networks.





Table 13: Consumers follow brands on social media to stay updated on their latest products.
	Options  
	 Frequency 
	 Percentage 

	Strongly agree
	 44
	44%

	Agree
	 35
	35%

	Neutral
	11
	11%

	Disagree
	4
	4%

	Strongly disagree
	6
	6%

	 Total 
	100 	 
	100 	% 


The belief that consumers follow brands on social media to stay updated on their latest products is shared by most respondents. 44% strongly agree, and 35% agree. 11% are neutral, 4% disagree, and 6% strongly disagree. This indicates that social media is a crucial channel for brands to communicate updates and engage with their audience, driving consumer interest and loyalty.

Table 14:  Reviews and recommendations on social media are trusted when making purchasing decisions
	Options  
	 Frequency 
	 Percentage 

	Strongly agree
	 21
	21%

	Agree
	 53
	53%

	Neutral
	20
	20%

	Disagree
	2
	2%

	Strongly disagree
	4
	4%

	 Total 
	100 	 
	100 	% 


Reviews and recommendations on social media are trusted by a large majority of respondents when making purchasing decisions. 53% agree, and 21% strongly agree with this sentiment. 20% are neutral, and a small minority of 2% disagree and 4% strongly disagree. This trust in social media reviews highlights the platform's role in influencing consumer behavior and the importance of positive customer feedback.

Table 15:  Customer feedback on social media has helped improve my business.
	Options  
	 Frequency 
	 Percentage 

	Strongly agree
	 17
	17%

	Agree
	 52
	52%

	Neutral
	23
	23%

	Disagree
	5
	5%

	Strongly disagree
	3
	3%

	 Total 
	100 	 
	100 	% 


Customer feedback on social media has helped improve businesses, with 52% of respondents agreeing and 17% strongly agreeing. 23% are neutral, while 5% disagree and 3% strongly disagree. This indicates that businesses recognize the value of social media feedback in refining their operations and enhancing customer satisfaction.






Table 16:  Social media helps in growing customer bases.
	Options  
	 Frequency 
	 Percentage 

	Strongly agree
	 40
	40%

	Agree
	 25
	25%

	Neutral
	29
	29%

	Disagree
	3
	3%

	Strongly disagree
	3
	3%

	 Total 
	100 	 
	100 	% 


Social media is perceived to help grow customer bases by 40% of respondents who strongly agree and 25% who agree. 29% are neutral, and a small percentage of 3% disagree and 3% strongly disagree. This suggests that social media is considered an effective tool for attracting and retaining customers.
Table 17:  Business insights can be gained from social media.
	Options  
	 Frequency 
	 Percentage 

	Strongly agree
	 29
	29%

	Agree
	 33
	33%

	Neutral
	34
	34%

	Disagree
	2
	2%

	Strongly disagree
	2
	2%

	 Total 
	100 	 
	100 	% 


A majority of respondents believe that business insights can be gained from social media, with 33% agreeing and 29% strongly agreeing. 34% are neutral, while only 2% disagree and 2% strongly disagree. This indicates that social media is valued for its potential to provide actionable insights that can inform business strategies.
Table 18:  Purchasing decisions are influenced by social media.
	Options  
	 Frequency 
	 Percentage 

	Strongly agree
	 24
	24%

	Agree
	 51
	51%

	Neutral
	17
	17%

	Disagree
	6
	6%

	Strongly disagree
	3
	3%

	 Total 
	100 	 
	100 	% 


The influence of social media on purchasing decisions is acknowledged by 51% of respondents who agree and 24% who strongly agree. 17% are neutral, and a small minority of 6% disagree and 3% strongly disagree. This highlights the significant impact that social media can have on consumer buying behavior.
Table 19: Social media analyze role in promoting entrepreneurship kwara state polytechnic 
	Options  
	 Frequency 
	 Percentage 

	Strongly agree
	 23
	23%

	Agree
	 54
	54%

	Neutral
	11
	11%

	Disagree
	6
	6%

	Strongly disagree
	6
	6%

	 Total 
	100 	 
	100 	% 


A majority of respondents believe that social media plays a role in promoting entrepreneurship at Kwara State Polytechnic, with 54% agreeing and 23% strongly agreeing. 11% are neutral, while 6% disagree and 6% strongly disagree. This suggests that social media is seen as a valuable platform for fostering entrepreneurial activities within the institution.
Table 20: Social media provides better deals and promotions than traditional media
	Options  
	 Frequency 
	 Percentage 

	Strongly agree
	 29
	29%

	Agree
	 49
	49%

	Neutral
	16
	16%

	Disagree
	2
	2%

	Strongly disagree
	24
	24%

	 Total 
	100 	 
	100 	% 


A majority of respondents believe that social media plays a role in promoting entrepreneurship at Kwara State Polytechnic, with 54% agreeing and 23% strongly agreeing. 11% are neutral, while 6% disagree and 6% strongly disagree. This suggests that social media is seen as a valuable platform for fostering entrepreneurial activities within the institution.

4.2 ANALYSIS OF RESEARCH QUESTIONS
Research Question 1: What is the level of social media usage among Students of Kwara State Polytechnic?
The survey data indicates a high level of social media usage among students at Kwara State Polytechnic. As shown in Table 4, 45% of respondents use social media several times a day, while 31% access it once a day. This suggests that social media is an integral part of daily life for the majority of students. Furthermore, Table 6 reveals that 36% of respondents spend more than four hours per day on social media, and 34% spend between two to four hours, highlighting the significant amount of time dedicated to these platforms. The prevalent use of WhatsApp (42%) and Facebook (34%) as noted in Table 5 underscores the popularity of these platforms among students for communication and social interaction. This extensive engagement suggests that social media plays a crucial role in the daily routines and social lives of students at Kwara State Polytechnic.
Research Question 2: How does social media influence entrepreneurship and business growth in Kwara State Polytechnic?
The data suggests that social media significantly influences entrepreneurship and business growth at Kwara State Polytechnic. According to Table 19, 54% of respondents agree, and 23% strongly agree that social media promotes entrepreneurship within the institution. This indicates a broad recognition of social media's role in fostering entrepreneurial activities. Additionally, the perception of social media as a valuable tool for business promotion is supported by the effectiveness ratings in Table 7, where 26% of respondents find social media effective and 18% very effective for business promotion. The preference for influencer marketing (55% as per Table 8) further emphasizes the strategic use of social media in business growth. The ability to reach a wider audience and provide real-time feedback, as highlighted in Table 10, underscores social media's potential to enhance business visibility and customer engagement, driving entrepreneurial success among students.
Research Question 3: What is the impact of social media on consumer behavior and market dynamics within Kwara State Polytechnic?
Social media has a profound impact on consumer behavior and market dynamics within Kwara State Polytechnic. Table 11 shows that 44% of respondents occasionally purchase products or services promoted on social media, with 27% doing so very often and 14% often. This indicates that social media promotions significantly influence purchasing decisions. Furthermore, Table 13 reveals that a combined 79% of respondents agree or strongly agree that consumers follow brands on social media to stay updated on their latest products, demonstrating the platform's role in keeping consumers informed and engaged. The trust in social media reviews and recommendations (74% agreeing or strongly agreeing as per Table 14) further highlights the influence of social media on consumer decision-making. These insights indicate that social media shapes consumer behavior by providing information, building trust, and encouraging purchases, thereby affecting market dynamics at Kwara State Polytechnic.
Research Question 4: What are the main challenges and opportunities associated with social media usage for economic development in Kwara State Polytechnic?
The primary challenges associated with social media usage for economic development include the cost of promotions and the lack of technical skills, as indicated by 48% and 25% of respondents respectively in Table 9. These barriers suggest that while social media offers significant potential, financial and technical constraints can hinder its effective utilization. On the other hand, the opportunities presented by social media are substantial. Table 10 reveals that 51% of respondents see cost-effective marketing as a major opportunity, followed by real-time customer feedback (40%). These opportunities highlight social media's ability to provide affordable marketing solutions and facilitate direct customer interaction, which can enhance business strategies and customer satisfaction. Additionally, the data from Table 16 shows that 65% of respondents believe social media helps in growing customer bases, emphasizing its role in expanding market reach and fostering economic development. These findings underscore the dual nature of social media as both a challenging and an opportunistic tool for economic growth at Kwara State Polytechnic.

4.3 DISCUSSION OF THE FINDINGS
The findings from the survey offer valuable insights into the role and impact of social media among students at Kwara State Polytechnic. The analysis of data across various parameters highlights significant trends and patterns that provide a comprehensive understanding of social media usage, its influence on entrepreneurship, consumer behavior, and the associated challenges and opportunities.
The gender distribution among respondents, as shown in Table 1, is relatively balanced, with 53% male and 47% female. This balance ensures that the perspectives gathered are representative of both genders, allowing for a well-rounded analysis. The high frequency of social media usage (Table 4) among both males and females indicates that social media is a crucial part of student life, transcending gender differences. This widespread usage underscores the importance of social media as a tool for communication, information sharing, and social interaction.
The age distribution (Table 2) reveals a skew towards younger individuals, with the majority of respondents aged between 16 and 25 years. This demographic is known for high social media engagement, which is reflected in the data where a significant portion of respondents spend considerable time on social media daily (Table 6). Younger individuals' propensity for social media usage highlights the platform's potential for influencing behaviors and attitudes within this age group, making it a vital channel for targeted communication and marketing efforts.
The educational qualifications of respondents, divided between Higher National Diploma (HND) and Ordinary National Diploma (OND) holders (Table 3), suggest a diverse educational background. This diversity in education levels can influence how students engage with social media and perceive its utility for business and personal purposes. The balanced representation of HND and OND holders ensures that the findings capture a wide range of experiences and attitudes towards social media.
The data on social media platform usage (Table 5) indicates that WhatsApp and Facebook are the most frequently used platforms among students. This preference for messaging and social networking platforms suggests that these channels are particularly effective for reaching and engaging with the student audience. The high usage rates of these platforms imply that they can be strategically leveraged for business promotions, enhancing visibility and customer interaction.
The mixed views on the effectiveness of social media for business promotion (Table 7) highlight the varying degrees of success that businesses experience. While a significant portion of respondents finds social media effective, others are neutral or find it ineffective, suggesting that the impact of social media can be influenced by factors such as the nature of the business, the quality of content, and the strategies employed. The preference for influencer marketing (Table 8) underscores the importance of leveraging trusted individuals to enhance brand credibility and reach.
The primary opportunities identified, such as cost-effective marketing and real-time customer feedback (Table 10), emphasize social media's potential to provide affordable and interactive marketing solutions. However, challenges such as the cost of promotions and lack of technical skills (Table 9) indicate barriers that need to be addressed to maximize social media's benefits. Providing training and resources to overcome these challenges can help businesses and individuals harness the full potential of social media.
The influence of social media on consumer behavior is evident from the significant number of respondents who occasionally or frequently purchase products or services promoted on social media (Table 11). This indicates that social media promotions can effectively drive consumer purchasing decisions. Additionally, the trust in social media reviews and recommendations (Table 14) highlights the platform's role in shaping consumer perceptions and choices, further influencing market dynamics.
The perception that social media promotes entrepreneurship within Kwara State Polytechnic (Table 19) suggests that students recognize its potential as a platform for business development. The consensus on social media providing valuable networking opportunities (Table 12) further supports its role in fostering entrepreneurial activities. By facilitating connections and enabling resource sharing, social media can help students and aspiring entrepreneurs build their networks and enhance their business prospects.
The findings from this study underscore the significant role of social media in the lives of students at Kwara State Polytechnic. Social media's pervasive usage, its influence on consumer behavior, and its potential for business promotion highlight its importance as a tool for communication, marketing, and entrepreneurship. However, addressing the challenges associated with social media usage, such as the cost of promotions and lack of technical skills, is crucial for maximizing its benefits. By leveraging the opportunities and mitigating the barriers, students and businesses can effectively utilize social media to achieve their goals and drive economic development within the institution.

























CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary
 This research investigates the impact of social media on the growth and development of Nigeria, with a case study of Kwara State Polytechnic. The study aims to assess how social media usage influences educational development, entrepreneurship, and social interactions within the Polytechnic community.
The first chapter provides a comprehensive introduction to the study, outlining its background, problem statement, research objectives, and questions. It defines the scope, significance, limitations, and key terms essential for contextualizing the research within the socio-economic landscape of Kwara State Polytechnic.
In the second chapter, a thorough literature review explores various conceptual and theoretical frameworks relevant to social media's influence on societal behaviors, particularly in educational settings and entrepreneurial activities. It synthesizes existing studies to establish a theoretical foundation and identify gaps in current research on this critical topic.
Chapter three details the research methodology employed, including the study population and a non-probability sampling technique. Purposive sampling was utilized, with data collected through a structured questionnaire administered via Google Forms. This chapter discusses the questionnaire's validity, reliability, method of administration, and the approach to data analysis.
In the fourth chapter, the data analysis unfolds, presenting findings through tables and statistical methods. It offers a nuanced examination of how students at Kwara State Polytechnic perceive, use, and respond to social media, providing insights into its impact on their educational experiences, entrepreneurial ventures, and social interactions.
The final chapter consolidates the research findings, draws conclusions, and provides actionable recommendations for enhancing the positive impact of social media on growth and development. These recommendations aim to inform policy-makers, educators, entrepreneurs, and community leaders on strategies to leverage social media for educational enhancement, business growth, and social development within Kwara State Polytechnic.


5.2 Conclusion
This study has examined the impact of social media on the growth and development of Nigeria, focusing specifically on Kwara State Polytechnic. The findings highlight the significant role social media plays in shaping the educational, entrepreneurial, and social landscapes within the Polytechnic community.
The data reveals a high level of social media engagement among students, with platforms like WhatsApp and Facebook being the most frequently used. This widespread usage underscores social media's importance as a tool for communication, learning, and business promotion. The balanced gender distribution and diverse age range of respondents provide a comprehensive understanding of social media's influence across different demographic groups.
Educationally, social media has proven to be a valuable resource for students, facilitating access to information, enhancing collaborative learning, and providing platforms for academic discussions. The integration of social media into educational activities has the potential to improve student engagement and learning outcomes, although it also presents challenges such as distractions and misinformation.
Entrepreneurially, social media serves as a powerful tool for business promotion and customer engagement. The preference for influencer marketing and the significant amount of time students spend on social media highlight its effectiveness in reaching and influencing potential customers. However, challenges such as the cost of promotions and lack of technical skills must be addressed to maximize the benefits of social media for business growth.
Socially, social media enhances connectivity and networking opportunities, fostering relationships and community building. The platforms enable real-time feedback and interaction, which are crucial for both personal and professional development. However, issues such as privacy concerns and the need for effective time management remain critical considerations.
Overall, the study concludes that social media has a profound impact on the growth and development of Kwara State Polytechnic. To harness its full potential, stakeholders must focus on addressing the challenges identified and leveraging the opportunities social media presents. By doing so, they can enhance educational outcomes, support entrepreneurial activities, and foster a more connected and engaged community.


 5.3 Recommendations
Based on the findings of this study, the following recommendations are made to various stakeholders to maximize the positive impact of social media on the growth and development of Kwara State Polytechnic:
1. Educators should integrate social media tools into their teaching methods to enhance student engagement and learning outcomes. Platforms like WhatsApp and Facebook can be used for class discussions, sharing resources, and collaborative projects. Additionally, academic institutions should offer workshops and courses on digital literacy to help students navigate social media responsibly and effectively. This includes understanding how to verify information, avoid distractions, and use social media as a learning tool.
2. Entrepreneurs should consider using influencer marketing to promote their businesses, as it has been identified as the most effective form of social media promotion. Collaborating with influencers who resonate with their target audience can enhance brand visibility and credibility. Moreover, business owners should invest in training programs to improve their social media marketing skills. This can include learning about content creation, analytics, and cost-effective advertising strategies to overcome challenges related to the cost of promotions and technical skills.
3. Policy makers should develop guidelines and policies that support the integration of social media into educational and business practices. This can include funding for digital tools, infrastructure improvements, and creating a supportive regulatory environment. Furthermore, administrators should promote the responsible use of social media among students by implementing awareness campaigns on the potential risks and benefits. This includes addressing issues such as privacy concerns, cyberbullying, and the importance of time management.
4. Students should be encouraged to use social media platforms to enhance their academic experiences. They can join study groups, participate in online discussions, and access a wide range of educational resources. Additionally, students interested in entrepreneurship should explore the potential of social media for business development. They can use these platforms for market research, customer engagement, and promoting their products or services.
5. Community leaders should organize programs that build social media literacy among the youth. These programs can focus on critical thinking, digital etiquette, and safe online practices. Moreover, organizations can use social media campaigns to promote inclusivity, tolerance, and social harmony within the community. By highlighting positive stories and fostering dialogue, they can contribute to a more cohesive and supportive environment.
6. Implementing these recommendations can help harness the full potential of social media, driving educational enhancement, business growth, and social development at Kwara State Polytechnic. By addressing the identified challenges and leveraging the opportunities, stakeholders can create a more dynamic and interconnected community.
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RESEARCH QUESTIONNAIRE
ASSESSMENT OF SKILLS AND ACQUISITION VIA SOCIAL MEDIA AMONG UNDERGADUATES
Department of Mass Communication
Kwara state polytechnic 
Ilorin
Kwara State
Dear Respondent,
The research is designed to ASSESSMENT OF SKILLS AND ACQUISITION VIA SOCIAL MEDIA AMONG UNDERGADUATES
Your prompt response will be highly appreciated and shall be used exclusively for academic purpose. Any information given will be treated in strict confidence.
Thanks in anticipation
Yours faithfully,
Afolabi Oluwafunke Deborah
(Researcher).









QUESTIONNAIRE
INSTRUCTIONS 
Please answer the question objectively by ticking the appropriate box [] and filling the gap provided against each question and leave the alternative box blank. You may as well express your opinion in response to each question as deemed fit. 
SECTION A: BIODATA 
1. Gender: Male  [ ] Female  [ ] 
2. Age range: 25-30yrs [ ] 31-35yrs [ ] 36-40yrs[ ] 41yrs and above [ ] 
3. Marital status: Single [ ] Married [ ]  Divorce [ ]
SECTION B: GENERAL 
4. How often do you use social media: Several times a day [ ] Once a day [ ]  A few times a week    [ ]    Rarely [ ]
5. Which social media platforms do you use most frequently? Facebook [ ]  Twitter [ ] Instagram [ ] WhatsApp [ ]  tiktok [ ]
6. On average, how many hours per day do you spend on social media Less than 1 hour Sometimes [ ]  1-2 hours [ ] 2-4 hours [ ] More than 4 hours[ ]
7. How do you rate the effectiveness of social media in promoting your business? Very effective [ ] Effective[ ] Neutral[ ] Ineffective[ ]
8. What type of business promotion do you find most effective on social media? Paid advertisements [ ] Organic posts[ ] Influencer marketing[ ] User-generated content[ ]
9. What is the biggest challenge you face when using social media for business?
Privacy concerns [ ] Time management[ ] Cost of promotions [ ] Lack of technical skills [ ]
10. What opportunities do you see in using social media for business development?
Reaching a wider audience [ ] Real-time customer feedback [ ] Cost-effective marketing [ ] Building brand loyalty [ ]
11. How often do you purchase products or services promoted on social media?
Very often [ ] Often [ ] Occasionally[ ] Never[ ]
12. Social media platforms provide valuable networking opportunities for businesses.
Strongly agree [ ] Agree[ ] Neutral[ ] Disagree[ ] Strongly disagree[ ]
13. Consumers follow brands on social media to stay updated on their latest products.
Strongly agree [ ] Agree[ ] Neutral[ ] Disagree[ ] Strongly disagree[ ]
14. Reviews and recommendations on social media are trusted when making purchasing decisions
Strongly agree [ ] Agree [ ] Neutral   [ ] Disagree   [ ]   Strongly disagree  [ ]
15. Customer feedback on social media has helped improve my business.
Strongly agree[ ] Agree[ ] Neutral[ ] Disagree[ ] Strongly disagree[ ]
16. Social media helps in growing customer bases.
Strongly agree[ ] Agree[ ] Neutral[ ] Disagree[ ] Strongly disagree[ ]
17. Business insights can be gained from social media.
Strongly agree[ ] Agree[ ] Neutral[ ] Disagree[ ] Strongly disagree[ ]
18. Purchasing decisions are influenced by social media.
Strongly agree[ ] Agree[ ] Neutral[ ] Disagree[ ] Strongly disagree[ ]
19. Social media analyze role in promoting entrepreneurship kwara state polytechnic
Strongly agree[ ] Agree[ ] Neutral[ ] Disagree[ ] Strongly disagree[ ]
20. Social media provides better deals and promotions than traditional media
Strongly agree[ ] Agree[ ] Neutral[ ] Disagree[ ] Strongly disagree[ ]
