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INTRODUCTION
1.1 BACKGROUND TO THE STUDY
Social media which results from technological advancements has affected the way youths the world over live. The Nigerian youths like their counterparts from other parts of the world actively participate in social media activities and this has in no small way impacted on their behaviour. The way Nigerian youths access and consume music today is very different from how the youths of the century before consume music. Before the coming of social media, music was mostly consumed in hardware (hard copy) form, as the medium of the distribution of musical content was either through Vinyl, Cassettes or most recently, CDs. This is very different from what obtains today. The new pattern of music consumption today can be attributable to the availability of technologies that allows indiscriminate downloading and sharing of right-protected musical contents, no thanks to the digitalization of data.
The advent of the digitalization of data brought with it major shifts in the way people live and carry on business. Digitalization transformed many processes including the process of music production, music marketing, music promotion and music consumption in a way that is unparalleled in history (Lusensky, 2010, Frick, Tsekouras, & Li, nd.). One of the greatest impacts of digital technology is globalization. We now live in a world where everybody is linked and always (Lusensky, 2010).
With the development of the printing press in Germany in 1440 (Andrews, 2012) came other giant strides in the development of information and communication equipment like the telegram, radio, television, telephone, and facsimile. These together form the bulk of mass media and represent the major mode of publishing and marketing of products for its dispensation (Chen, De & Hu, 2015). The coming of the computer revolutionized the way businesses are being carried out. The computer makes communication easy, bridging the gaps between people and making the world a global village (Essay UK, 2013). The coming of the computer was followed by the era of social networking.
The Nigerian music industry has undergone a remarkable transformation over the years, evolving from its indigenous roots to become a global cultural phenomenon. According to Ekekwe (2019), the industry has experienced exponential erowth, marked by the emergence of internationally acclaimed artists such as Wizkid, Burna Pey, ad Tiwa Savage. This surge in global recognition has positioned Nigeria as a major player in the international music scene (Adekunle, 2020).
However, the industry's success is intricutely tied to the pivotal role played by record labels in nurturing and promoting musical talent.
Historically, the Nigerian music industry has witnessed a transition from an era dominated by independent artists to one where record labels wield significant influence (Olojede, 2018). This shift has led to a restructuring of the industry, with artists increasingly seeking contractual agreements with record labels for career advanccment and exposure (Akinwande, 2021). Record labels, in turn, have become key players in shaping the musical landscape by providing artists with the necessary infrastructure, financial backing, and promotional strategies to reach wider audiences (Omojola, 2017).
The emergence of record labels as crucial facilitators of artist success prompts a deeper exploration into their functions and impact on the fortunes of signed artists. The landscape is marked by both success stories and challenges, making it imperative to understand the intricate dynamics at play. As the Nigerian music industry continues to gain prominence globally, a nuanced understanding of the relationship etvr:en record labels and artists is essential for both industry practitioners and scholars seeking to comprehend the multifaceted nature of this vibrant musical ecosystem.
Scholars such as Osuagwu (2016) have noted that record labels not only act as financial backers but also serve as talent incubators, providing_ artists with platforms for skill development, collaboration, and experimentation. This nurturing environment fosters creativity and innovation, enabling artists to explore their artistic potential with the assurance of financial and logistical support. However, this symbiotic relationship is not without its challenges. A study by Ojo (2019) highlights issues related to contractual disputes, where artists may face limitations in creative freedom or experience conflicts wvith label executives over artistic direction.
Understanding the delicate balance between artistic expression and commercial viability within these contractual agreements is crucial for assessing the overall impact of record labels on artist fortunes.
The evolution of the Nigerian music industry in the digital age further complicates the dynamics between artists and record labels. With the rise of streaming platforms and social media, artists now have alternative avenues for self-promotion and distribution, challenging the traditional roles of record labels (Adeleke, 2022). This shift introduces new complexities, as artists may seek more equitable partnerships that recognize the changing landscape of music consumption.
1.2 STATEMENT OF THE PROBLEMS
Certainly, when it comes to the role of social media in promoting record labels in the music industry in Nigeria, there are several key problems that need to be addressed.
Firstly, a major challenge faced by record labels is the limited access to resources for effective promotion. Many record labels, especially those just starting out, struggle to secure sufficient funding for marketing and advertising campaigns. This hinders their ability to reach a wider audience and gain exposure on social media platforms.
Another problem is the information overload on social media. With the constant stream of posts, videos, and advertisements, it becomes increasingly difficult for record labels to capture the attention of users and stand out from the crowd. This poses a significant challenge in effectively promoting their artists and music.
Targeting the right audience is also a key problem. It's essential for record labels to accurately define their target audience and tailor their content accordingly. However, many struggle to do so, resulting in ineffective marketing strategies and limited engagement with potential fans and listeners. Finding ways to better understand the preferences and demographics of the target audience is crucial.
Lastly, the prevalence of copyright infringement and piracy on social media platforms is a significant problem for record labels. Unauthorized sharing and downloading of music can lead to revenue loss and hinder the growth of record labels. Developing effective strategies to combat piracy and protect intellectual property rights in the digital space is essential for sustainable promotion.
1.3 OBJECTIVES OF THE STUDY
The main objective of this study is to examine the role of social media in promoting record labels in the music industry in Nigeria;
The specific objectives;
i. To analyze the impact of social media in promoting record labels in the music industry.
ii. To access if social media has create employment opportunities in the music industry.
iii. To examine the effectiveness of social media platforms in promoting record labels and their artists in the Nigerian music industry.

1.4 RESEARCH QUESTIONS
i. What impact do social media have on promoting record labels in the music industry?
ii. How social media has created employment opportunities in the music industry?
iii. How does the use of social media platforms impact the promotion and visibility of record labels and their artists in the Nigerian music industry?
1.5 SIGNIFICANCE OF THE STUDY
This study holds significant importance as it contributes to the understanding of how social media platforms can be leveraged to effectively promote record labels and their artists in the Nigerian music industry. By examining the impact of social media promotion, you can shed light on the strategies and practices that can lead to enhanced visibility, audience engagement, and overall success for record labels in Nigeria.
1.6 SCOPE OF THE STUDY
This study will focus specifically on the Nigerian music industry and how record labels utilize social media platforms for promotion. You can explore various social media platforms such as Instagram, Twitter, Facebook, and YouTube, and analyze the specific techniques employed by record labels to engage with their target audience. Additionally, you may consider examining the challenges faced by record labels in utilizing social media for promotion and propose potential solutions to overcome these challenges.




1.7 OPERATIONAL DEFINITION OF TERMS
Social media: In this study, social media refers to online platforms and websites that allow users to create and share content, interact with others, and engage in social networking. Examples of social media platforms include Instagram, Twitter, Facebook, and YouTube.
Record labels: For the purpose of this study, record labels are companies or organizations that sign and represent musical artists. They handle various aspects of an artist's career, including music production, marketing, distribution, and promotion.
Music industry: The music industry encompasses all aspects of creating, producing, distributing, and consuming music. It includes artists, record labels, music streaming platforms, concert promoters, music publishers, and other entities involved in the creation and distribution of music.
Promotion: In the context of this study, promotion refers to the activities and strategies employed by record labels to increase the visibility, reach, and engagement of their artists and music through social media platforms. This can include activities such as posting content, running advertising campaigns, engaging with fans, and collaborating with influencers.







CHAPTER TWO
REVIEW OF RELATED LITERATURE
2.0	INTRODUCTION
This section explores and discusses concepts, literatures and theories relating to social media and music consumer behaviour. In this section literature on the following were reviewed: The concept of the study, social media, and a brief background of social media, music consumption, music consumer behaviour, and theoretical frameworks (e.g. approaches to music consumption).
2.1	CONCEPTUAL FRAMEWORK
2.1.1	Concept of Social Media
The concept of social media is wide and varied, so much so that the meaning of the word social media depends on context. What one person understands as social media may slightly differ from what another hold (Granados, 2016). According to Pearson (2009), because people mean different things when they make reference to social media, it has become hard to actually tie the word to any specific concept. Reasons for this inconsistency may be due to the rapid changes in both the technology that bear social networking system and nature of the content that are traded on social media (Department of Defence, nd.)
To some people, social media can be associated with shared media user produced-content (Mandiberg as cited in Trottier & Fuchs, nd. p. 4) such as the ones found on Facebook or LinkedIn. Others like Jay Rosen (as cited in Trottier & Fuchs, nd.) attribute social media to a participatory activity between individuals and their network of friends on the web. 
One thing that stands out in the attribution of meaning to the concept of social media is the role that the word ‘social’ plays. Trottier and Fuchs (nd.) contends that what makes the web a social tool depends on some theoretical questions, these questions include: - “what does it mean to be social? Are human beings always social or only if they interact with others?” Answer to these questions according to them, also depend on the concept of sociality that is adopted and the identification of different aspects of sociality including, apprehension of ideas, transmission of ideas and collaboration.
According to Trottier & Fuchs, (nd), all computing systems (like calculators, computers and counting machines), all web applications (like web browsers, search engines, ‘social media’ and networking platforms), and all forms of media (like CDs, Cables, Satellites, Newspapers, Radios and Television etc.) are social because human knowledge can be transmitted through them and this engender social interaction among people although, not all of them allow for a direct sharing of information between human beings. A conclusion deducible from this argument is that the web is and becomes social only when it involves interactions between humans not just between media platforms or computing devices and a human character. 
The sociality of a social network or media can therefore be judged by its ability or inability to incorporate technologies that allow users the display and reflection of values that are collective. These values should be shared or decipherable between humans (cognition), they should be used to create connections between people (communication). Finally, they should allow the establishment of links that encourage fraternity (Cooperation). Many of the social media platforms available today perform these roles so aptly. 
Different terms have been used to describe social media. They include web 2.0, social network, participatory media and process oriented-peer production (Cann, 2011; Benkler as cited in Trottier & Fuchs, nd.; Trottier & Fuchs, nd.). Social media sometimes refer to services which can be obtained on the web where the content is generated by the consumer of the media service (Cann, 2011). In fact, Burke (2013) on his own part defined social media as the very items that a user uploads on the internet such as videos, music, podcasts, blog posts and even eBooks, this position is also held by Miller, Costa, Haynes, McDonald, Nicolescu, Sinanan, Spyer, Venkatraman & Wang (2016). To properly conceptualize social media, it is necessary to distinguish between social media as a tool for social networking and social networking as an activity within social media platforms.
First of all, there cannot be a talk about social media (as the word is used today) without taking into cognizance social networking and, although the terms can be and are used interchangeably (Burke, 2013), they do not mean the same thing. Cohn (2011) argued that, it is a misconception to assume that social media and social networking refer to the same thing. But then, social networking (as we will see) necessitates what is referred to as social media today (Edosomwan, Prakasan, Kouame, Watson & Seymour, 2011).
The difference between social network and social media lies heavily on the understanding of the word ‘media’. A media in general, refers to a means or source, especially one that stores, convey, or communicate data or information (Coleman, 2016). There are different classes and types of media, they include: electronic media, print media, mass media, social media and others. It is argued that before the proliferation of internet mediated social networking, the term media mostly referred to the mass media – radio, television, newspapers, and magazines (Cohn, 2011; Candy, 2016; Alejandro, 2010). 
Cohn (2011) described social media as the use of mobile or internet enabled technologies to turn communication into a kind of dialogue that encourages interaction and or collaboration between individuals. Social media technologies often provide utilities that put the user in control of contents and consumption (Steinfield, Ellison, Lampe & Vitak, 2012) – a situation that never existed with traditional media. 
One description of social media that really captures the essence of this concept is that by Jacka and Scot (2015). It describes social media as technologies that are established through the web and that support the social equality of what users share, allowing the user to rise from consumers to originators of the products they consume.  This viewpoint is very important in the study of music consumer behavior.  
The social ‘media’ (Facebook, Twitter, LinkedIn, Instagram and many more) provides the platform upon which social networking is carried out today. Social media therefore refers to online sites that offer social networking services and they are also referred to as social network sites (SNSs) (Karnik, Oakley & Nisi, 2013) or softwares that facilitate social networking.
2.1.2	Social Media – Historical Development
It is believed in some quarters that the social media is almost as old as the internet itself and that it originates with phone phreaking rather than the computer as many hold. This school posits that, social media developed alongside the internet as people used the internet to share information and communicate with other people even before the proliferation of internet mediated chats (IMCs). The development of social media according to this account dates back to as early as the 1950s through to the 1990s (Edosomwan, Prakasan, Kouame, Watson & Seymour, 2011; Taprial & Kanwar, 2012; Kaplan & Haenlein, 2010).
Other accounts attribute the emergence of social media to 2005 when Tim O’ Reily introduced the term Web 2.0. Web 2.0 was used to indicate the next phase in the production, marketing, and or sharing of musical contents through the internet as a result of the crisis that affected businesses after platforms like Napster emerged. This is as opposed to web 1.0 which represents earlier platforms (Alejandro, 2010). Napster utilized the newly created MP3 encoder and helped people to download and share their favorite music with friends via the internet without any cost. (Tavel & Rushton, 2012). This posed a big threat to the survival of the artiste, label companies and the industry at large since consumers most naturally tilted toward pirated material. 
Concerns arising from the introduction of applications that enable free sharing of copy-righted material were mostly hinged on the fear that this activity was bound to destroy the existing marketing structures for these materials and inadvertently lead to a huge loss in revenue since the experience resulting from  this was that sales of traditional media dropped (Tavel & Rushton, 2012). 
Historically, social media did not start out to be what they are used for today, the story of Facebook and Instagram and indeed many other social media platforms are very good demonstration of this fact (Boyd & Ellison, 2007; Croft, 2007; Hu, Manikonda & Kambhampati, 2014; Tavel & Rushton, 2012).). Most of the social media sites developed from being social networking platforms whose sole objective was connecting people. Eventually they evolved into what they are today. According to Candy (2016), before 2010, the term social network rather than social media was most commonly used when referring to social networking activities on the web but gradually, that changed as a result of a shift in the way these social media platforms came to be used. 
Before social medial assumed it popularity, one type of media existed known as traditional media (Difference Between, 2015; Dewan & Ramaprasad, 2014). In traditional media, content and product are solely generated by the producers or product companies and passed down to the consumer at a cost that is most often determined by the producer or Product Company.
2.1.3	The traditional media 
Traditional media are the medium used for communication, marketing and advertisement. They refer to the way businesses reached their target market before the advent of social media. The traditional or old media utilized the technology that was at its disposal then, these include first of all media that are not electronic based, and that can be sourced locally, but which are medium of transmitting traditional norms. Traditional media existed in the form of drama, painting, music, sculpture, motif, symbols and many others; and then, with the advancement of technology; as radio, television, newspaper and magazines (Grant, 2014). 
With old media, the success of the music industry was predicated upon the same method of mass creation, promotion and circulation of recorded music and to some extent on live performances (Margiotta, 2012), but social media came and changed all of that, putting the consumer at a position where they determine the kind of music they consume.  Social media gave consumers the power to influence the popularity of music and artistes, as a result, most artistes especially the burgeoning artistes depend on this popularity to now market themselves and their products. With social media, everything now happens via the internet, leaving both the artiste and the label companies with no option but to key in or be left out. 
2.1.3.1	Music consumption
Music consumption is a process through which culture-specific commodities such as music is absorbed or appropriated by humans. It is also an activity by which people engross themselves with music. According to Kullenmark (2012), there are two ways by which music can be consumed: By attending live performances or by listening to a recording of music on any kind of media (Vinyl, Cassettes, CDs or other digital media such as MP3). Also, consuming music involves listening, experiencing or both listening and experiencing music. 
2.1.3.2	Music consumer behavior
People make product decisions on a daily basis and these decisions are most often informed by and predicated on factors around the consumer. These factors may include environmental, personal, psychological or social factors (Schofield, 2016).  What the consumer thinks and how s/he reasons to make product decisions between alternatives, how his or her environment, peers, family and association influence this decisions together form the totality of his or her behavior (Perner, 2010). The study of this is what is referred to as consumer behavior
When we study music consumer behaviour, we are observing the factors that influence the consumer’s choices and how s/he ends up with the kind of music s/he experiences or listens to, the choice of the medium of listening or experiencing (whether they are Vinyl, Cassettes, CDs or through the internet), and the genre of the music.  
2.2	THEORETICAL FRAMEWORK
2.2.1 The Agenda Setting Theory
The agenda setting theory describes the ability of the news media to influence the salience of topics on the public agenda that is, if a news item is covered frequently and prominently the audience will regard the issue as more important.
The agenda setting theory was formally developed by Dr, Max Combs and Dr. Donald Shaw in a study on the 1968 presidential election. In the 1968 “church hill study, Mac Combs and Shaw demonstrated a strong correlation between what 100 residents of Chapel hill, North Carolina thought was the most important issues by comparing the salience of issues in the news content with the public’s perceptions of the most election issue, Mc Combs and Shaw were able to determine the degree to which the media determines public opinion. Since the 1968 study, published in 1972 edition of “public opinion quarterly” more than 400 studies have been published on the agenda setting functions of the mass media.
According to the agenda setting theory, the media sets public agenda by telling the audience what to think about, although not exactly what to think.
The media’s aim is to protect societies’ right to know, and construe this liberally to include popular and dramatic coverage, e.g. Airing emotional reactions of victims, family members witness and people on the street, as well as information withheld by law enforcement, security and other organs of government just to pass the negative picture of terrorist all for the protection of the citizen.
The problem of the unwholesome consumption of popular music and the sharing of such has persisted despite efforts by government and corporate organizations to persuade consumers otherwise (Cluley, 2013). This has necessitated different studies among scholars who are working hard to find lasting solution. 
The theory of music consumer behavior therefore, has been approached from different theoretical frameworks among which are: the legality/illegality of unauthorized download of music products and the question of the ethics surrounding this act. (Cluley, 2013; Bermudez, 2012; Lopez-Sintas, Zerva & Garcia-Alvarez, 2010; García-Álvarez, López-Sintas, & Zerva, 2015). 

2.2.2 Uses and Gratifications Theory (UGT)
Developed in the 1940s and refined in the 1970s by Katz, Blumler, and Gurevitch, UGT is a communication theory that explores how and why individuals actively seek out specific media to satisfy particular needs.
Uses And Gratifications Theory (UGT) assumes that audiences are not passive consumers of media. Instead, they actively engage with media content, such as social media platforms, to satisfy various personal and social needs.
In the context of promoting record labels in Nigeria’s music industry, this theory is highly relevant because:
A. Social Media as a Tool for Audience Engagement
Artists and record labels use platforms like Instagram, X (formerly Twitter), YouTube, TikTok, and Facebook to connect directly with fans.
They post behind-the-scenes content, music snippets, and personal stories, which help fans feel closer to the artists.
UGT explains this as the need for personal relationships and emotional connection being met through media.

B. Information Seeking
Music lovers follow labels and artists to stay updated on new music releases, concerts, collaborations, and trends.
Record labels, in turn, use social media as an information-dissemination tool.
UGT refers to this as the cognitive need—audiences seeking information and knowledge through media.

C. Entertainment and Diversion
Social media content from music labels is often engaging, funny, or dramatic (e.g., music challenges, artist drama, viral content).
Fans consume this content for entertainment and escape from real-life stress or boredom.
This relates to the escapism and entertainment need in UGT.

D. Identity Formation
Young fans especially use music and artist affiliation to express themselves and shape their identity.
Social media lets them publicly align with certain artists, genres, or lifestyles.
UGT describes this as fulfilling the personal identity need.

How Record Labels Benefit Using This Theory
Understanding UGT helps record labels strategically use social media by:
Creating engaging and emotionally resonant content.
Encouraging user-generated content (UGC) like dance challenges (e.g., on TikTok).
Building communities around artists and their brands.
Enhancing loyalty by satisfying fans’ needs beyond just the music.


Approaches to Music Consumption
In an effort to study music consumption, Sanna Kullenmark for instance set out to find out specifically how music is consumed in order to help stakeholders in music business to be able to advantageously strategize as touching competition and the development of their merchandise (Kullenmark, 2012). 
In order to study how music is consumed, Kullenmark constructed some models for her study. These models included ‘cognitive models’ which highlights how consumers bring together logical data in order to make product decision and ‘affective models’ which assumes that consumers make decision to consume products based on how they feel. 
Kullenmark’s theory assumes that before consumers make consumption choices (among many alternatives); they go through at least two processes: The first is to put together information about the product (e.g. price, their economic strength, and alternatives etc.) and conditions surrounding the need to consume the particular item. 
Secondly, the consumer could make purchasing choices based on the way they feel at the moment (either intrinsically, extrinsically or both). A consumer can decide to consume a commodity for instance because his/her peers is consuming it and not doing the same can make him/her feel inferior. This theory is significant to this study because it lets us know that there are factors that influence consumer choice and determine the pattern of consumption or the behavior of the consumer. Although this work sets out to analyze how unauthorized music file download and sharing affects the profitability of the artiste in Nigeria, it also seeks to find out why Nigerian youths choose to consume music the way they do. 
Since why Nigerian youths consume music the way they do is focal to this study, this researcher adopted López-Sintas, Zerva & García-Álvarez’s (2010) grounded theory of social exchange and their concept of contextual capital because it shows among other things, how context and capital affect how consumers choose to access music.
Grounded theory of social exchange and concept of contextual capital assumes that exchange among humans takes several forms (e.g. gift or commodity exchange). It also assumes that consumers find or create their identity or group affiliation through their chosen form of exchange. This theory is relevant to this study because it further argues that context and or capital plays a very vital role in influencing not just the choice of what is consumed, how the commodity is accessed but also the attitude of the consumer toward any particular pattern of consumption.   
2.3	EMPIRICAL REVIEW
The modern music industry and social media networks have become inseparable in the past year. On top of the advent of digital music, record labels and musicians are continuously adapting to the endless possibilities of the social media world, incorporating its features and new advents as a way to reach out to the scene and expand their fan base. In particular, Facebook has taken a predominant role with many musicians and bands, allowing them to interact directly with their supporters and spread developments about their music, tour schedules, and essentially anything else they wish to throw out there.
Facebook is one of the most popular tools by bands and labels to promote music. Avid Facebook users 'Like' their favorite bands and become connected to the everyday happenings of their world. Sometimes bands will post up interesting reads relevant to their genre of music, while other times a simple shout-out to fans will be enough to stir up the Facebook page. Social media's presence allows musicians to connect to fans and supporters like never before. By advertising upcoming shows, offering promotional discounts, holding raffles for free tickets to a performance, or simply asking 'How are you all today?', these bands have built a genuine bond that powerfully resonates with their followers.
Many artists promote others in addition to themselves, creating tighter bonds within the industry as well. In addition, some musicians even gives their Facebook fans an exclusive look into never-before-seen content. As a result, fans of the band feel 'special', for lack of a better word, and soon the band attracts new people to its fan base. Tens become hundreds; hundreds become thousands; thousands become millions; and the band now is now reaching out to fans worldwide, all because of its continued engaging presence on social media networking sites, like Facebook.
Most other social media sites follow the same methodology as Facebook for building a social media presence. By connecting to fans on a whole new level, the music industry has been revolutionized, for better or for worse.
Social media is a crucial tool for record labels in Nigeria to promote artists, build fanbases, and expand their reach, both domestically and internationally. It allows for direct engagement with fans, facilitates rapid information dissemination, and enables diverse revenue streams, including digital sales and live streaming 
Expanded Reach and Visibility:
Social media platforms like Instagram, Facebook, and X (formerly Twitter) provide artists and labels with unprecedented access to global audiences. This allows them to bypass traditional gatekeepers and directly reach fans who may not have access to traditional media. 


Direct Fan Engagement:
Social media facilitates direct interaction between artists and their fans, fostering a sense of community and loyalty. This can involve Q&A sessions, behind-the-scenes content, and direct messaging. 
Content Distribution and Promotion:
Platforms like TikTok, Instagram Reels, and YouTube Shorts have revolutionized how music is consumed, with short-form video content driving new music discovery. Labels can utilize these platforms to showcase snippets of their music, promote new releases, and engage with a wider audience. 



















CHAPTER THREE
METHODOLOGY
3.0	INTRODUCTION 
 This chapter explains the research design, description of population of study, sample size, study area, sampling technique, research instrument, methods of data collection and analysis.
3.1	RESEARCH DESIGN
This research employed both quantitative and qualitative research approaches, using descriptive survey. Research design is a blueprint for conducting a study with maximum control over factors that may interfere with the validity of the finding (Burns & Grove, 2005).  It is as a plan that describes how, when, and where data are to be collected and analyzed (Babbie, 2004). It helps a researcher to develop a mental image of the structure for gathering the data and the analysis that will follow (Asemah, Gujbawu, Ekhareafo & Okpanachi, 2012). Research designed is the conceptual structure within which research is conducted (Kothari, 2009). 
Descriptive survey research design is a method of collecting information by interviewing or administering questionnaire to a sample of individuals (Tejumariye, 2000). Descriptive survey design aims at studying existing relationships, prevailing practices, beliefs and attitudes held, processes and effect of developing trends. It can be used when collecting information about people’s attitude, opinions, habits, or any of the variety of education or social issues (Tejumariye, 2000). This study collected information from patients and patient relations and immediate communities surrounding the Kwarapoly and the principal officer of the PR unit in Kwarapoly on role of PR in sustaining the reputation of Kwarapoly. The researcher used quantitative and qualitative method. Qualitative method will enable the researcher to get an in-depth data on the PR practices adopted by Kwarapoly and how it contributes toward managing the corporate reputation of Kwarapoly. While quantitative method will enable the researcher to explain whether the PR practices adopted by the Kwarapoly address the priority needs of their publics by administering questionnaires to the patients and patient relations and immediate communities surrounding the Kwarapoly.
3.2	POPULATION OF THE STUDY
Population according to Sabowole (2008) comprises all numbers of any well-defined class of people, event which can be living or nonliving things.
A population is the universe or event from which a sample is drawn, the population ranges from abstract to non-abstract things that are tangible and non-tangible things. According to Wimmer and Dominick (2011) their population is a group or class of subjects, variables, concepts or phenomena. The population of this study is  One Hundred (100).
Therefore, the population for this study are the internal and external public of the Kwarapoly.
3.3	Sample Size
In choosing the sample size the researcher was guided in considering respondents likely to provide him with the requisite data. Therefore, the sampling sizes were what researchers often refer to as “working population” which the researcher tries to study for the purpose of obtaining data. This study will select only principal officer of Kwarapoly as well as members of host communities around the Kwarapoly.  
Asemah et al. (2012) justified the need to select manageable sample that, it is not generally feasible to interview the entire population due to resource availability and time constraint. 
Therefore, the sample size administered for this study questionnaire is 100 respondents. 

3.4	Sampling Technique
Sampling is a technique which involves taking a representative portion of the population and using the data collected from this portion as research information, which result can be generalized on the entire population at the end of the study. In other words, the sample represents the entire population of the study (Sabowale, 2008).
This study adopts purposive sampling techniques. A purposive/judgmental sampling method is a non-probability means of sampling in which the researcher uses pre-determined criteria as the basics for selecting the actual sample for investigation or examination (Seman and Akpan, 2014). In purposive sampling, all subjects that do not meet the predetermined criteria, quantities or characteristics would not be selected as part of the sample. Subjects that will be selected must be principal officer of Kwarapoly PR Unit as well as members of host communities around the Kwarapoly who are willing to fill the questionnaire and grant audience for interview.
The choice of purposive sampling technique by the researcher was due to certain characteristics which had to do with the respondent’s readiness to fill the questionnaire and grant audience for interview. 
Robert (2000) said a situation where the use of probability sampling technique is not feasible, non- probability should serve as means for alternative.
Based on the above statement the purposive/judgmental sampling method is used to determine the size of the population because it is based on the participant’s specific characteristic or quality.
3.5	Research Instruments 
Questionnaires were used as instrument for data collection in this study. The reason for using questionnaire is because the respondents can   read and write. Also another reason is based on the opinion of Reinharz (2015) that questionnaire is a good instrument to seek opinions of respondent about certain issues. Okoro cited in Felicia (2012) acknowledge that the questionnaire has substantial merits for gathering information from people about their opinions, attitudes, behaviors and perception on a given phenomenon.
Mugenda (1999), explain that a researcher needs to develop instrument with which to collect the necessary information. Asemah et al. (2012) note that research instrument is the device for collecting data or measuring the variables which are used for answering research questions and or testing hypothesis.  This study used closed ended questionnaire and semi-structured interview guide as instrument for the data collection. The researcher personally administered the questionnaire and conducted the interview. 
3.6	 Data Analysis 
In analysing the data, the researcher used both quantitative and qualitative method of data analysis. 
According to Babbie (2004), quantitative analysis is the numerical representation and manipulation of observations for the purpose of describing and explaining the situation those observations reflect. The feedbacks collected from the respondents through questionnaire were quantitatively coded using simple frequency and percentages in tables. Descriptive statistics involving tables, numbers, percentage distribution and frequency patterns was used to analyze the outcome of the responses from the questionnaire; a quantitative analysis
Findings from the interviews conducted were thematically analysed based on the research questions in the study. 



CHAPTER FOUR
4.0	DATA PRESENTATION AND ANALYSIS
The response rate of this study is 100% and the administered questionnaire needed was properly answered. The results of this study are presented in table and Percentage (%) which will correctly provide clarity in understanding.
For this study, 100 questionnaires were distributed to respondents and all were returned. Meanwhile, the type of questionnaire used is open ended questionnaire where answers as options were provided for the respondents.
4.1	DATA PRESENTATION
In this chapter all data collected form questionnaire will be presented and interpreted.
Table 4.1.1	ANALYSIS OF RESPONDENTS BY AGE
	Options
	Frequency
	Percentage %

	18-25
	67
	67%

	26-30
	26
	26%

	30 and above
	7
	7%

	Total
	100
	100%


Source: Research Study Survey Work, 2024	
Table shows that 67 respondents representing 67% are between the age of 18-25, while 26 respondents representing 26% are between 26-30 and 7 respondents representing 7% are between 36-45.
Table 4.1.2	ANALYSIS OF RESPONDENTS BY SEX
	Options
	Frequency
	Percentage %

	Male
	43
	43%

	Female
	57
	57%

	Total
			100
	100% 


Source: Research Study Survey Work, 2024	
The above table shows that out of 100 respondents, 43 respondents which represent 43% were males, while 57 respondents representing 57% were females.
Table 4.1.3 ANALYSIS OF RESPONDENTS BY MARITAL STATUS
	Options
	Frequency
	Percentage %

	Married  
	32
	32%

	Single
	63
	63%

	Divorced
	5
	5%

	Total
	100
	100%


Source: Research Study Survey Work, 2024
The above table shows that 32 respondents representing 32% are married, 63 respondents representing 63% are single while 5 respondents representing 5% are Divorced.


Table 4.1.5	ANALYSIS OF RESPONDENTS OCCUPAITON
	Options
	Frequency
	Percentage %

	Civil Servant
	16
	16%

	Business man/woman
	31
	31%

	Student
	53
	53%

	Total
	100
	100%


Source: Research Study Survey Work, 2024
The above table shows that 16 respondents representing 16% are married, 31 respondents representing 31% are single while 53 respondents representing 53% are students.
4.2	ANALYSIS OF THE INSTRUMENT
Table 4: DO YOU BELIEVE THAT SOCIAL MEDIA PLATFORMS PLAY A SIGNIFICANT ROLE IN PROMOTING RECORD LABELS WITHIN THE MUSIC INDUSTRY?
	Response
	Frequency
	Percentage %

	Yes
	75
	75%

	No
	25
	25%

	Total
	100
	100%


Source: Research Study Survey Work, 2024
This table shows that 75% respondents said they believe that social media platforms play a significant role in promoting record labels within the music industry, while 25% said they doesn’t believe that social media platforms play a significant role in promoting record labels within the music industry.
Table 5: HAVE YOU DISCOVERED NEW MUSIC ARTISTS OR RECORD LABELS THROUGH SOCIAL MEDIA PROMOTIONS?  
	Response
	Frequency
	Percentage %

	Yes
	48
	48%

	No
	52
	52%

	Total
	100
	100%


Source: Research Study Survey Work, 2024
This table shows that 48% respondents said they discovered new music artists or record labels through social media promotions, while 25% said they doesn’t discovered new music artists or record labels through social media promotions. 
Table 6: DO YOU THINK SOCIAL MEDIA CAMPAIGNS HAVE THE POWER TO INCREASE THE VISIBILITY AND REACH OF RECORD LABELS IN THE MUSIC INDUSTRY?
	Response
	Frequency
	Percentage %

	Yes
	74
	74%

	No
	26
	26%

	Total
	100
	100%


Source: Research Study Survey Work, 2024
This table shows that 74% respondents said social media campaigns have the power to increase the visibility and reach of record labels in the music industry, while 26% said social media campaigns doesn’t have the power to increase the visibility and reach of record labels in the music industry. 
Table 7: HAVE YOU EVER PURCHASED MUSIC OR ATTENDED EVENTS RELATED TO A RECORD LABEL AFTER SEEING PROMOTIONS ON SOCIAL MEDIA?
	Response
	Frequency
	Percentage %

	Yes
	74
	74%

	No
	26
	26%

	Total
	100
	100%


Source: Research Study Survey Work, 2024
This table shows that 74% respondents said they have purchased music and attended events related to a record label after seeing promotions on social media, while 26% said they haven’t purchase music or attended events related to a record label after seeing promotions on social media.




Table 8: DO YOU FEEL THAT RECORD LABELS THAT ACTIVELY ENGAGE WITH SOCIAL MEDIA HAVE A COMPETITIVE ADVANTAGE IN THE MUSIC INDUSTRY?
	Response
	Frequency
	Percentage %

	Yes
	74
	74%

	No
	26
	26%

	Total
	100
	100%


Source: Research Study Survey Work, 2024
This table shows that 74% respondents said they feel that record labels that actively engage with social media have a competitive advantage in the music industry, while 26% said they doesn’t feel that record labels that actively engage with social media have a competitive advantage in the music industry.
Table 9: HOW WOULD YOU DESCRIBE THE ROLE OF SOCIAL MEDIA IN SHAPING JOB ROLES WITHIN THE MUSIC INDUSTRY?
	Response
	Frequency
	Percentage %

	Enabling new job functions 
	69
	69%

	Enhancing existing roles 
	5
	5%

	Both A and B 
	26
	26%

	Total
	100
	100%


Source: Research Study Survey Work, 2024
This table shows that 69% respondents said it enabling new job functions, while 5% said enhancing existing roles (PTSD), and 26% of the respondents said Both A and B. 
Table 10: WHICH SOCIAL MEDIA PLATFORMS DO YOU BELIEVE ARE MOST EFFECTIVE IN CONNECTING INDIVIDUALS TO MUSIC INDUSTRY JOB OPPORTUNITIES?  
	Response
	Frequency
	Percentage %

	Instagram 
	20
	20%

	LinkedIn
	68
	68%

	Twitter
	12
	12%

	Total
	100
	100%


Source: Research Study Survey Work, 2024
This table shows that 20% respondents said Instagram, while 68% said LinkedIn, and 12% of the respondents said Twitter. 





Table 11: WHAT SKILLS DO YOU THINK ARE MOST VALUED FOR MUSIC-RELATED JOBS DISCOVERED THROUGH SOCIAL MEDIA?   
	Response
	Frequency
	Percentage %

	Content creation
	28
	28%

	Digital marketing
	39
	39%

	Networking 
	33
	33%

	Total
	100
	100%


Source: Research Study Survey Work, 2024
This table shows that 28% respondents said Content creation, while 39% said Digital marketing, and 33% of the respondents said Networking. 
Table 12: HOW DO YOU PERCEIVE THE IMPACT OF SOCIAL MEDIA ON CAREER PROGRESSION IN THE MUSIC INDUSTRY?    
	Response
	Frequency
	Percentage %

	Accelerates career growth
	37
	37%

	Provides more opportunities 
	7
	7%

	Limited impact on progression
	56
	56%

	Total
	100
	100%


Source: Research Study Survey Work, 2024
This table shows that 28% respondents vouched for Accelerates career growth, while 7% said Provides more opportunities , and 33% of the respondents said Limited impact on progression. 
Table 13: IN YOUR EXPERIENCE, HOW CRUCIAL IS PERSONAL BRANDING ON SOCIAL MEDIA FOR SECURING MUSIC INDUSTRY JOB OPPORTUNITIES?   
	Response
	Frequency
	Percentage %

	Essential
	32
	32%

	Helpful but not necessary
	62
	62%

	Not significant 
	6
	6%

	Total
	100
	100%


Source: Research Study Survey Work, 2024
This table shows that 32% respondents said it essential, while 62% said it helpful but not necessary, and 6% of the respondents said it not significant. 
Table 14: HOW DO SOCIAL MEDIA PLATFORMS INFLUENCE THE VISIBILITY OF RECORD LABELS AND ARTISTS IN NIGERIA?    
	Response
	Frequency
	Percentage %

	Increase exposure 
	27
	27%

	Enhance engagement
	11
	11%

	Limit reach
	62
	62%

	Total
	100
	100%


Source: Research Study Survey Work, 2024
This table shows that 27% respondents said Increase exposure, while 11% said Enhance engagement, and 62% of the respondents said Limit reach.
Table 15: WHICH SOCIAL MEDIA PLATFORM DO YOU BELIEVE IS MOST EFFECTIVE FOR PROMOTING NIGERIAN RECORD LABELS AND ARTISTS?    
	Response
	Frequency
	Percentage %

	Instagram
	37
	37%

	YouTube
	7
	7%

	Facebook
	56
	56%

	Total
	100
	100%


Source: Research Study Survey Work, 2024
This table shows that 28% respondents vouched for Instagram, while 7% said YouTube, and 33% of the respondents Facebook. 




Table 16: IN WHAT WAYS CAN SOCIAL MEDIA HELP RECORD LABELS AND ARTISTS IN NIGERIA CONNECT WITH THEIR FANS?    
	Response
	Frequency
	Percentage %

	Live streaming
	32
	32%

	Direct messaging
	62
	62%

	Polls and surveys
	6
	6%

	Total
	100
	100%


Source: Research Study Survey Work, 2024
This table shows that 32% respondents said Live streaming, while 62% said Direct messaging, and 6% of the respondents said Polls and surveys.  
Table 17: HOW DOES SOCIAL MEDIA IMPACT THE DISCOVERABILITY OF NEW TALENTS SIGNED BY NIGERIAN RECORD LABELS?    
	Response
	Frequency
	Percentage %

	Facilitates talent scouting
	27
	27%

	Boosts artist collaborations
	11
	11%

	Doesn't affect discoverability 
	62
	62%

	Total
	100
	100%


Source: Research Study Survey Work, 2024
This table shows that 27% respondents said Facilitates talent scouting, while 11% said Boosts artist collaborations, and 62% of the respondents said Doesn't affect discoverability.
Table 18: WHAT ROLE DOES SOCIAL MEDIA PLAY IN SHAPING THE BRANDING AND IMAGE OF NIGERIAN RECORD LABELS AND ARTISTS?    
	Response
	Frequency
	Percentage %

	Builds brand identity
	32
	32%

	Influences public perception
	62
	62%

	Irrelevant for branding
	6
	6%

	Total
	100
	100%


Source: Research Study Survey Work, 2024
This table shows that 32% respondents said Builds brand identity, while 62% said Influences public perception, and 6% of the respondents said Irrelevant for branding.  



4.3	ANALYSIS OF RESEARCH QUESTIONS
Question 1: What impact do social media have on promoting record labels in the music industry?
Table 4 answered this question as it was gathered that 75% respondents said they believe that social media platforms play a significant role in promoting record labels within the music industry, while 25% said they doesn’t believe that social media platforms play a significant role in promoting record labels within the music industry.
Table 8, answered this same question as its was gathered that 74% respondents said they feel that record labels that actively engage with social media have a competitive advantage in the music industry, while 26% said they doesn’t feel that record labels that actively engage with social media have a competitive advantage in the music industry.  
Question 2: How social media has created employment opportunities in the music industry?
Table 9 answered this question as it was gathered that 69% respondents said it enabling new job functions, while 5% said enhancing existing roles (PTSD), and 26% of the respondents said Both A and B.  
Table 10, also answered this question as it was indicate that 20% respondents said Instagram, while 68% said LinkedIn, and 12% of the respondents said Twitter. 


Question 3: How does the use of social media platforms impact the promotion and visibility of record labels and their artists in the Nigerian music industry?
Table 11, answered this research question as its was gathered that 28% respondents said Content creation, while 39% said Digital marketing, and 33% of the respondents said Networking.
Table 13, answered this research question as its was gathered that 32% respondents said it essential, while 62% said it helpful but not necessary, and 6% of the respondents said it not significant. 
4.4	DISCUSSION OF FINDINGS
From the findings, shows that a good number of the consumers actually care about the wellbeing of the musicians as indicated by the response in ii above which indicate that 62.5% of the population do not agree that the download of free music is the fault of the musicians; ix above which indicate that only 27.5% of the population do not care if the musicians make money from their music or not. Finally, the result in this section indicates that free download of music would not have been an option if there were laws in place that prohibits and prosecutes offenders of illegal download of music (x above). The present music consumption pattern of Nigerian youths show a shift from hard copy music to digitalized form and most of the music consumers do not make monetary exchange for the music they consume. This shows that the musicians will definitely be impoverished if a drastic decision to correct this is not made.




CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY
Nigerian music consumers still purchase music in hard form factor, but there is a big shift from this method of music consumption especially among the younger generation of music consumers to a greater reliance on digitalized form. The study finds Facebook, WhatsApp and YouTube as the most frequently used social media platforms which Nigerian youths use to access music.
The study finds (in order of hierarchy) Gospel, Naija Hip-pop and Hip-hop music as the most popular musical genre among Nigerian youths. Also, there is a big gap between the artistes that the older generation listens to and the ones that the younger generation listens to or follow on social media. This study finds that a larger percentage of Nigerian youths do not pay for the music they consume as they do not possess the means to pay for music consumed online.
The study finds the attitude of Nigerian music consumers toward musicians as friendly, empathetic and shows that with conscious effort, they could be willing to cooperate with the musicians to allow them benefit from ,their works.
The result of this study shows not only a shift in the way Nigerian youths consume music, it points to the fact that revenues for the musicians are definitely being lost as a result of this shift. This shift is caused by the availability of technologies that allows free access and sharing of musical content. This paper wishes to state here that, because social media has caused a change in the way Nigerians youths consume music, there is a need to do something proactive to either prevent or to turn the ugly trend into an opportunity for the musician.


5.2	CONCLUSION
The result of this study shows not only a shift in the way Nigerian youths consume music, it points to the fact that revenues for the musicians are definitely being lost as a result of this shift. This shift is caused by the availability of technologies that allows free access and sharing of musical content. This paper wishes to state here that, because social media has caused a change in the way Nigerians youths consume music, there is a need to do something proactive to either prevent or to turn the ugly trend into an opportunity for the musician.
5.3	RECOMMENDATIONS
As a result of the foregoing, we wish to make the following recommendation:
i. There is a need for the authorities and stakeholders to sensitize and educate music consumers on intellectual property and the need to respect intellectual property right of the musician by shunning indiscriminate download and sharing of musical content.
ii. Nigerian musicians have to find a way to connect with their fans using social media since social media on its own can make it possible for these fans not only to connect and interact with each other but also to be able to publish themselves by commenting on and sharing their latest and favourite music and artiste, by that promoting the artiste.  
iii. Nigerian Musicians should endeavor to utilize available means of selling their music online through the use of platforms like ITunes, Amazon and even Caller Tunes services offered by telecommunication companies or create a local counterpart of these platforms.
iv. Nigerian musicians must reduce dependence on physical sales of music to making effort on getting endorsements, and capitalizing on their popularity to sale merchandize (like branded T Shirts and other items).
v. Further studies should be done to further investigate the effect of social media on Nigerian music consumer behaviour due to the fact that some aspect of this study is beyond the scope of this paper   
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QUESTIONNAIRE

KWARA STATE POLYTECHNIC
DEPARTMENT OF MASS COMMUNICATION
INSTITITUTE OF INFORMATION AND COMMUNICATIO TECHNOLOGY

Dear respondent,
I am a student of the above institution conducting a research on a topic “THE ROLE OF SOCIAL MEDIA IN PROMOTING RECORD LABELS IN NIGERIA MUSIC INDUSTRY.
I hereby request your assistance in answering the following question, honestly as possible and I assure you that all information supplied by you shall be used only for academic purpose and shall be kept confidential. 
Your co-operation will be highly appreciated. 
Thanks.

SECTION A
1. Age:     a. 18-25	(   )	b.  26-30  (    )	c. 30 and above (   )
2. Sex:     a. Male   (   )	b. Female   (   ) 
3. Marital Status:     a. Single (   )	b. Married (   ) c. Divorced	(   )
4.  Occupation:   a. Civil servant   (   ) b.  Business man/woman (   ) c. Student (   )

SECTION B
5. Do you believe that social media platforms play a significant role in promoting record labels within the music industry?   a. Yes (   )   b. No (   )
6. Have you discovered new music artists or record labels through social media promotions?    a. Yes (   )   b. No (   )
7. Do you think social media campaigns have the power to increase the visibility and reach of record labels in the music industry?    a. Yes (   )   b. No (   )
8. Have you ever purchased music or attended events related to a record label after seeing promotions on social media?   a. Yes (   )   	b. No (   )
9. Do you feel that record labels that actively engage with social media have a competitive advantage in the music industry?   a. Yes (   )   	b. No (   )
10. How would you describe the role of social media in shaping job roles within the music industry? a. Enabling new job functions (   )       b. Enhancing existing roles (   )       c. Both A and B  (   )
11. Which social media platforms do you believe are most effective in connecting individuals to music industry job opportunities?   a. Instagram (   )     b. LinkedIn (   )          c. Twitter (    )
12. What skills do you think are most valued for music-related jobs discovered through social media?  a. Content creation (  )  b. Digital marketing (   )  c. Networking (   )
13. How do you perceive the impact of social media on career progression in the music industry?  a. Accelerates career growth (  )  b. Provides more opportunities (   )  c. Limited impact on progression (   )
14. In your experience, how crucial is personal branding on social media for securing music industry job opportunities?    a. Essential (   )    b. Helpful but not necessary (   )   c. Not significant (   )
15. How do social media platforms influence the visibility of record labels and artists in Nigeria?    a. Increase exposure (   )   b. Enhance engagement (   )  c. Limit reach (     )
16. Which social media platform do you believe is most effective for promoting Nigerian record labels and artists?    a. Instagram (   )           b. YouTube (  )      c. Facebook (   )
17. In what ways can social media help record labels and artists in Nigeria connect with their fans?   a. Live streaming (   )    b. Direct messaging (   )   c. Polls and surveys (   )
18. How does social media impact the discoverability of new talents signed by Nigerian record labels?           a. Facilitates talent scouting (  )           b. Boosts artist collaborations (   )             c. Doesn't affect discoverability (   )
19. What role does social media play in shaping the branding and image of Nigerian record labels and artists?     a. Builds brand identity (   )            b. Influences public perception (   )           c. Irrelevant for branding (   ) 
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