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[bookmark: _Toc201116155]ABSTRACT
This study investigates the impact of social media on the adoption of Nollywood movies by Western audiences, using the film A Tribe Called Judah as a case study. With the increasing globalization of media content and the strategic use of social media platforms in film promotion, Nollywood has experienced growing recognition among international audiences. The study seeks to understand how platforms such as YouTube, Facebook, Instagram, Twitter, and TikTok influence the viewing behavior, perception, and acceptance of Nigerian films in Western countries. A survey research design was adopted, and data were collected through structured online questionnaires distributed to a purposively selected sample of 100 respondents comprising Western viewers who had engaged with A Tribe Called Judah content online. The findings reveal that social media plays a significant role in shaping Western audiences' awareness, interest, and eventual adoption of Nollywood films. The movie's viral trailers, influencer reviews, hashtags, and behind-the-scenes content on social media greatly enhanced visibility and appeal. Furthermore, the use of relatable storytelling, high production quality, and audience engagement strategies contributed to the positive reception of the film. The study concludes that social media is a powerful tool in promoting cultural exchange and expanding the global reach of Nollywood. It recommends that filmmakers should continue to leverage digital platforms for targeted marketing and audience interaction to enhance international adoption and visibility of Nigerian cinema.
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[bookmark: _Toc201116159]1.1	Background to the Study 
Nollywood, Nigeria's film industry, has grown from a grassroots movement into a global phenomenon, producing thousands of films annually and garnering widespread attention. Traditionally, Nollywood movies were primarily consumed within Nigeria and other African countries, focusing on relatable stories, cultural representation, and low-budget production. However, the advent of digital technologies, particularly social media, has expanded its audience base to include Western countries (Adegboye & Okafor, 2022). Social media platforms like Instagram, Facebook, Twitter, and TikTok have played a transformative role in reshaping the distribution, marketing, and consumption of Nollywood movies globally (Omoera, 2020).
Historically, African cinema faced challenges in gaining international recognition due to limited distribution networks, cultural stereotypes, and restricted access to mainstream platforms (Eze & Smith, 2021). Nollywood’s journey to Western audiences was initially driven by Nigerian immigrants and diaspora communities who shared movies within their networks (Udeze & Chukwu, 2019). However, the increasing ubiquity of social media has significantly accelerated this process by enabling direct engagement with global audiences (Adegboye & Okafor, 2022). Social media allows Nollywood stakeholders, including filmmakers, producers, and actors, to bypass traditional gatekeeping systems and promote their work directly to consumers (Eze & Smith, 2021). This democratization of access has opened Nollywood to audiences who are eager for fresh and diverse narratives (Udeze & Chukwu, 2019).
Western audiences have become increasingly curious about African cultures and stories, a trend that aligns with the rising demand for diverse content in global entertainment (Netflix, 2023). Nollywood movies, with their emphasis on storytelling, family dynamics, and cultural values, have filled a gap in the market (Adegboye & Okafor, 2022). Social media platforms amplify this appeal by providing opportunities for cultural interaction and exchange (Omoera, 2020). Through platforms like YouTube and Netflix, often supported by viral social media campaigns, Nollywood movies have gained unprecedented visibility (Netflix, 2023). These platforms enable Western audiences to access and appreciate Nollywood films without geographical or distribution barriers (Omoera, 2020).
Moreover, the role of social media influencers and user-generated content has been crucial in the adoption of Nollywood movies. Influencers frequently share clips, reviews, or memes from Nollywood films, creating viral moments that attract new viewers (Udeze & Chukwu, 2019). For instance, TikTok challenges based on iconic Nollywood movie scenes have introduced the industry to younger Western audiences (Adegboye & Okafor, 2022). Similarly, Instagram and Twitter hashtags like #Nollywood and #AfricanCinema have trended globally, further expanding the reach of Nollywood content (Omoera, 2020).
Despite these advances, challenges remain. Nollywood films often face criticism regarding production quality and cultural authenticity (Eze & Smith, 2021). Social media can sometimes exacerbate these concerns, as viral content might misrepresent the depth of Nollywood's storytelling (Omoera, 2020). Additionally, while social media provides a platform for promotion, it also fosters competition with other global industries, such as Hollywood and Bollywood, which have established dominance over the global entertainment market (Netflix, 2023).
The intersection of Nollywood and social media underscores a pivotal moment in the globalization of African cinema (Adegboye & Okafor, 2022). The influence of social media not only enhances Nollywood's visibility but also challenges traditional notions of cultural representation in global entertainment (Udeze & Chukwu, 2019). This study seeks to explore the impact of social media on the adoption of Nollywood movies by Western audiences, examining how these platforms facilitate cultural exchange, foster engagement, and redefine the global perception of Nigerian cinema (Eze & Smith, 2021).
[bookmark: _Toc201116160]1.2	Statement of the Problem
Despite Nollywood’s growth as a prominent film industry, its global influence, particularly in Western countries, has historically been limited due to inadequate distribution networks, cultural biases, and competition from well-established industries like Hollywood and Bollywood (Eze & Smith, 2021). However, the advent of social media has created new opportunities for Nollywood to reach Western audiences by providing a platform for promotion, cultural exchange, and accessibility (Omoera, 2020). Despite this progress, significant challenges remain in leveraging social media to its full potential (Adegboye & Okafor, 2022).
While social media has facilitated increased visibility for Nollywood films, issues such as the oversaturation of content, algorithm-driven biases, and inconsistent quality of productions hinder sustained adoption among Western audiences (Netflix, 2023). Additionally, there is limited empirical research on how effectively social media influences Western perceptions of Nollywood, as well as the potential risks of misrepresentation or stereotyping when content goes viral without context (Udeze & Chukwu, 2019).
Furthermore, questions arise regarding whether the current level of engagement on social media translates into long-term audience retention and revenue generation for Nollywood filmmakers (Adegboye & Okafor, 2022). Many Nollywood stakeholders struggle to balance the demands of creating culturally authentic content with the need to appeal to the global audience's tastes (Eze & Smith, 2021). Addressing these challenges requires a deeper understanding of the dynamics between social media strategies and audience behavior (Omoera, 2020).
This study seeks to address these gaps by exploring the specific impact of social media on Nollywood's adoption by Western audiences. It aims to examine the opportunities and limitations presented by social media platforms in enhancing Nollywood's visibility, fostering audience engagement, and shaping perceptions of Nigerian culture through film (Udeze & Chukwu, 2019).
[bookmark: _Toc201116161]1.3	Objectives of the Study
Evaluate the role of social media platforms in promoting Nollywood movies to Western audiences.
Identify the types of social media content that effectively attract Western viewers to Nollywood films.
Analyze the influence of social media influencers and campaigns on the perception and acceptance of Nollywood movies in the Western market.
Examine the challenges Nollywood faces in leveraging social media to sustain long-term audience retention and engagement in Western regions.
[bookmark: _Toc201116162]1.4	Research Questions
i. How do social media platforms promote Nollywood movies to Western audiences?
ii. What types of social media content are most effective in attracting Western viewers to Nollywood films?
iii. What is the role of social media influencers and campaigns in shaping Western audiences' perceptions of Nollywood movies?
iv. What challenges do Nollywood filmmakers face in using social media to sustain audience retention and engagement in Western countries?	
[bookmark: _Toc201116163]1.5	Scope of the Study 
This study is based on the impact of social media of the adoption of nollywood by western audience. The geographical scope of the study will be limited to Ilorin metropolis, Kwara State. The population of the study will cover journalists and residents of selected local government area in Ilorin, Kwara State. In order to achieve the objectives of the study, the scope of the study will only be limited to journalism practice, Japa syndrome (brain-drain) and other related concepts. Quantitative research method will be employed and the researcher will adopt survey research design using questionnaire as instrument for data collection. It is pertinent to note that this study is academic based. Hence, it is intended to be completed within a session (2024/2025) as meeting the approved timeframe for final-year research project in Kwara State Polytechnic, Ilorin 
[bookmark: _Toc201116164]1.6 	Significance of the Study 
This study is significant as it contributes to understanding the role of social media in globalizing African cinema, particularly Nollywood, and its growing influence on Western audiences. The findings will benefit various stakeholders, including filmmakers, producers, marketers, and scholars, by shedding light on how social media can effectively bridge cultural gaps and expand Nollywood's reach.
For Nollywood filmmakers and producers, the study provides insights into leveraging social media platforms for marketing, audience engagement, and distribution. It highlights strategies to create compelling content and utilize influencer-driven campaigns to attract Western viewers, thereby boosting revenue and international recognition.
For Western audiences, the study enhances their understanding and appreciation of Nollywood films by illustrating how social media facilitates access to authentic African stories and cultural representation. This can promote intercultural dialogue and reduce stereotypes associated with African cinema.
For academics and researchers, the study adds to the body of knowledge on digital media’s role in shaping global entertainment trends. It provides empirical evidence on how social media influences audience behavior, cultural exchange, and the dynamics of film adoption in new markets.
For policy-makers and cultural organizations, the study underscores the importance of supporting Nollywood’s digital integration to strengthen its position as a significant player in the global film industry. It also highlights the potential of social media as a tool for cultural diplomacy and the export of African culture
[bookmark: _Toc201116165]1.7	Operational Definition of Terms	
Social media : refers to digital platforms and technologies that enable users to create, share, and interact with content, such as text, images, videos, and audio, in a virtual environment. These platforms facilitate communication, networking, and collaboration among individuals, communities, and organizations in real time or asynchronously. Examples of social media platforms include Facebook, Twitter, Instagram, LinkedIn, TikTok, and YouTube. Social media is characterized by its user-generated content, interactivity, and ability to connect people globally.
Adoption : refers to the process by which an individual, group, or organization accepts, integrates, and begins to use or embrace something new, such as an idea, practice, product, technology, or cultural element. In the context of media or technology, adoption involves the decision to incorporate the innovation into regular use or behavior after recognizing its value, relevance, or benefits.
Nollywood : refers to the Nigerian film industry, renowned for being one of the largest film industries globally in terms of volume of production. It is characterized by its unique storytelling style, cultural representation, and focus on themes relevant to Nigerian and African societies. Nollywood films are typically produced on moderate budgets and are distributed through various channels, including direct-to-video formats, online platforms, and cinema releases. The industry has gained international recognition for its creativity, rapid production cycle, and ability to address societal issues through entertainment.
Western : typically refers to countries, cultures, or societies located in or influenced by Europe and the Americas, particularly those in North America (e.g., the United States and Canada) and Western Europe (e.g., the United Kingdom, France, and Germany). It is often associated with industrialized, democratic, and economically developed nations, as well as cultural values such as individualism, liberalism, and technological advancement. In a broader sense, "Western" can also pertain to the traditions, media, and perspectives shaped by these regions.
Audience: refers to a group of individuals who engage with, consume, or respond to a particular form of communication, such as media content, performances, speeches, or events. Audiences can vary in size, demographics, and interests, and may be categorized based on factors such as location, age, culture, or preferences. In the context of media, an audience represents the viewers, listeners, or readers targeted by or interacting with content like movies, television shows, books, or social media posts.
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[bookmark: _Toc172591733][bookmark: _Toc201116169]2.1.1	Social Media Influence
Social media has become a transformative force in the global dissemination of cultural products, including Nollywood movies. Platforms such as YouTube, Instagram, Twitter, and Facebook provide powerful tools for sharing content, creating awareness, and fostering global connections. Unlike traditional media, social media allows for real-time engagement, enabling Nollywood to extend its reach beyond Nigeria and into Western markets. The interactive nature of social media encourages user-generated content, which plays a pivotal role in shaping audience perceptions and driving the adoption of Nollywood films. As Kaplan and Haenlein (2010) note, social media offers opportunities for companies and individuals to create, share, and exchange information, which has been essential in promoting Nollywood films to diverse audiences.
One of the key ways social media influences the adoption of Nollywood movies is through viral marketing. Viral content, such as trailers, behind-the-scenes footage, and memes, often circulates widely across social networks, generating organic interest. Nollywood movies that become trending topics on platforms like Twitter or Instagram benefit from increased visibility, often reaching audiences who might not have otherwise engaged with Nigerian cinema. According to Berger (2013), the concept of “social contagion” suggests that people are more likely to adopt products when they see others engaging with them. Thus, the virality of Nollywood content on social media accelerates the diffusion process, turning casual viewers into regular consumers.
Moreover, the role of influencers cannot be underestimated. Social media influencers, including actors, musicians, and content creators, help amplify Nollywood’s reach by endorsing movies through reviews, live discussions, and fan interactions. Influencers who have large followings in the West bridge the cultural gap, introducing Nollywood to new audiences. For instance, the collaboration between Nollywood actors and Western celebrities has further legitimized Nigerian cinema on the global stage. This echoes the findings of Jin and Phua (2014), who argue that influencer endorsements significantly impact consumer behavior by enhancing credibility and trust in the promoted product.
Another critical factor in social media’s influence is audience engagement. Social media platforms provide spaces for audiences to interact directly with Nollywood content through likes, comments, shares, and live chats. This two-way communication fosters a sense of community and belonging, making audiences feel more connected to the content and creators. For example, platforms like YouTube allow viewers to leave comments and engage in discussions, thereby enhancing their emotional investment in the films. According to Sundar (2008), interactivity enhances the user experience by providing a sense of agency, which can lead to increased content adoption and loyalty.
Additionally, social media offers accessibility and convenience, which are crucial for the global adoption of Nollywood movies. Unlike traditional distribution channels, which are often limited by geographic and economic constraints, social media allows viewers worldwide to access content effortlessly. Streaming services like YouTube and Netflix have integrated with social media platforms, making it easy for users to discover and watch Nollywood films with a single click. As Smith and Anderson (2018) highlight, the convenience of accessing content online has reshaped audience viewing habits, with many turning to social media for entertainment.
Social proof also plays a significant role in the adoption process. When users see others engaging with Nollywood movies—whether through high view counts, positive reviews, or viral challenges—they are more likely to watch these films themselves. This phenomenon is supported by Cialdini’s (2001) theory of social proof, which suggests that people tend to follow the actions of others, especially in uncertain or unfamiliar situations. As a result, social media metrics such as likes, shares, and comments act as indicators of a film's popularity and quality, influencing potential viewers' decisions.
Furthermore, social media facilitates cross-cultural exchange, allowing Western audiences to explore and appreciate Nigerian culture through Nollywood. Platforms like Instagram and TikTok are filled with content that showcases Nigerian traditions, music, fashion, and language, often linked to Nollywood films. This cultural exposure enriches the viewing experience, making Nollywood movies more appealing to a global audience. As Appadurai (1996) notes, the global flow of cultural products through digital media enhances cultural hybridity, creating new opportunities for cultural exchange and adoption.
Social media has profoundly influenced the adoption of Nollywood movies by Western audiences through viral marketing, influencer endorsements, audience engagement, accessibility, social proof, and cross-cultural exchange. The interactive and participatory nature of social media not only amplifies Nollywood’s global visibility but also fosters a sense of community among viewers. By leveraging the power of social media, Nollywood has successfully transcended cultural and geographic boundaries, positioning itself as a prominent player in the global film industry.
[bookmark: _Toc201116170]2.1.2	Adoption Process
The adoption process is a vital concept in understanding how individuals or groups accept, integrate, and utilize new products, ideas, or innovations. Rooted in Everett Rogers' Diffusion of Innovations Theory, the process involves five key stages: knowledge, persuasion, decision, implementation, and confirmation (Rogers, 2003). This process explains how innovations, whether technological, cultural, or social, spread within a population over time. It provides insight into the mechanisms by which people become aware of, evaluate, and ultimately adopt innovations.
Knowledge Stage
The first stage of the adoption process involves awareness. Individuals must be exposed to an innovation or new idea before they can consider adopting it. This stage emphasizes the role of information dissemination and initial contact. Rogers (2003) highlights that this stage is influenced by the communication channels used to deliver information, such as mass media, interpersonal networks, or social media. The potential adopter learns about the existence of the innovation but may not yet have a complete understanding of its function or utility. For instance, in technological contexts, exposure to new gadgets or software occurs through advertising, social media promotions, or peer recommendations. Awareness lays the foundation for further engagement and evaluation.
In the context of cultural products like films or music, the knowledge stage often involves being introduced to trailers, reviews, or recommendations. Social media platforms such as YouTube and Twitter have become crucial for generating awareness, with algorithms designed to showcase trending or relevant content. As Berger (2013) points out, the initial exposure to an innovation can be driven by "social contagion," where people discover new products through digital word-of-mouth and viral content.
Persuasion Stage
Once aware of the innovation, potential adopters move to the persuasion stage, where they form attitudes toward the innovation based on available information. During this stage, individuals seek opinions, testimonials, and further information to evaluate the potential benefits and drawbacks. According to Rogers (2003), personal influence and subjective evaluations play a crucial role in this stage. Factors such as perceived usefulness, relative advantage, and compatibility with existing values influence the individual’s attitude.
Social influence plays a key role here. Jin and Phua (2014) argue that influencers and trusted sources can significantly shape audience perceptions. In this stage, emotional responses and cognitive evaluations converge as individuals assess whether the innovation aligns with their needs, values, and preferences. For instance, when potential users consider adopting a new social media platform or streaming service, reviews from friends or industry experts often shape their decision-making process.
Decision Stage
The decision stage involves the individual making a conscious choice to either adopt or reject the innovation. At this point, potential adopters have weighed the pros and cons and may look for further reassurance or validation. Rogers (2003) emphasizes that perceived risks and uncertainties often influence the decision-making process. Individuals may engage in a trial phase, where they experiment with the innovation before committing to full adoption.
This stage is particularly significant in consumer behavior. The concept of trialability, or the ability to test an innovation before adopting it fully, is critical in reducing perceived risks. Many companies employ free trials, demonstrations, or sample products to encourage consumers to make informed decisions. According to Cialdini (2001), social proof—where individuals look to others' behavior to guide their own decisions—also plays a vital role, as seeing others successfully adopt an innovation can reduce hesitation.
Implementation Stage
In the implementation stage, the innovation is put into use. This phase involves integrating the new product or idea into daily life or organizational processes. At this stage, adopters assess the practicality and effectiveness of the innovation in real-world settings. Rogers (2003) points out that during implementation, users may still seek support or additional information to optimize usage. The degree of ease or difficulty experienced during this phase can significantly influence the final adoption outcome.
For example, the adoption of new technology often involves a learning curve, where users must familiarize themselves with new features or interfaces. The smoother the implementation experience, the more likely the user is to fully integrate the innovation. Sundar (2008) emphasizes that user satisfaction at this stage is critical, as it can lead to either continued use or abandonment.
Confirmation Stage
The final stage, confirmation, occurs when individuals reflect on their decision to adopt the innovation and seek reinforcement for their choice. During this stage, they look for feedback that validates their decision and ensures they made the right choice. If the experience with the innovation is positive, adopters are likely to become advocates, promoting the innovation to others. Rogers (2003) asserts that the confirmation stage is essential in the diffusion process, as satisfied adopters play a role in influencing others within their social network.
The concept of cognitive dissonance also plays a role in this stage. If users encounter issues or drawbacks after adoption, they may seek ways to justify their decision to reduce cognitive discomfort. Conversely, if the innovation consistently meets or exceeds expectations, users experience reinforcement, which solidifies their commitment and increases the likelihood of recommending it to others.
The adoption processes provides a comprehensive framework for understanding how innovations spread and are integrated into societies or markets. Each stage—knowledge, persuasion, decision, implementation, and confirmation—plays a crucial role in determining the success of an innovation's diffusion. Whether applied to technology, cultural products, or behavioral changes, the adoption process underscores the importance of effective communication, user experience, and social influence. As Rogers (2003) emphasizes, innovations that align with user needs, provide clear advantages, and offer trial opportunities are more likely to achieve widespread adoption.
[bookmark: _Toc201116171]2.1.3	Cultural Appeal and Representation
Cultural appeal and representation are critical concepts in understanding how cultural products, such as films, literature, or music, resonate with diverse audiences. These concepts examine how cultural elements like values, traditions, language, and identity are portrayed and how they attract or influence different audience groups. In the context of globalization and media consumption, cultural appeal and representation play a significant role in determining the cross-cultural success of media content.
Cultural Appeal
Cultural appeal refers to the elements within a cultural product that attract and engage audiences by reflecting shared values, traditions, or experiences. It often involves the presentation of universal themes—such as love, family, or resilience—wrapped in the uniqueness of a specific cultural context. According to Hofstede (1984), cultural dimensions such as individualism, collectivism, and power distance influence how different cultures interpret and connect with media content. Media products with strong cultural appeal often balance the local (specific cultural elements) with the global (universal themes), making them relatable to a wide audience.
For example, Nollywood movies often draw on Nigerian cultural elements like music, traditional attire, and local dialects, creating an authentic cultural experience that appeals to domestic audiences. Simultaneously, the universal themes of romance, struggle, or success embedded in these films enhance their appeal to international audiences, including Western viewers. As Kraidy (2005) notes, the global appeal of culturally specific media products stems from their ability to merge local authenticity with global accessibility.
Cultural Representation
Cultural representation refers to how cultures are depicted in media and how accurately these portrayals reflect the lived realities of the represented communities. Stuart Hall (1997) emphasizes that representation is not merely about reflecting reality but also about constructing meaning through symbols, language, and imagery. Representation shapes perceptions and influences how cultures are understood, both within their own societies and externally.
In the case of Nollywood, cultural representation often involves portraying Nigerian society’s complexities, including its social hierarchies, family dynamics, and traditional practices. Positive representation helps challenge stereotypes and broadens global understanding of Nigerian culture. Conversely, misrepresentation can reinforce biases and create misconceptions. Accurate and diverse representation is crucial in shaping how Western audiences perceive Nollywood films and, by extension, Nigerian culture. As Shohat and Stam (1994) argue, media plays a pivotal role in either perpetuating or dismantling cultural stereotypes.
Cultural appeal and representation are essential in analyzing how media products like Nollywood films engage and influence global audiences. The effective use of cultural appeal ensures that content resonates emotionally and intellectually, while accurate cultural representation ensures that these portrayals contribute to a more nuanced understanding of the culture. Together, these concepts underscore the importance of balancing authenticity with global relatability in media production.
[bookmark: _Toc201116172]2.1.4	Audience Engagement and Interaction
Audience engagement and interaction refer to the dynamic process through which media consumers actively participate in, respond to, and shape media content. In contrast to passive media consumption, modern digital platforms encourage users to engage by liking, commenting, sharing, and creating user-generated content. According to Jenkins (2006), media consumers have evolved from passive recipients into active participants, driven by the rise of interactive platforms like social media, where engagement is not only possible but expected.
Social media platforms such as YouTube, Twitter, and Instagram provide spaces where audiences can directly engage with content creators and other users, transforming media consumption into a two-way dialogue. This interaction fosters a sense of community and belonging, as audiences feel more connected to the content and its creators. For example, Nollywood movies promoted on social media often generate robust discussions through hashtags, fan pages, and live commentary. These interactions allow users to share opinions, interpretations, and emotional reactions, thereby enhancing their overall viewing experience (Sundar, 2008).
Moreover, the interactivity of digital media fosters user-generated content, where audiences contribute reviews, memes, or reaction videos that expand the cultural relevance of the original media. Kaplan and Haenlein (2010) argue that such user involvement not only deepens engagement but also amplifies the reach of media content, as personal endorsements from users are often seen as more authentic and persuasive than traditional advertising. For instance, fan-created content around Nollywood films—such as memes or review threads—can introduce new viewers and further cement audience loyalty.
Audience interaction also plays a vital role in influencing content creators. Real-time feedback allows producers to understand audience preferences and modify their content accordingly. This iterative process strengthens the relationship between creators and consumers, creating a feedback loop where audience interaction shapes future content. Jenkins (2006) emphasizes that participatory culture, facilitated by digital media, has fundamentally altered the relationship between media producers and consumers, making audiences active co-creators in the media landscape.
Audience engagement and interaction have become central to the success of modern media, especially in the digital age. By fostering active participation, social media platforms enable audiences to become part of the storytelling process, enriching their experience and amplifying the cultural impact of media content. This participatory model, as discussed by Jenkins (2006) and Sundar (2008), highlights the shift from passive consumption to active co-creation, transforming how media is produced, consumed, and appreciated.
[bookmark: _Toc201116173]2.1.5	Content Accessibility
Content accessibility refers to the ease with which audiences can access, consume, and engage with media content across different platforms and devices. In the digital age, accessibility is a critical factor influencing media consumption patterns, as technological advancements have made content available on-demand, anytime and anywhere. According to Anderson (2006), the rise of digital distribution platforms like YouTube, Netflix, and social media has dismantled traditional barriers to content access, allowing users worldwide to interact with content at their convenience. Nollywood films, for example, have expanded their reach beyond Nigeria through streaming services, enabling Western audiences to access these movies without geographical or temporal constraints.
Furthermore, accessibility is enhanced through multiple formats and languages, ensuring that diverse audiences can enjoy content. Subtitles, dubbing, and localization efforts play a significant role in making content culturally and linguistically accessible. As Kraidy (2005) notes, global media's success depends on its ability to balance local authenticity with global distribution. Additionally, mobile technology has amplified accessibility, particularly in regions with limited access to traditional media. For instance, Nollywood films distributed via mobile platforms and apps reach audiences in remote areas, increasing their cultural and commercial impact. Thus, content accessibility is central to the global diffusion of media and the democratization of content consumption.
Availability of Nollywood films on streaming platforms and social media.
The availability of Nollywood films on streaming platforms and social media has significantly contributed to their global reach and growing popularity. Platforms such as Netflix, YouTube, and Amazon Prime have played a crucial role in making Nollywood content accessible to audiences worldwide, particularly in Western countries. According to Lobato (2019), the rise of digital streaming services has democratized access to non-Western film industries, allowing Nollywood to bypass traditional distribution barriers like limited cinema screens and physical DVD sales. Netflix's acquisition of Nollywood films and its creation of exclusive Nollywood content, such as Lionheart by Genevieve Nnaji, exemplify how streaming platforms are leveraging the global appeal of African storytelling to cater to diverse audiences.
Social media further enhances this availability by providing promotional spaces and direct access to film content. Platforms like YouTube host full-length Nollywood films and series, while Instagram, Facebook, and Twitter serve as vital marketing tools where trailers, behind-the-scenes footage, and fan-generated content circulate widely. Jenkins (2006) highlights that participatory culture thrives on such platforms, where audiences not only consume but also share and engage with media. This accessibility ensures that Nollywood films reach global audiences swiftly, creating a sense of immediacy and interaction that traditional distribution methods could not achieve. Thus, the availability of Nollywood films on streaming platforms and social media has been a game-changer, enhancing global visibility, engagement, and adoption.
Ease of access and its impact on audience reach and engagement
The ease of access to media content significantly influences audience reach and engagement, particularly in the era of digital streaming and social media. The availability of content across multiple platforms—such as smartphones, tablets, and smart TVs—allows audiences to consume media at their convenience, thereby broadening the potential reach of that content. As Anderson (2006) argues in the Long Tail Theory, digital platforms enable niche content, including Nollywood films, to find global audiences by removing traditional distribution barriers. This expanded accessibility ensures that audiences in geographically diverse locations, including the Western world, can easily discover and engage with Nollywood films, increasing both viewership and fan loyalty.
Moreover, ease of access enhances audience engagement by fostering interactive participation. Streaming platforms such as Netflix and YouTube offer personalized recommendations, autoplay features, and comment sections that encourage continuous viewing and active discussion. Kaplan and Haenlein (2010) note that the interactive nature of digital media stimulates deeper engagement, as users feel more involved in the media experience through features like ratings, reviews, and comments. This participatory environment fosters community building, where audiences connect over shared experiences, further enhancing engagement. For example, viewers of Nollywood films often engage in discussions on Twitter or Facebook, using hashtags and fan forums to share insights and reactions, thereby extending the lifecycle of the content beyond its initial release.
Ease of access plays a pivotal role in enhancing both the reach and engagement of media content. By removing traditional barriers to consumption and providing interactive opportunities for users, digital platforms empower audiences to engage more deeply with content. As Anderson (2006) and Kaplan and Haenlein (2010) suggest, this accessibility not only broadens the audience base but also fosters an active and participatory media culture, crucial for the global success of industries like Nollywood.
[bookmark: _Toc201116174]2.1.6	Perceived Value and Quality
Perceptions of Nollywood film quality, storytelling, and production value.
Nollywood, Nigeria's film industry, has experienced a transformation in both local and global perceptions regarding the quality of its films, storytelling, and production value. Historically, Nollywood was often critiqued for low-budget productions, rapid shooting schedules, and minimal post-production work. As Haynes (2007) noted, early Nollywood films focused on quantity over quality, emphasizing rapid production cycles to meet the high demand for local content. However, these films maintained cultural authenticity and addressed societal issues that resonated with African audiences, which contributed to their widespread popularity despite technical limitations.
In recent years, there has been a notable shift in the perception of Nollywood’s production quality. The emergence of collaborations with international platforms such as Netflix and Amazon Prime has raised expectations for higher production standards. Nollywood films like Lionheart (2018) and The Wedding Party (2016) have demonstrated significant improvements in cinematography, editing, sound design, and overall production value. As Lobato (2019) observed, these collaborations have introduced Nollywood to global audiences, who now associate it with polished, well-produced content. This shift has led to greater recognition of Nollywood as a legitimate player in the global film industry.
Storytelling remains a core strength of Nollywood, characterized by its unique ability to blend traditional narratives with contemporary themes. Nollywood films often explore universal themes such as love, family, corruption, and resilience, while embedding cultural elements like local languages, customs, and music. According to Okome (2013), Nollywood’s storytelling is rooted in oral traditions, which emphasizes the narrative over the medium's technical aspects. This narrative style has been praised for its authenticity and relatability, particularly among African diaspora communities and Western audiences seeking diverse stories.
Despite the progress in production value and storytelling, Nollywood still faces challenges in fully altering global perceptions. Criticism persists regarding predictable plotlines, melodrama, and the uneven quality of acting and special effects in some productions. However, Jenkins (2006) argues that the global media landscape values diversity in storytelling and that audiences are increasingly receptive to non-Western narrative forms. Nollywood’s evolving approach to filmmaking reflects its growing commitment to balancing cultural authenticity with global production standards, further enhancing its appeal to both local and international audiences.
Perceptions of Nollywood films have evolved significantly, with increasing recognition of improvements in production quality, storytelling, and cultural authenticity. While challenges remain, the industry’s ability to adapt and innovate has positioned it as a formidable force in the global film landscape. By leveraging partnerships with global platforms and retaining its rich storytelling heritage, Nollywood continues to enhance its reputation and broaden its audience base.
Comparison with other film industries in terms of entertainment value.
Nollywood, the Nigerian film industry, is often compared to other major film industries, such as Hollywood (United States) and Bollywood (India), in terms of its entertainment value. While Nollywood has earned a reputation for its rapid production pace and prolific output, it is important to consider how its entertainment value aligns with and differs from these more established industries. Nollywood films are known for their emotional intensity, drama, and cultural specificity, which often appeals to African audiences and the global diaspora. According to Haynes (2007), Nollywood films are typically rich in narrative content that addresses real-life issues such as family dynamics, politics, and social justice. However, compared to Hollywood’s polished production values and high budgets, Nollywood films were historically seen as having lower technical quality.
In contrast, Hollywood dominates global cinema with its cutting-edge technology, massive budgets, and star-studded casts, offering a different type of entertainment that focuses on spectacle, innovation, and international appeal. Hollywood films are characterized by their wide-reaching themes that can transcend cultural boundaries, focusing on universal issues such as love, heroism, and the human condition. The use of state-of-the-art CGI, high-budget productions, and global marketing strategies often places Hollywood films at the top in terms of entertainment value, especially in terms of visual effects and global box office success (Davis, 2017). This emphasis on technological innovation and global storytelling makes Hollywood films more attractive to mainstream international audiences, setting a high bar for other industries to meet.
Bollywood, India’s film industry, shares certain similarities with Nollywood in its prolific output, but its entertainment value lies in its unique blend of music, dance, romance, and melodrama. Bollywood films are characterized by vibrant storytelling, extensive song and dance sequences, and a focus on family-friendly content. While Bollywood shares Nollywood's emphasis on cultural elements and emotional storytelling, it is more lavish in its production values, featuring grandiose sets, costumes, and music. According to Dissanayake (2011), Bollywood films are known for their larger-than-life approach, offering a form of escapist entertainment that combines elements of drama, comedy, and action. Both Nollywood and Bollywood films offer strong cultural resonance, but Bollywood benefits from a larger budget and higher production values, which often result in a more polished end product, especially in terms of musical and visual appeal.
When compared to Hollywood and Bollywood, Nollywood stands out in its unique ability to capture the essence of local African life and identity. Nollywood has a distinct edge in terms of representing African culture authentically, touching on relevant social issues in ways that resonate deeply with audiences both in Africa and among the African diaspora. This cultural specificity is what often makes Nollywood films particularly entertaining and meaningful to their core audiences. While Hollywood and Bollywood may offer entertainment that appeals to broader global markets, Nollywood’s focus on localized stories allows it to build strong emotional connections with its viewers, who often find themes of love, family, and social struggles particularly relevant (Okome, 2013). The rapid rise of Nollywood, despite its relatively low budget, demonstrates the power of storytelling to captivate audiences, even without the technological resources available in Hollywood or Bollywood.
While Nollywood may not match the technological scale or global marketing power of Hollywood and Bollywood, its entertainment value lies in its authentic, culturally rich storytelling, emotional depth, and connection to local audiences. Nollywood’s ability to represent African narratives has given it a unique position in the global entertainment industry, offering a blend of drama, cultural expression, and social commentary that resonates with its audience. Despite challenges in production values, Nollywood’s entertainment impact continues to grow, as it balances cultural relevance with growing improvements in technical quality, aligning itself with the evolving global film landscape.
[bookmark: _Toc201116175]2.1.7	Globalization and Cultural Exchange
Globalization has facilitated an unprecedented level of cultural exchange, enabling the free movement of ideas, goods, and media across borders. This phenomenon has had a profound impact on industries like film, where content from different regions can now be consumed by audiences worldwide. Nollywood, Nigeria's film industry, exemplifies how globalization has allowed African films to reach global audiences, while also influencing other film industries. According to Appadurai (1996), globalization is not just about the flow of capital, but also about the exchange of cultural narratives, practices, and values. Nollywood’s rise, particularly on streaming platforms such as Netflix, reflects the power of globalization in making local cultural expressions accessible to a global audience. Through this exchange, Nollywood’s storytelling, often rooted in African traditions and experiences, is now appreciated by diverse audiences beyond Africa, including Western viewers.
Cultural exchange facilitated by globalization also plays a crucial role in shaping the content and aesthetic of Nollywood films. The access to global markets and the influence of Western and other international film industries have pushed Nollywood filmmakers to adopt higher production standards and to incorporate global filmmaking techniques. As Lobato (2019) suggests, the exposure to international media and technology has prompted Nollywood to enhance its technical quality, visual storytelling, and narrative complexity. In return, Nollywood has introduced global audiences to African cultures, issues, and narratives, offering a unique perspective often absent in Western cinema. This reciprocal relationship between Nollywood and other film industries is a testament to the power of cultural exchange, where each industry both influences and is influenced by the global flow of media.
Moreover, globalization has also led to a shift in how cultural identity is portrayed in Nollywood films. With the increasing international distribution of Nollywood films, filmmakers are more conscious of how their narratives are received by a global audience. While Nollywood has maintained its focus on African stories, it has also made efforts to cater to the tastes of international viewers, balancing cultural authenticity with broader appeal. This blending of local and global influences is what makes Nollywood's content dynamic and able to transcend borders. According to Nwachukwu-Agbada (2012), globalization allows Nollywood filmmakers to craft narratives that appeal to both local and international audiences, reflecting a fusion of traditional African storytelling with global cinematic techniques. As a result, Nollywood films become a space for cultural negotiation, where African identity is represented in ways that resonate both locally and globally.
Globalization has played a key role in the proliferation of Nollywood films, fostering cultural exchange that has enriched both the industry and its global audience. Through the use of international platforms and the integration of global filmmaking practices, Nollywood has found its place in the global film industry while continuing to champion African culture. This ongoing exchange between Nollywood and other film industries underscores the importance of globalization in creating a more interconnected world of entertainment and culture, where diverse voices can be heard and appreciated across borders.
The role of social media in fostering cross-cultural communication.
Social media has emerged as a powerful tool in fostering cross-cultural communication by breaking down geographical and cultural barriers. Platforms like Facebook, Twitter, Instagram, and YouTube allow individuals from diverse backgrounds to share ideas, experiences, and cultural practices in real-time, leading to greater understanding and connection between cultures. According to Pullen (2017), social media serves as a bridge for global communication, enabling people from different cultural contexts to engage with one another in meaningful ways. By allowing users to communicate across borders, social media not only facilitates the exchange of cultural knowledge but also promotes tolerance and appreciation of diversity.
One of the key ways social media fosters cross-cultural communication is by providing a platform for the dissemination of local cultural content to global audiences. For example, Nigerian film industry content, particularly Nollywood films, is increasingly shared and discussed on social media platforms, allowing people from different cultures to gain insight into Nigerian culture and values. Social media creates a space for the promotion of cultural exchange, where audiences can engage with and learn from content that reflects different cultural narratives, customs, and traditions. This has significant implications for global audiences, as social media allows them to view and interact with foreign cultures in ways that were not possible before the digital age. As Bennett (2016) points out, the accessibility of diverse cultural content on social media can lead to greater intercultural understanding, as individuals become more exposed to and engaged with cultural practices different from their own.
Furthermore, social media enables cross-cultural communication by fostering dialogue and discussion among people from various cultural backgrounds. Hashtags, comment sections, and live chats allow users to share opinions and ideas on a wide array of topics, from politics to entertainment. This real-time interaction provides opportunities for people to challenge stereotypes, share cultural insights, and engage in meaningful exchanges that can lead to mutual understanding. Social media platforms also give marginalized communities a voice, allowing them to present their cultures to a global audience and to engage in conversations that were previously inaccessible to them. According to Castells (2012), this democratization of communication means that individuals no longer need traditional media outlets to be heard; social media empowers them to communicate directly with others around the world, thus strengthening cross-cultural dialogue.
In addition, social media’s ability to generate viral content has amplified the speed and scale of cross-cultural communication. Memes, viral videos, and trending topics have the ability to reach millions of people across cultural boundaries, often sparking widespread conversations and engagements on shared global issues. These viral phenomena facilitate a sense of global community, where people from different cultural backgrounds can come together to discuss, critique, and enjoy the same content. Social media has also allowed for real-time coverage of global events, enabling individuals to witness and participate in global discussions surrounding cultural practices, social movements, and political issues. As Lievrouw (2011) suggests, the ease of access to global information has expanded the scope of intercultural dialogue, enabling a more dynamic, fluid exchange of ideas and experiences.
Social media plays a pivotal role in fostering cross-cultural communication by providing a platform for the exchange of ideas, experiences, and cultural narratives across borders. By democratizing access to information and facilitating real-time interactions, social media has created a more connected, inclusive world where diverse voices can be heard and understood. As globalization continues to shape the way cultures interact, social media will remain an essential tool for promoting mutual understanding, tolerance, and respect among people from different cultural backgrounds.
Impact of Nollywood’s global reach on cultural understanding and acceptance.
Nollywood, Nigeria’s film industry, has witnessed significant growth in recent years, expanding its influence beyond the borders of Africa to a global audience. The global reach of Nollywood has played a crucial role in enhancing cultural understanding and acceptance by providing a platform for African stories, traditions, and values to be showcased internationally. With the advent of streaming platforms like Netflix, Nollywood films are now accessible to audiences worldwide, offering a window into African culture that was previously underrepresented in global media. As Agbo (2018) notes, Nollywood’s increasing visibility has allowed it to become a key cultural ambassador, promoting African perspectives and narratives in ways that challenge stereotypes and broaden the global understanding of Africa.
One of the key ways Nollywood contributes to cultural understanding is by providing authentic representations of African life and identity. Many of the films produced by Nollywood explore themes such as family dynamics, politics, love, and social issues, which resonate deeply with audiences both in Africa and around the world. According to Nwachukwu-Agbada (2012), Nollywood offers a rich portrayal of African traditions, languages, and customs, allowing international viewers to engage with Africa on a more intimate level. The exposure to these culturally specific stories fosters empathy and appreciation for African ways of life, thus promoting cross-cultural understanding. Moreover, Nollywood has highlighted the diversity within the African continent, showcasing different ethnic groups, languages, and regional traditions, thereby debunking the monolithic portrayal of Africa often seen in Western media.
The global success of Nollywood also plays a significant role in shifting perceptions and challenging stereotypes about Africa. In the past, Western media often depicted Africa through a lens of poverty, conflict, and despair. However, Nollywood has introduced a new narrative, one that emphasizes the continent’s resilience, creativity, and rich cultural heritage. By portraying African protagonists in a variety of contexts, from romantic relationships to business ventures, Nollywood has helped reshape global perceptions of African people. According to Haynes (2007), Nollywood’s ability to present complex, multi-dimensional characters and stories has contributed to a more nuanced understanding of Africa, moving beyond the stereotypical portrayals that have dominated global media for decades.
Furthermore, Nollywood’s global reach has contributed to the acceptance and celebration of African culture in the mainstream entertainment industry. As Nollywood continues to gain popularity, particularly in Western markets, there has been a growing recognition of African cinema as a legitimate and valuable part of global film culture. This acceptance has opened doors for greater collaboration between Nollywood and Hollywood, as well as other international film industries, fostering a cross-cultural exchange of ideas, talents, and resources. Nollywood’s ability to merge African storytelling traditions with global film production standards has also elevated its status as a respected global player in the entertainment industry. The increasing presence of Nollywood films on streaming platforms like Netflix is a testament to the growing demand for diverse cultural content, offering global audiences the opportunity to engage with African cinema on their own terms (Ogan, 2020).
The global reach of Nollywood has played a pivotal role in enhancing cultural understanding and acceptance by providing authentic representations of African life, challenging stereotypes, and promoting cross-cultural dialogue. By showcasing diverse African narratives and perspectives, Nollywood has helped reshape global perceptions of the continent, fostering greater empathy and appreciation for African culture. As Nollywood continues to grow in global prominence, it is likely to have an even greater impact on cultural exchange and acceptance, contributing to the global diversification of media and entertainment.
[bookmark: _Toc201116176]2.2	THEORETCAL FRAMEWORK
According to Sevenrin and Tankard (2001), a theory is "a set of systematic generalizations based on scientific findings and leading to more empirical observations." A theory, according to McQuail (2010), is a group of ideas that make an effort to explain or interpret a certain phenomenon. The provenance and status of these ideas can vary.
[bookmark: _Toc201116177]2.2.1	Diffusion of Innovations Theory
	The Diffusion of Innovations Theory, proposed by Everett Rogers in 1962, explains how new ideas, products, or cultural phenomena spread through societies over time. The theory identifies five stages in the diffusion process: knowledge, persuasion, decision, implementation, and confirmation. It also categorizes adopters into five groups—innovators, early adopters, early majority, late majority, and laggards—each of which plays a role in the spread of innovations (Rogers, 2003). In the context of Nollywood movies, social media acts as a key platform where Western audiences are exposed to Nigerian films, with early adopters using platforms like Instagram, Twitter, and YouTube to explore and share their experiences. These early adopters become opinion leaders, influencing the early majority to engage with Nollywood films, thus accelerating their adoption across different segments of Western society.
Moreover, the theory emphasizes the importance of communication channels in the diffusion process. Social media serves as an interactive channel where users actively participate in content sharing, creating a dynamic feedback loop that amplifies Nollywood’s visibility and appeal. The perceived attributes of Nollywood films—such as their relative advantage (unique cultural narratives), compatibility (themes of love, family, and resilience), and observability (easily viewable on digital platforms)—play crucial roles in their diffusion (Rogers, 2003). Consequently, the interplay between Nollywood's innovative storytelling and the power of social media creates a fertile environment for its films to gain acceptance among Western audiences. Thus, the Diffusion of Innovations Theory provides a robust framework for understanding how social media facilitates the global adoption of Nollywood films.
According to the theory, developed by Everett Rogers, provides a framework for understanding how Nollywood movies are adopted by Western audiences through social media platforms. This theory outlines the process by which innovations—such as Nollywood films—spread across different cultural groups through specific communication channels. It identifies key stages, including knowledge, persuasion, decision, implementation, and confirmation, which align with how Western audiences are exposed to, engage with, and eventually adopt Nollywood films (Rogers, 2003). Social media serves as the primary channel for disseminating information, with platforms like YouTube, Twitter, and Instagram providing visual content, trailers, and user-generated reviews that attract early adopters. These early adopters act as influencers who introduce Nollywood movies to broader Western audiences, thus facilitating the diffusion process.
Furthermore, the theory highlights the roles of perceived attributes such as relative advantage, compatibility, and observability in the adoption process. Nollywood films offer a relative advantage by showcasing unique cultural narratives, vibrant storytelling, and rich African heritage that appeal to global viewers seeking diverse content. Social media enhances compatibility by providing platforms where Western audiences can easily access, share, and discuss these films, thereby integrating Nollywood into their media consumption habits. Additionally, the visibility of Nollywood’s success through viral content, trending hashtags, and celebrity endorsements increases its observability, encouraging more viewers to explore these movies (Rogers, 2003). By linking social media dynamics with the stages of diffusion, this theory effectively explains how Nollywood films penetrate Western markets and gain cultural relevance.
[bookmark: _Toc201116178]2.3	EMPERICAL REVIEW
	The impact of social media on the adoption of Nollywood movies by Western audiences has been widely explored, with scholars examining how social media platforms contribute to the visibility and acceptance of Nigerian cinema beyond Africa. According to Ogan (2020), social media plays a pivotal role in the global dissemination of Nollywood films, especially by providing an accessible platform for Western viewers to discover and engage with African content. Social media's ability to promote and share content instantaneously facilitates the international spread of Nollywood films, reaching Western audiences who might not otherwise encounter these films. The use of hashtags, viral marketing campaigns, and online film festivals have all contributed to creating a global fanbase for Nollywood. For example, platforms like Twitter and Instagram have become vital spaces for discussions about Nollywood movies, influencing Western audiences’ perceptions of African culture and cinema.
Further empirical studies have focused on the role of social media influencers and online communities in driving the adoption of Nollywood films in Western markets. As noted by Lobato (2019), influencers with significant followings, particularly in the entertainment and lifestyle sectors, often promote Nollywood films through reviews, watch parties, and discussions. These influencers help bridge cultural gaps by introducing their followers to African cinema, which might otherwise be overlooked in mainstream media. Additionally, social media communities dedicated to African cinema provide spaces for Western audiences to interact with African film enthusiasts, exchanging views and promoting cross-cultural dialogue. This interaction between African and Western film fans on social media fosters an environment of cultural curiosity, leading to an increased interest in Nollywood films and ultimately their adoption by Western audiences.
Moreover, the Tribe Called Judah study highlights how Western audiences’ acceptance of Nollywood films is influenced by both cultural appeal and accessibility facilitated by social media. As the Tribe Called Judah (2022) research suggests, social media provides a sense of familiarity and connection with African stories by allowing Western audiences to directly interact with African filmmakers, actors, and other creatives. The research shows that Western audiences are more likely to engage with Nollywood films when they perceive them as relatable, culturally rich, and easily accessible. The Tribe Called Judah study further emphasizes that the marketing of Nollywood films on platforms such as Facebook, Instagram, and YouTube not only boosts awareness but also plays a significant role in shaping perceptions of African cinema, which can lead to increased viewership and adoption.


[bookmark: _Toc201116179]CHAPTER THREE
[bookmark: _Toc201116180]RESEARCH METHODOLOGY
[bookmark: _Toc201116181]3.0 Introduction
This chapter outlines the various methods and procedures adopted in collecting and analyzing data for this study titled “Impact of Social Media on the Adoption of Nollywood Movies by Western Audiences: A Case Study of A Tribe Called Judah.” The methodology provides the plan, structure, and strategy of investigation to address the research questions. It includes research design, target population, sample and sampling technique, research instrument, validity and reliability, sources of data, and method of data analysis.
[bookmark: _Toc201116182]3.1 Research Design
The study adopted a survey research design. This design was deemed appropriate because it allows for the collection of standardized data from a relatively large group of respondents. According to Kerlinger & Lee (2010), survey research is effective for investigating patterns of behavior, perception, and opinions among a population. This method was suitable to assess how social media platforms influence Western audiences’ perception and consumption of the Nollywood film A Tribe Called Judah.
[bookmark: _Toc201116183]3.2 Population of the Study
Adeleke (2013) defines population as the totality of elements from which a sample is drawn. In this study, the population consists of Western audiences who have been exposed to or have interacted with content related to A Tribe Called Judah through social media platforms such as YouTube, Facebook, Instagram, TikTok, and Twitter. For manageability and accessibility, the study focused on Nigerian diaspora and international viewers residing in select Western countries (e.g., USA, UK, and Canada) who engage with Nollywood content online.
[bookmark: _Toc201116184]3.3 Sample Size
As it is often impractical to study an entire population, a sample was drawn using the Taro Yamane formula to determine the appropriate size for the study:

Where:
· n = sample size
· N = estimated population of targeted online viewers (approx. 10,000 followers/viewers engaged with A Tribe Called Judah social media promotions)
· e = margin of error (0.1)

A total sample size of 100 respondents was therefore selected for the study.
[bookmark: _Toc201116185]3.4 Sampling Technique
The study employed a multi-stage sampling technique. In the first stage, purposive sampling was used to identify active social media users who follow Nollywood-related content. In the second stage, snowball sampling was used to recruit more respondents based on referrals from the initial participants. This approach was appropriate given the online nature of the audience and the specificity of the movie A Tribe Called Judah.
[bookmark: _Toc201116186]3.5 Research Instrument
A structured questionnaire was the primary instrument used for data collection. According to Saul McLeod (2015), a questionnaire is an effective tool for gathering data from a large audience in a short time. The questionnaire was divided into three sections:
· Section A: General exposure and awareness of Nollywood and A Tribe Called Judah
· Section B: Questions on the influence of social media in the decision to view Nollywood content
· Section C: Demographic data such as age, gender, country of residence, and preferred social media platforms
[bookmark: _Toc201116187]3.6 Validity and Reliability of the Instrument
To ensure the validity of the questionnaire, the instrument was vetted by experts in media and communication studies. A pilot test was conducted using 10 respondents from the Nigerian diaspora to ensure clarity, relevance, and consistency of the items. Adjustments were made where necessary. The reliability of the instrument was confirmed using the Cronbach Alpha technique, which yielded a satisfactory reliability coefficient above 0.7.
[bookmark: _Toc201116188]3.7 Method of Data Collection
The questionnaire was administered electronically through email and social media platforms (e.g., WhatsApp, Facebook Messenger). Respondents were given a 48-hour window to complete and submit the forms. The online format was convenient and ensured broader reach to the intended Western audience.
[bookmark: _Toc201116189]3.8 Method of Data Analysis
Data collected from the respondents were analyzed using descriptive statistics such as frequency counts and percentages. Cross-tabulation was employed to examine the relationship between social media exposure and movie adoption. Chi-square (χ²) statistical tests were also used to determine the significance of associations between variables.


[bookmark: _Toc201116190]CHAPTER FOUR
[bookmark: _Toc201116191]DATA PRESENATION, ANALYSIS AND INTERPRETATION
[bookmark: _Toc201116192]4.0	INTRODUCTION
This chapter is based on the presentation of data and analysis of the result obtained from respondents during field survey. A total of one hundred (100) questionnaires were administered to respondents via online through the instrumentation of google form (e-questionnaire). All the questionnaire copies were also completed and submitted online. The data obtained in the field survey were presented and analyzed below using chi-square (x2) method.
[bookmark: _Toc201116193]4.1	ANALYSIS OF FIELD PERFORMANCE OF THE INSTRUMENT
[bookmark: _Toc201116194]4.1.1	Analysis of Respondents’ Demographic
Table 1: Gender of Respondents
	Options
	Frequency
	Percentage (%)

	Female
	51
	51%

	Male
	49
	49%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The table above shows that 51(51%) of 100 respondents that participated in this study are male while 49(49%) of the respondents are female. This shows that all the data collected for this study are retrieved from both sexes.
Table 2: Marital Status 
	Options
	Frequency
	Percentage (%)

	Married
	18
	18%

	Single
	80
	80%

	Others 
	2
	2%

	Total 
	100
	             100%


Source: Field Survey, 2025
Analysis: From the table presented above, its shows that 18(18%) are married, 80(80%) of overall respondents are single, while 2(2%) represents others.


Table 3: Age  
	Options
	Frequency
	Percentage (%)

	20-25
	73
	73%

	26-29
	22
	22%

	30 & above
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: From the table above, it shows that 73 respondents representing 73% of the overall sampled respondents are between the age of 20-25 years. 22(22%) of the total respondents are between the age of 26-29 while 5 of the total respondents representing 5% of the sampled respondents are 30 years and above.
Table 4: Academic Qualifications
	Options
	Frequency
	Percentage (%)

	Secondary School
	9
	9%

	Diploma
	46
	46%

	Bachelor’s Degree
	29
	29%

	Postgraduate
	16
	16%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The table above shows that 9(9%) of the total respondents visited secondary school. 46(46%) of the overall sampled respondents has diploma.  29(29%) of the overall sample respondents has Bachelor’s degree while 16 of the total respondents representing 16% of the overall sampled respondent are postgraduate.
Table 5: Religion 
	Options
	Frequency
	Percentage (%)

	Christian
	30
	30%

	Islam 
	70
	70%

	Others
	-
	-

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The table above shows that 30(30%) of the total respondents are Christian, 70(70%) are Islam while none of the respondents belongs to others. 
Table 6: Which social media platform influenced your decision to watch A Tribe Called Judah the most?
	Options
	Frequency
	Percentage (%)

	Facebook
	18
	18%

	Instagram
	33
	33%

	Twitter
	25
	25%

	Tiktok
	24
	24%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The table above shows that 18(18%) f the total respondents claims that they mostly use Facebook as their social networking site. 33(33%) of the total respondents uses instagram. 25(25%) of the overall respondents uses Twitter while 24(24%) respondents of the overall sampled respondents uses Tiktok as their mostly use social media platform influenced.  
[bookmark: _Toc201116195]4.1.2	Analysis of Questions and Likert Scale Statements in the Research Instrument
Table 7: How often do you see content about Nollywood movies on social media?
	Options
	Frequency
	Percentage (%)

	Very Frequently
	42
	42%

	Rarely
	20
	20%

	Occasionally 
	34
	34%

	Never 
	4
	4%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The table above shows that 42(42%) of the total respondents claims that they come across content about Nollywood movies on social media. Very Frequently. 20(20%) of the total respondents claims that they come across content about Nollywood movies on social media.  Rarely.34(34%) of the respondents claims that they come across content about Nollywood movies on social media.  occasionally while 1(1%) respondents they never claims that they come across content about Nollywood movies on social media. 
Table 8: What type of social media content influenced your decision to watch A Tribe Called Judah?
	Options
	Frequency
	Percentage (%)

	Movie trailer and teasers
	30
	30%

	Influencer or celebrity reviews
	29
	29%

	Social media trends and challenges
	16
	16%

	Movie clips or scenes
	19
	19%

	User-generated content
	6
	6%

	Total
	100
	100%


Source: Field Survey, 2025
From the table presented above, 30 respondents representing 30% of the total respondents indicated that movie trailer and teasers influenced their decision to watch  A Tribe Called Judah. 29 (29%) respondents on the other hand alluded that celebrity review influence their decision to watch the movie. 16 (16%) respondents indicated that social media and challenges influence them to watch the movie. 19(19%) respondents admitted that movie clips and scenes motivated them to watch the movie while 6 (6%) other respondents admitted that user generated contents influenced them to watch the movie. This data indicated that majority of the respondents are motivated to watch A Tribe called Judah due to the movie trailer and teasers they are exposed to.
Table 9: In what way do you think social media has helped Nollywood movies gain Western audience acceptance?
	Options
	Frequency
	Percentage (%)

	Increased visibility and awareness
	38
	38%

	Influencers and celebrity endorsement
	32
	31%

	Social media challenge and trends
	23
	23%

	Streaming platform promotion
	8
	8%

	Total
	100
	100%


Source: Field Survey, 2025
The table presented above shows data collected to establish how social media has helped Nollywood movies gain western audience and acceptance. 38 respondents representing 38% of the total sampled respondents admitted that the increased visibility and awareness created for Nollywood movies on social media help Nollywood movies gain western audience and acceptance. 32 respondents being 32% of the total sampled respondents alluded that influencers and celebrity endorsement make Nollywood movies gain western audience and acceptance. Meanwhile, 23 respondents representing 23% of the overall sampled respondents claimed that social media challenge and trends increased the western awareness and acceptance of Nollywood movies while 8 respondents representing 8% of the sampled respondents believed that streaming platform promote the awareness of Nollywood movies to western audience. Hence, the data analyzed above signifies that Nollywood movies gain awareness and acceptance in the western world as a result of influencers and celebrity endorsement and increased visibility and awareness
Table 10 Engaging with Nollywood content on social media has increased my interest in African cinema.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	18
	18%

	Agree
	43
	43%

	Neutral
	19
	19%

	Disagree
	15
	15%

	Strongly disagree
	11
	11%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, it shows the answer of the respondents to the question: Engaging with Nollywood content on social media has increased my interest in African cinema.18(18%) respondents strongly agree, 36(36%) respondents agree, 19(19%) respondents were neutral, 9(9%) respondents disagree while 11(11%) respondents strongly disagree that  Engaging with Nollywood content on social media has increased my interest in African cinema.

Table 11: Reviews and recommendations from influencers or celebrities influence my decision to watch Nollywood movies.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	19
	19%

	Agree
	36
	36%

	Neutral
	19
	19%

	Disagree
	15
	15%

	Strongly disagree
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, it shows the answer of the respondents to the question Reviews and recommendations from influencers or celebrities influence my decision to watch Nollywood movies. 19(19%) respondents strongly agree, 36(36%) respondents agree, 19(19%) respondents were neutral, 15(15%) respondents disagree while 11 (11%) respondents strongly disagree that The Reviews and recommendations from influencers or celebrities influence my decision to watch Nollywood movies.
Table 12: I believe Nollywood movies deserve more recognition in Western entertainment industries.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	22
	22%

	Agree
	39
	39%

	Neutral
	22
	22%

	Disagree
	7
	7%

	Strongly disagree
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, it shows 22(22%) the answer of the respondents to the question: I believe Nollywood movies deserve more recognition in Western entertainment industries. 39(2%) respondents strongly agree, 22(22%) respondents agree and were neutral, 7(7%) respondents disagree while 10(10%) respondents strongly disagree that I believe Nollywood movies deserve more recognition in Western entertainment industries.
Table 13: Nollywood movies are becoming more appealing to Western audiences due to social media exposure.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	24
	24%

	Agree
	39
	39%

	Neutral
	23
	23%

	Disagree
	5
	5%

	Strongly disagree
	8
	8%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, it shows the answer of the respondents to the question: Nollywood movies are becoming more appealing to Western audiences due to social media exposure. 24(24%) respondents strongly agree, 39(39%) respondents agree, 23(23%) respondents were neutral, 5(5%) respondents disagree while 8(8%) respondents strongly disagree that Nollywood movies are becoming more appealing to Western audiences due to social media exposure.
Table 14: Social media campaigns and influencer endorsements are effective in attracting global viewers to Nollywood.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	18
	18%

	Agree
	45
	45%

	Neutral
	22
	22%

	Disagree
	9
	9%

	Strongly disagree
	6
	6%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, it shows the answer of the respondents to the question: Social media campaigns and influencer endorsements are effective in attracting global viewers to Nollywood. 18(18%) respondents strongly agree, 45(45%) respondents agree, 22(22%) respondents were neutral, 9(9%) respondents disagree while 6(6%) respondents strongly disagree that Social media campaigns and influencer endorsements are effective in attracting global viewers to Nollywood.
Table 15: Movie trailers and teasers on social media make me more likely to watch a Nollywood film.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	30
	30%

	Agree
	42
	42%

	Neutral
	16
	16%

	Disagree
	11
	11%

	Strongly disagree
	1
	1%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, it shows the answer of the respondents to the question: Movie trailers and teasers on social media make me more likely to watch a Nollywood film. 30(30%) respondents strongly agree, 42(42%) respondents agree, 16(16%) respondents were neutral, 12(12%) respondents disagree while 1(1%) respondents strongly disagree Youths in Ilorin are actively involved in Movie trailers and teasers on social media make me more likely to watch a Nollywood film.
Table 16: I frequently see content about Nollywood movies on my social media feeds.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	25
	25%

	Agree
	46
	46%

	Neutral
	9
	9%

	Disagree
	13
	13%

	Strongly disagree
	7
			7%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, it shows the answer of the respondents to the question: I frequently see content about Nollywood movies on my social media feeds. 25(25%) respondents strongly agree, 46(46%) respondents agree, 9(9%) respondents were neutral, 13(13%) respondents disagree while 7(7%) respondents strongly disagree that I frequently see content about Nollywood movies on my social media feeds.
Table 17: I am more likely to watch another Nollywood movie if I see positive social media engagement about it.
	Options
	Frequency
	Percentage (%)

	
	
	

	Strongly agree
	33
	33%

	Agree
	46
	46%

	Neutral
	16
	16%

	Disagree
	4
	4%

	Strongly disagree
	1
	1%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, it shows the answer of the respondents to the question: I am more likely to watch another Nollywood movie if I see positive social media engagement about it. 33(3%) respondents strongly agree, 46(46%) respondents agree, 16(16%) respondents were neutral, 4(4%) respondents disagree while 1(1%) respondents strongly disagree that I am more likely to watch another Nollywood movie if I see positive social media engagement about it.
Table 18: The quality of A Tribe Called Judah met or exceeded my expectations.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	49
	49%

	Agree
	30
	30%

	Neutral
	11
	11%

	Disagree
	2
	2%

	Strongly disagree
	8
	8%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: From the table presented above, it shows the answer of the respondents to the question: The quality of A Tribe Called Judah met or exceeded my expectations would be limited. 49(49%) respondents strongly agree, 30(30%) respondents agree, 11(11%) respondents were neutral, 2(2%) respondents disagree while 8(8%) respondents strongly disagree that The quality of A Tribe Called Judah met or exceeded my expectations.
[bookmark: _Toc201116196]4.2	ANALYSIS OF RESEARCH QUESTION
Research Question one: How do social media platforms promote Nollywood movies to Western audiences?
Table 6, 7, 8 and 9 answers research question one. 18(18%) f the total respondents claims that they mostly use Facebook as their social networking site. 33(33%) of the total respondents uses instagram. 25(25%) of the overall respondents uses Twitter while 24(24%) respondents of the overall sampled respondents uses Tiktok as their mostly use social media platform influenced.  42(42%) of the total respondents claims that they come across content about Nollywood movies on social media. Very Frequently. 20(20%) of the total respondents claims that they come across content about Nollywood movies on social media.  Rarely.34(34%) of the respondents claims that they come across content about Nollywood movies on social media.  occasionally while 1(1%) respondents they never claims that they come across content about Nollywood movies on social media. 30 respondents representing 30% of the total respondents indicated that movie trailer and teasers influenced their decision to watch  A Tribe Called Judah. 29 (29%) respondents on the other hand alluded that celebrity review influence their decision to watch the movie. 16 (16%) respondents indicated that social media and challenges influence them to watch the movie. 19(19%) respondents admitted that movie clips and scenes motivated them to watch the movie while 6 (6%) other respondents admitted that user generated contents influenced them to watch the movie. This data indicated that majority of the respondents are motivated to watch A Tribe called Judah due to the movie trailer and teasers they are exposed to. Lastly, 38 respondents representing 38% of the total sampled respondents admitted that the increased visibility and awareness created for Nollywood movies on social media help Nollywood movies gain western audience and acceptance. 32 respondents being 32% of the total sampled respondents alluded that influencers and celebrity endorsement make Nollywood movies gain western audience and acceptance. Meanwhile, 23 respondents representing 23% of the overall sampled respondents claimed that social media challenge and trends increased the western awareness and acceptance of Nollywood movies while 8 respondents representing 8% of the sampled respondents believed that streaming platform promote the awareness of Nollywood movies to western audience. Hence, the data analyzed above signifies that Nollywood movies gain awareness and acceptance in the western world as a result of influencers and celebrity endorsement and increased visibility and awareness
Research question two: What types of social media content are most effective in attracting Western viewers to Nollywood films?
Table 10, 11 and 12 answers research question two. 18(18%) respondents strongly agree, 36(36%) respondents agree, 19(19%) respondents were neutral, 9(9%) respondents disagree while 11(11%) respondents strongly disagree that  Engaging with Nollywood content on social media has increased my interest in African cinema. 19(19%) respondents strongly agree, 36(36%) respondents agree, 19(19%) respondents were neutral, 15(15%) respondents disagree while 11 (11%) respondents strongly disagree that The Reviews and recommendations from influencers or celebrities influence my decision to watch Nollywood movies. Lastly, 22(22%) the answer of the respondents to the question: I believe Nollywood movies deserve more recognition in Western entertainment industries. 39(2%) respondents strongly agree, 22(22%) respondents agree and were neutral, 7(7%) respondents disagree while 10(10%) respondents strongly disagree that I believe Nollywood movies deserve more recognition in Western entertainment industries.
Research Question three: What is the role of social media influencers and campaigns in shaping Western audiences' perceptions of Nollywood movies?
Table 13, 14 and 15 answers research question three. 24(24%) respondents strongly agree, 39(39%) respondents agree, 23(23%) respondents were neutral, 5(5%) respondents disagree while 8(8%) respondents strongly disagree that Nollywood movies are becoming more appealing to Western audiences due to social media exposure. 18(18%) respondents strongly agree, 45(45%) respondents agree, 22(22%) respondents were neutral, 9(9%) respondents disagree while 6(6%) respondents strongly disagree that Social media campaigns and influencer endorsements are effective in attracting global viewers to Nollywood. Lastly, 30(30%) respondents strongly agree, 42(42%) respondents agree, 16(16%) respondents were neutral, 12(12%) respondents disagree while 1(1%) respondents strongly disagree Youths in Ilorin are actively involved in Movie trailers and teasers on social media make me more likely to watch a Nollywood film.
Research Question four: What challenges do Nollywood filmmakers face in using social media to sustain audience retention and engagement in Western countries?
Table 16, 17 and 18 answers research question four. 25(25%) respondents strongly agree, 46(46%) respondents agree, 9(9%) respondents were neutral, 13(13%) respondents disagree while 7(7%) respondents strongly disagree that I frequently see content about Nollywood movies on my social media feeds. 33(3%) respondents strongly agree, 46(46%) respondents agree, 16(16%) respondents were neutral, 4(4%) respondents disagree while 1(1%) respondents strongly disagree that I am more likely to watch another Nollywood movie if I see positive social media engagement about it. Lastly 49(49%) respondents strongly agree, 30(30%) respondents agree, 11(11%) respondents were neutral, 2(2%) respondents disagree while 8(8%) respondents strongly disagree that The quality of A Tribe Called Judah met or exceeded my expectations.
[bookmark: _Toc201116197]4.3	Discussion of Findings
The findings of this study reveal that social media has played a pivotal role in enhancing the visibility and global recognition of A Tribe Called Judah, significantly influencing its adoption by Western audiences. Platforms such as Instagram, X (formerly Twitter), Facebook, and TikTok served as tools for real-time promotions, behind-the-scenes insights, and fan-generated content that created a viral effect. The active social media presence of Nollywood celebrities and influencers—especially Funke Akindele, the film’s producer—was instrumental in creating a buzz that extended beyond Nigerian borders. This exposure generated interest among Western viewers who increasingly rely on online platforms for discovering international content.
Moreover, the study finds that user engagement through social media reviews, hashtags, and trailer shares significantly contributed to audience perceptions and decision-making. Hashtags like #ATribeCalledJudah and #FunkeAkindele trended during the film’s release period, facilitating online discussions and drawing the attention of global streaming platforms and diaspora communities. These interactions fostered a sense of community and curiosity among Western audiences, especially African diaspora groups who act as cultural bridges between Nollywood and Western film consumers. As such, social media not only amplified awareness but also shaped positive expectations and legitimacy of the film among international viewers.
Finally, findings also indicate that social media helped overcome traditional marketing barriers and distribution limitations that previously hindered Nollywood’s international reach. Through coordinated campaigns and virality, A Tribe Called Judah gained momentum and accessibility via platforms like YouTube for trailers and Netflix for streaming. Western audiences, particularly younger viewers accustomed to digital entertainment, responded positively to the interactive, grassroots promotion style that social media supports. In essence, social media served as a democratizing tool that allowed A Tribe Called Judah to bypass conventional gatekeepers and resonate within the global film conversation.
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[bookmark: _Toc140417170][bookmark: _Toc201116199]SUMMARY, CONCLUSION, AND RECOMMENDATIONS
[bookmark: _Toc201116200]5.1	Summary
This research study examines “Impact of social media on the adoption of nollywood movies by western audience”. This research work is divided into five chapters. Each chapter reviewed step approach for easy presentation to the research contents.
Chapter one focuses on the background of the study, statement of the research problem, research objectives, research questions, significance of the study, scope of the study and definition of terms. Chapter two of this research work opines on the theoretical context relevant to the study and in view of this, social responsibility theory of the media was adopted with various conceptual thesis used to explain the variables in the study. Chapter three of this research work contains research design adopted in the study, population of reasearch study, sample size and sampling techniques while the researcher use questionnaire as instrument validity and reliability to the instrument, method of administration of the instrument and method of data presentation and analysis. Chapter four explained how data gathered were analyzed for proper understanding it also contained how data were represented. Chapter five clearly summarized the chapters from chapter one to four and also contained conclusion and recommendation of the study.
[bookmark: _Toc140417172][bookmark: _Toc201116201]5.2	Conclusion
This research concludes that social media is a vital tool in enhancing the global adoption of Nollywood films. Using A Tribe Called Judah as a case study, it becomes evident that strategic social media use can amplify the international visibility and reception of Nigerian films. The study underscores that Western audiences are increasingly responsive to diverse cultural narratives—particularly when those narratives are effectively communicated and accessible through social platforms.
[bookmark: _Toc140417173]The case also illustrates that content virality, driven by emotional storytelling and digital word-of-mouth, can bridge cultural gaps and stimulate cross-border viewership. Thus, Nollywood filmmakers can no longer afford to ignore the influence of digital ecosystems in shaping film consumption patterns globally.
[bookmark: _Toc140417174][bookmark: _Toc201116203]5.3	Recommendations
i. increased Investment in Digital Marketing: Nollywood producers should allocate substantial resources toward social media marketing, including paid ads, influencer partnerships, and content creation tailored for Western audiences.
ii. Localized Content Strategy: To attract Western viewers, producers should consider subtitles, culturally adaptive promotional content, and collaborations with international content creators to interpret and promote Nollywood films across different cultural lenses.
iii. Partnerships with Global Streaming Services: Films like A Tribe Called Judah should leverage platforms like Netflix, Amazon Prime, and Disney+ for wider reach. These platforms often support global distribution strategies that include algorithmic recommendations influenced by online buzz.
iv. Leverage Data Analytics: Using tools like Google Analytics, Meta Insights, and YouTube Studio, filmmakers can track engagement trends, audience demographics, and feedback to refine their promotional strategies and content alignment.
v. Cultural Ambassadorship and Branding: Nollywood stakeholders should see social media not just as a tool for advertising but also for brand building. Highlighting Nigeria’s rich culture, traditions, and creativity through recurring themes and characters can enhance emotional connection with global audiences.
vi. Continuous Engagement Post-Release: Engagement should not end after the premiere. Post-release strategies like online discussions, cast interviews, fan challenges, and sequels teasers help sustain interest and foster loyalty among international fans.
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[bookmark: _Toc201116205]APPENDIX
QUESTIONNAIRE
SECTION A: Demographic Profile of Respondent
1. Gender:  (a) Male [ ] (b) Female [ ] 
2. Age: (a) 20-25 [  ] (b) 26-29 [  ] (c) 30 & above [  ]
3. Academic Level: (a) Secondary School [  ]    (b) Diploma [  ]    (c) Bachelor’s Degree [  ]   (d) Postgraduate [ ]
4. Marital status: (a) Single [  ] (b) Married [   ] (c) Others [  ]
5. Religion: (a) Christian [  ]  (b) Islam [  ]  (c) Others [  ] 
SECTION B: Questions on the Research Study
6. Which social media platform influenced your decision to watch A Tribe Called Judah the most? (a) Instagram [ ] (b) Twitter (X) [ ] (c) Facebook [ ] (d) TikTok  [ ] 
7. How often do you see content about Nollywood movies on social media? (a) Very Frequently [ ]  (b) Occasionally [ ]  (c) Rarely [ ]  (d) Never [ ] 
8. What type of social media content influenced your decision to watch A Tribe Called Judah? (a) Movie trailer and teasers [ ] (b) Influencer or celebrity reviews [ ]  (c) Social media trends and challenges [ ]  (d) Movie clips or scenes [ ] (e) User-generated content (memes, discussion etc.) 
9. In what way do you think social media has helped Nollywood movies gain Western audience acceptance? (a) Increased visibility and awareness [ ] (b) Influencers and celebrity endorsement [ ] (c) Social media challenge and trends [ ] (d) Streaming platform promotion [
SECTION C: Likert Scale Statements
Keywords: Strongly agree [SA] - Agree [A] – Neutral [N] - Disagree	[D]-Strongly disagree [SD] 
	S/N
	STATEMENTS
	OPTIONS

	
	
	SA
	A
	N
	D
	SD

	10.
	Engaging with Nollywood content on social media has increased my interest in African cinema.
	
	
	
	
	

	11.
	Reviews and recommendations from influencers or celebrities influence my decision to watch Nollywood movies.
	
	
	
	
	

	12.
	I believe Nollywood movies deserve more recognition in Western entertainment industries.
	
	
	
	
	

	13.
	Nollywood movies are becoming more appealing to Western audiences due to social media exposure.
	
	
	
	
	

	14.
	Social media campaigns and influencer endorsements are effective in attracting global viewers to Nollywood.
	
	
	
	
	

	15.
	Movie trailers and teasers on social media make me more likely to watch a Nollywood film.
	
	
	
	
	

	16.
	I frequently see content about Nollywood movies on my social media feeds.
	
	
	
	
	

	17.
	I am more likely to watch another Nollywood movie if I see positive social media engagement about it.
	
	
	
	
	

	18.
	The quality of A Tribe Called Judah met or exceeded my expectations.
	
	
	
	
	



