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CHAPTER ONE
1.1	Background to the study
Social media is a phenomenon that has drawn a lot of attention both to companies and individuals interacting on the networking landscape. However, when it comes to giving a clear definition of what social media really is, the understanding of the term is very minimal. Managers and academic researchers seem to differ on how social media differ from interchangeable related concept web 2.0 and User Generated Content (Kaplan and Haenlein: 2019). Looking way back into the history of the internet where social media might have evolved from, a clear understanding of related concepts can be derived. Keaveney, S. M. (2015). 
Social media are computer-mediated technologies that facilitate the creation and sharing of information, ideas, career interests and other forms of expression via virtual communities and networks. Social media becomes effective through a process called "building social authority". One of the foundation concepts in social media has become that you cannot completely control your message through social media but rather you can simply begin to participate in the "conversation" expecting that you can achieve a significant influence in that conversation (Jacob & Andrew, 2016).
However, this conversation participation must be cleverly executed because although people are resistant to marketing in general, they are even more resistant to direct or overt marketing through social media platforms. This may seem counterintuitive but it is the main reason building social authority with credibility is so important. A marketer can generally not expect people to be receptive to a marketing message in and of itself. Fitzsimons, G. M. (2012). 
Social media has changed the way people interact, share information, and make purchasing decisions. Businesses have had to adapt their marketing strategies to keep up with the changing times since the introduction of these platforms. Social media influencer marketing has emerged as one of the most important aspects of modern marketing, and it is being adopted by businesses of all sizes. Sarstedt, M. (2015). 
An individual who enjoys immense popularity on networks such as Instagram, Twitter, and YouTube is referred to as a social media influencer. They are regarded as experts or trend setters in their field, with the ability to sway their followers’ opinions and purchasing decisions. These influencers have developed a trusting and credible relationship with their followers, making them an ideal partner for businesses looking to reach a larger, more engaged audience. Ringle, C. M. (2019). 
The role of social media influencers is vital in modern marketing as they connect businesses with their target audience. By collaborating with influencers, businesses can reach a wider and more engaged audience, generate buzz and promote their goods or services in a more authentic and relatable way. Beatty, S. E. (2020). 
The evolution of social media has transformed the way businesses and individuals communicate, share information, and interact. Social media platforms, such as Facebook, Instagram, Twitter, and LinkedIn, have become essential tools for marketing, enabling organizations to engage with a wide audience and promote their goods and services effectively. These platforms provide real-time communication channels, personalized advertising, and opportunities for consumer feedback, making them indispensable in modern marketing strategies.  Ibrahim, R. S. (2019). 
In Nigeria, the use of social media for marketing has gained significant traction due to the increasing number of internet users and Smartphone penetration. Kwara State Polytechnic, a prominent academic institution, serves as a microcosm of this trend, with a diverse population of students, staff, and community members who actively engage with social media. These individuals represent a critical demographic for studying audience perception of social media's role in marketing. David G. (2022). 
The study focuses on understanding how the audience perceives social media as a marketing tool in Kwara State Polytechnic. It seeks to explore their level of trust, engagement, and responsiveness to marketing campaigns on social media platforms. Additionally, it examines the effectiveness of social media in influencing consumer behavior, promoting local businesses, and enhancing brand visibility.
However, every brand or business begins and end with advertising, thus, many businesses and brands now desperately looking for effective means to promote their brands and one of the recent strategies and tactics in the use of social media influencer. This research is particularly important in the context of a developing economy like Nigeria, where traditional marketing methods are often costly and less interactive. Social media offers a cost-effective and dynamic alternative, enabling businesses to reach targeted audiences and foster meaningful relationships. By analyzing the perceptions and attitudes of the Kwara State Polytechnic audience, this study aims to provide insights into the factors that drive social media marketing success and its impact on consumer behavior.
Ultimately, the findings will contribute to a deeper understanding of the role social media plays in enhancing the marketing of goods and services, particularly in an educational and entrepreneurial environment, and offer practical recommendations for businesses and marketers seeking to optimize their social media strategies.
1.2	Statement of the problem
Social media marketing has risen in popularity, but many businesses are still confused how to harness social media superstars' influence to develop efficient marketing strategies and raise brand awareness through social media. This research proposes audience perception of social media as a tool for enhancing marketing of goods and services among Kwara State Polytechnic, thus, social media marketing proving to gain a better knowledge of how content brand strategy is implemented through social media events.
The advent of social media has revolutionized the marketing landscape, providing businesses with innovative ways to promote goods and services. However, the extent to which social media is perceived as an effective marketing tool among different audiences, particularly in specific communities, remains underexplored. In Kwara State Polytechnic, where a significant portion of the population consists of young, tech-savvy individuals, social media usage is widespread. Yet, the audience's perception of its effectiveness in enhancing marketing efforts varies based on factors such as familiarity with social media platforms, trust in online advertising, and awareness of digital marketing strategies.
Despite the growing adoption of social media for marketing, businesses often struggle to engage their target audiences effectively. This challenge is compounded by skepticism toward online promotions and a lack of understanding about how these platforms influence consumer behavior. Additionally, there is limited research focusing on the perceptions and attitudes of polytechnic students and staff who represent a diverse demographic group toward social media as a marketing tool.
This study seeks to address the gap by examining how audiences within Kwara State Polytechnic perceive social media's role in marketing goods and services. It aims to explore the factors that influence these perceptions, assess the level of trust and engagement with social media marketing, and determine its impact on purchasing decisions. Ultimately, the findings will provide insights into optimizing social media as a marketing channel for businesses targeting this demographic.
1.3	Objectives of the study
· To assess how the target audience perceives social media as a marketing tool for goods and services
· To identify the most effective platforms for marketing goods and services among Kwara State Polytechnic students
· To evaluate the challenges and limitations of using social media for marketing among the Polytechnic's audience.
· To know the strategies to optimize social media marketing for businesses among Kwara State Polytechnic students
1.4	Research Questions
1. What is the target audience perceives social media as a marketing tool for goods and services?
2. Which social media is the most effective platforms for marketing goods and services among Kwara State Polytechnic students?
3. What are the challenges and limitations of using social media for marketing among the Polytechnic's audience?
4. What are the strategies use to optimize social media marketing for businesses among Kwara State Polytechnic students?
1.5	Significance of the Study
This research work is significance because it sheds light on how young people, particularly students, engage with social media marketing, offering insights into their buying preferences and decision-making processes and students who are entrepreneurs or aspiring marketers can apply the insights to better use social media for promoting their products or services.
The findings can help marketers craft tailored strategies for engaging a student demographic, optimizing content, and maximizing the impact of social media campaigns. The research will make contributes to the body of knowledge on marketing and communication, serving as a reference for future studies on digital marketing and consumer behavior and Institutions like Kwara State Polytechnic can leverage the findings to foster partnerships with brands for mutual benefit, such as promoting student-focused goods and services.
 1.6	Scope of the study
The scope of the study on audience perception of social media as a tool for enhancing marketing of goods and services among Kwara State Polytechnic students is focused on exploring how students at the polytechnic perceive the role of social media in marketing.
Research will examining how students perceive promotional techniques such as influencer marketing, ads, direct sales, and customer engagement on social media and which social media platforms such as Facebook, Instagram, Twitter, TikTok, and WhatsApp, as they are commonly used for marketing and engagement among youths. Thus, the research will consider perceptions during a defined period to ensure relevance to current social media trends and marketing practices.
1.7	Definition of key terms
1. Audience: An Audience is a group of people who participate in a show or encounter a work of art, literature (in which they are called "readers"), theatre, music (in which they are called "listeners"), video games (in which they are called "players"), or academics in any medium.
2. Social media influencer: are people who have built a reputation for their knowledge and expertise on a specific topic. They make regular posts about that topic on their preferred social media channels and generate large followings of enthusiastic, engaged people who pay close attention to their views.
3. Goods and Service: Goods and services are products and activities that are bought and sold in an economy, and are essential to economic activity and trade. The main difference between goods and services is that goods are tangible, while services are intangible.
4. Perception: is the way you think about or understand someone or something. The ability to understand or notice something easily. The way that you notice or understand something using one of your senses.
5. Marketing strategies: A marketing strategy contains the company's value proposition, key brand messaging, data on target customer demographics, and other high-level elements.
6. Brand promotion: is the way to inform, remind, persuade convincingly, and influence the consumers to drive their decision towards purchasing the product or service under a brand.
7. Accessories: These are items that complement outfits e.g. sunglasses, earrings, rings, bracelet, shoes, belts, bags.
8. Celebrities’: Personalities‟ who are famous as a result of their achievements.
9. Styles: This is the manner in which people personalize their own brand.


CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
In the course of gathering materials for this review, the researcher made extensive use of libraries, archives, media institutions and other relevant sources of secondary data. This chapter focused on the concept of perception, its measurement, and relationship with image, empirical studies and lastly the theoretical framework.
Literature review or narrative review however, is a type of review article. A literature review is a scholarly paper, which includes the current knowledge including substantive findings, as well as theoretical and methodological contributions to a particular topic. Literature reviews are secondary sources, and do not report new or original experimental work. Most often associated with academic-oriented literature, such reviews are found in academic journals, and are not to be confused with book reviews that may also appear in the same publication. Literature reviews are a basis for research in nearly every academic field.
2.1	CONCEPTUAL FRAMEWORK
2.1.1	Concept of Social Media
Social media are computer-mediated technologies that facilitate the creation and sharing of information, ideas, career interests and other forms of expression via virtual communities and networks. The variety of stand-alone and built-in social media services currently available introduces challenges of definition; however, there are some common features:
1. Social media are interactive Web 2.0Internet-based applications.
2. User-generated content, such as text posts or comments, digital photos or videos, and data generated through all online interactions, is the lifeblood of social media.
3. Users create service-specific profiles for the website or app that are designed and maintained by the social media organization.
4. Social media facilitate the development of online social networks by connecting a user's profile with those of other individuals or groups.
Social media originated as a way to interact with friends and family but was later adopted by businesses that wanted to take advantage of a popular new communication method to reach out to customers. The power of social media is the ability to connect and share information with anyone on Earth, or with many people simultaneously.
Globally, there are more than 3.8 billion social media users. Social media is an ever-changing and ever-evolving field, with new apps such as TikTok and Clubhouse coming out seemingly every year, joining the ranks of established social networks like Facebook, YouTube, Twitter, and Instagram. By 2023, the number of social media users in the United States is forecast to increase to approximately 257 million.
According to the Pew Research Center, social media users tend to be younger. Nearly 90 percent of people between the ages of 18 and 29 used at least one form of social media. Further, these users tend to be better educated and relatively wealthy, or earning over $75,000 per year.
The PLATO system launched in 1960, after being developed at the University of Illinois and subsequently commercially marketed by Control Data Corporation. It offered early forms of social media features with 1973-era innovations such as Notes, PLATO's message-forum application; TERM-talk, its instant-messaging feature; Talkomatic, perhaps the first online chat room; News Report, a crowd sourced online newspaper, and blog; and Access Lists, enabling the owner of a note file or other application to limit access to a certain set of users, for example, only friends, classmates, or co-workers.
ARPANET, which first came online in 1967, had by the late-1970s developed a rich cultural exchange of non-government/business ideas and communication, as evidenced by the network etiquette (or 'netiquette') described in a 1982 handbook on computing at MIT's Artificial Intelligence Laboratory. ARPANET evolved into the Internet following the publication of the first Transmission Control Protocol (TCP) specification, RFC 675 (Specification of Internet Transmission Control Program), written by Vint Cerf, Yogen Dalal and Carl Sunshine in 1974.
This became the foundation of Usenet, conceived by Tom Truscott and Jim Ellis in 1979 at the University of North Carolina at Chapel Hill and Duke University, and established in 1980.
A precursor of the electronic bulletin board system (BBS), known as Community Memory, had already appeared by 1973. True electronic BBSs arrived with the Computer Bulletin Board System in Chicago, which first came online on February 16, 1978. Before long, most major cities had more than one BBS running on TRS-80, Apple II, Atari, IBM PC, Commodore 64, Sinclair, and similar personal computers. The IBM PC was introduced in 1981, and subsequent models of both Mac computers and PCs were used throughout the 1980s.
Multiple modems, followed by specialized telecommunication hardware, allowed many users to be online simultaneously. Compuserve, Prodigy and AOL were three of the largest BBS companies and were the first to migrate to the Internet in the 1990s. Between the mid-1980s and the mid-1990s, BBSes numbered in the tens of thousands in North America alone.
Message forums (a specific structure of social media) arose with the BBS phenomenon throughout the 1980s and early 1990s. When the World Wide Web (WWW, or 'the web') was added to the Internet in the mid-1990s, message forums migrated to the web, becoming Internet forums, primarily due to cheaper per-person access as well as the ability to handle far more people simultaneously than telco modem banks.
Digital imaging and semiconductor image sensor technology facilitated the development and rise of social media. Advances in metal-oxide-semiconductor (MOS) semiconductor device fabrication, reaching smaller micron and then sub-micron levels during the 1980s–1990s, led to the development of the NMOS (n-type MOS) active-pixel sensor (APS) at Olympus in 1985, and then the complementary MOS (CMOS) active-pixel sensor (CMOS sensor) at NASA's Jet Propulsion Laboratory (JPL) in 1993. CMOS sensors enabled the mass proliferation of digital cameras and camera phones, which bolstered the rise of social media. 
2.1.2	Use of social media
Social media allows individuals to keep in touch with friends and extended family. Some people will use various social media applications to network and find career opportunities, connect with people across the globe with like-minded interests, and share their own thoughts, feelings, and insights online.
Users typically access social media services via web-based technologies on desktop, computers, and laptops, or download services that offer social media functionality to their mobile devices (e.g., smartphones and tablet computers). When engaging with these services, users can create highly interactive platforms through which individuals, communities and organizations can share, co-create, discuss, and modify user-generated content or pre-made content posted online. They introduce substantial and pervasive changes to communication between businesses, organizations, communities and individuals.
The tools that are used in the communication sector are basically a very well know form of social media platform. These tools include blogs and websites where you are provided an ability to create information and empower your audience. The people who read your blogs will be able to comment on it. Other uses also include social media sites such as twitter, Facebook and Instagram that further increases the chance of communication between individuals with the help of personal details, comments, images, video posts, and a lot more. 
Social media is also a knowledge platform that provides the people with an ability to update their views, it is basically an encyclopedia that is online and can be used updated by anyone, there is another example in the form of google docs that enables the people to edit and share documents and that too online you will also be able to download and upload files with the help of this collaborative tool, which is known as social media as it enables multiple users to take advantage of a singular platform. Different individuals can collaborate in the most personalized and result driven manner to get the expected outcomes in a well synchronized fashion. 
Social media also help in brand monitoring, now the tools for brand monitoring are net the ones that everyone knows about but they are very important for sure. All the consumer brand are the companies that deal with the public make use of the brand monitoring tools in order to see what exactly is being talked about their brands and business. This type of presence in the online world is all possible with the help of social media. These tools are the ultimate help when it comes to summarizing all the feedbacks and comments about any particular business. 
Uses of social media are immense in empowering you to know what people are talking about your brand, product or service. This will also enable you to manage the reputation of your brand on the web, even if anyone is talking negative about your brand, you can resolve that issue right away, so your online reputations stay intact. 
The entertainment industries also depend on social media platform a well, for example a site that promotes entertainment. There are many channels that promote live entertainment and it is all due to the use of social media. These sites not only increase the interaction between the people but they also keep the people entertained. Uses of social media are also very effective running paid ads on different social media portals, social platforms like Facebook, linkedin, twitter, snapchat, pinterest etc enable one to run paid ads on them.
[bookmark: _GoBack]Social media channels already enjoy a wide audience base that you can demographically target to optimizes the online presence of your brand, product and services, you can also track the performance of your paid ads campaigns and accordingly, you can tweak your campaign to ensure better result. Social media ads are also very affordable and you will be getting better returns on your investments. Paid ads will be shown to your target audience that will help in lead generation and conversations. 
2.1.3	Concept of Marketing
Marketing is currently defined by the American Marketing Association (AMA) as "the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large". However, the definition of marketing has evolved over the years. The AMA reviews this definition and its definition for "marketing research" every three years. The interests of "society at large" were added into the definition in 2008. The development of the definition may be seen by comparing the 2008 definition with the AMA's 1935 version: "Marketing is the performance of business activities that direct the flow of goods, and services from producers to consumers". The newer definition highlights the increased prominence of other stakeholders in the new conception of marketing.
The "marketing concept" proposes that to complete its organizational objectives, an organization should anticipate the needs and wants of potential consumers and satisfy them more effectively than its competitors. This concept originated from Adam Smith's book The Wealth of Nations but would not become widely used until nearly 200 years later. Marketing and Marketing Concepts are directly related.  Given the centrality of customer needs, and wants in marketing, a rich understanding of these concepts is essential:
Needs: Something necessary for people to live a healthy, stable and safe life. When needs remain unfulfilled, there is a clear adverse outcome: a dysfunction or death. Needs can be objective and physical, such as the need for food, water, and shelter; or subjective and psychological, such as the need to belong to a family or social group and the need for self-esteem.
Wants: Something that is desired, wished for or aspired to. Wants are not essential for basic survival and are often shaped by culture or peer-groups.
Demands: When needs and wants are backed by the ability to pay, they have the potential to become economic demands.
2.1.4    Social Media Marketing of Goods and Services
Most businesses use online marketing strategies such as blogger endorsements, advertising on social media sites, and managing content generated by users to build brand awareness among consumers (Wang and Kim, 2017). Social media is made up of internet-associated applications anchored on technological and ideological Web 2.0 principles, which enables the production and sharing of the content generated by users. Due to its interactive characteristics that enable knowledge sharing, collaborative, and participatory activities available to a larger community than in media formats such as radio, TV, and print, social media is considered the most vital communication channel for spreading brand information. Social media comprises blogs, internet forums, consumer’s review sites, social networking websites (Twitter, Blogger, LinkedIn, and Facebook), and Wikis (Arrigo, 2018).
Social media facilitates content sharing, collaborations, and interactions. These social media platforms and applications exist in various forms such as social bookmarking, rating, video, pictures, podcasts, wikis, microblogging, social blogs, and weblogs. Social networkers, governmental organizations, and business firms are using social media to communicate, with its use increasing tremendously (Cheung et al., 2021). Governmental organizations and business firms use social media for marketing and advertising. Integrated marketing activities can be performed with less cost and effort due to the seamless interactions and communication among consumer partners, events, media, digital services, and retailers via social media (Tafesse and Wien, 2018).
According to Liu et al. (2021), marketing campaigns for luxury brands consist of main factors such as customization, reputation, trendiness, interaction, and entertainment which significantly impact customers’ purchase intentions and brand equity. Activities that involve community marketing accrue from interactions between events and the mental states of individuals, whereas products are external factors for users (Parsons and Lepkowska-White, 2018). But even though regardless of people experience similar service activities, there is a likelihood of having different ideas and feelings about an event; hence, outcomes for users and consumers are distinct. In future marketing, competition will focus more on brand marketing activities; hence, the marketing activities ought to offer sensory stimulation and themes that give customers a great experience. Now brands must provide quality features but also focus on enabling an impressive customer’s experience (Beig and Khan, 2018).
2.1.5	Social Identification
Studies about brand communities involve social identification, appreciating the fact that a member of a grand community is part and parcel of that community. Social identity demystifies how a person enhances self-affirmation and self-esteem using comparison, identity, and categorization (Chen and Lin, 2019). There is no clear definition of the brand community or the brand owner, strengthening interactions between the community and its members or creating a rapport between the brand and community members. As a result, members of a community are separated into groups based on their educational attainment, occupation, and living environment. Members of social networks categorize each other into various groups or similar groups according to their classification in social networks (Salem and Salem, 2021).
Brand identification and identification of brand communities emanate from a similar process. Users can interact freely, hence creating similar ideologies about the community, alongside strengthening bonds among members, hence enabling them to identify with that community. The brand community identity can also be considered as a convergence of values between the principles of the social community and the values of the users (Wibowo et al., 2021).
According to Lee et al. (2021), members of a brand social community share their ideas by taking part in community activities to help create solutions. When customers join a brand community, they happily take part in activities or discussions and are ready to help each other. So, it is evident that social community participation is impacting community identity positively. Community involvement entails a person sharing professional understanding or knowledge with other members to enhance personal growth and create a sense of belonging (Gupta and Syed, 2021).
According to Haobin Ye et al. (2021), it is high time community identity be incorporated in virtual communities since it is a crucial factor that affects the operations of virtual communities. Also, community identity assists in facilitating positive interactions among members of the community, encouraging them to actively take part in community activities (Assimakopoulos et al., 2017). This literature review suggests that social communities need members to work together. Individuals who can identify organizational visions and goals become dedicated to that virtual company.
2.1.6	Satisfaction
Customer’s satisfaction involves comparing expected and after-service satisfaction with the standards emanating from accumulated previous experiences. According to implementation confirmation theory, satisfaction is a consumer’s expected satisfaction with how the services have lived up to those expectations. Customers usually determine the level of satisfaction by comparing the satisfaction previously experienced and the current one (Pang, 2021).
According to recent studies, community satisfaction impacts consumer’s loyalty and community participation. A study community’s level of satisfaction is determined by how its members rate it (Jarman et al., 2021). Based on previous interactions, the community may be evaluated. When the members are satisfied with their communities, it is manifested through joyful emotions, which affect the behavior of community members. In short, satisfaction creates active participation and community loyalty (Shujaat et al., 2021).
2.1.7	Types of Intentions
Studies about information and marketing systems have used continuance intention in measuring if a customer continues to use a certain product or service. The willingness of customers to continue using a good or service determines if service providers will be successful or not. According to Zollo et al. (2020), an efficient information marketing system should persuade users to use it, besides retaining previous users to guarantee continued use. Operators of social networks must identify the reason propelling continued use of social network sites, alongside attracting more users.
Nevertheless, previous studies on information systems in the last two decades have mainly concentrated on behavior–cognition approaches, for instance, the technology acceptance model (TAM), theory of planned behavior (TPB), and theory of reasoned action (TRA) with their variants (Tarsakoo and Charoensukmongkol, 2020; Jamil et al., 2021b). According to Ismail et al. (2018), perceived use and satisfaction positively impact a user’s continuance intention. The continued community members’ participation has two intentions. Continuance intention is the first one. It defines the community member’s intent to keep on using the community (Beig and Khan, 2018; Dunnan et al., 2020).
Then, recommendation intention, also known as mouth marketing, describes every informal communication that takes place among community members regarding the virtual brand community. Previous studies about members of a virtual community mostly entailed the continuous utilization of information systems (Seo and Park, 2018; Sarfraz et al., 2021). Unlike previous studies, this study focuses on factors that support the continued participation of community members. So, besides determining how usage purpose affects continuance intention, the study also investigated the factors that influence users’ willingness to take part in community activities (Gul et al., 2021).
Nevertheless, it is hard to determine and monitor whether a certain action occurred (recommendation or purchase) during empirical investigations. Consumers will seek relevant information associated with their external environment and experiences when purchasing goods (Shareef et al., 2019). Once they have collected significant information, they will evaluate it, and draw comparisons from which customer’s behavior is determined. Since purchase intention refers to a customer’s affinity toward a particular product, it is a metric of a customer’s behavioral intention.
According to Liu et al. (2021), the probability of a customer buying a particular product is known as an intention to buy. So, when the probability is high, it simply means that the willingness to purchase is high. Past studies consider purchase intention as a factor that can predict consumer’s behavior alongside the subjective possibility of consumer’s purchases. According to Chen and Qasim (2021), from a marketing viewpoint, if a company wants to retain its community besides achieving community targets while establishing successful marketing via the community, at least three objectives are needed. They include membership continuance intention, which entails members living up to their promises in the community and also the willingness to belong to the community (Yadav and Rahman, 2018; Naseem et al., 2020).
On the other side, community recommendation intention entails the willingness of members to recommend or refer community members to other people who are not members (Jamil et al., 2021a; Mohsin et al., 2021). The next consideration is the community participation intention of a member, which involves their willingness to participate in the activities of the brand community. Unlike past literature about using information systems, this study demystified how SMMAs influence purchase intention and participation intention (Alalwan et al., 2017).
2.1.8    Importance of social media for enhancing goods and service
Social media - if used intelligently - can bring in loads of success. Since it is the best form of direct contact with the target audience, these platforms have what it takes to make anyone's life better. To understand this better, here are a few aspects that reflect the importance of social media in today's world.
1. Staying Connected With the People 
	It is next to impossible to meet your friends and relatives every day in today's world of increasing stress and workload. However, dropping a short text asking about their day or sharing your achievements are a few ways you can still maintain healthy contact with your close ones or corporate colleagues. Social media platforms have effectively bridged this communication gap.
2. Staying Opinionated 
	In our daily lives, we may not necessarily be surrounded by people who think in the same direction as we do. A difference in opinion is bound to occur. However, we can share our opinions safely and even find people online who think the same way as us on social media platforms. It even paves the way to gaining a strong voice for the situations you feel are essential to discuss and have a fruitful discussion.
3. Entertainment
	There is so much more to social media than just work, communication and branding. Sometimes, all we want is a little entertainment at the end of the day. Social media platforms provide tired individuals with customized feeds consisting of memes, news, and short clips of videos as per the user's activity. It provides people with a much-needed break from their busy schedules.
1. Direct Contact With Target Audience
	Thanks to social media platforms, you don't have to call or email people randomly to check if they are interested in your brand or not. With almost the whole world on social media, it is now possible that your target audience is simply a click away from you. Using hashtags, you can directly land your brand on your target audiences' page - giving yourself an enormous reach.
2. Increasing Popularity With Ease
	For people in the content and digital marketing arena, the ability to attract popularity is what matters most. The social media platforms provide such a section of people with precisely what they're looking for - increased exposure. Carrying out simple, engaging tasks such as answering queries, posting times, and so on would ensure that you blow up on these sites after some time. Even though it requires some time investment, the hefty returns are worth it at the end of the day.
3. Better Traffic
	Since there is a wide diversity of active people on social media, the scope for diverse traffic is also broadened. Optimizing social media per your needs can ensure that you receive visits and traffic from various people. Since today people are on their phones most of the time, it is highly likely that people would come across your brand or work. Proper usage of keywords and other SEO guidelines would also ensure heavier and better traffic.
4. Create a Lasting Image
	If you are looking to work so that your piece of content leaves an imprint on the viewer's brain, using social media is the best way to go about it. Granted, people do look at their emails too. But how often can we find people spending hours surfing through their emails? In contrast, people love spending countless hours surfing through social media on their phones. Hence, if you can optimize your work efficiently there, you will likely leave your mark.
5. Collaborations
	Another effective way social media platforms benefit businesses is by providing the means to collaborate with appropriate accounts. Today, there are many influencers on every social media platform - each open to promoting the product they deem fit for their followers. Businesses looking to grow usually contact such influencers who do pay ads on their page, bringing heavy traffic to the business account.
6. Availability of Tools for Analysis 
	Another aspect of social media that fuels its importance amongst businesses and content creators is the option to look into the insights. Hence, business and content accounts can analyze their posts and understand which post gained the most popularity and why - and how they can improve their feed. On Instagram, there is an option for post insights for professional accounts - where one can see which posts got the most saves, likes, or reaches.
7. Get Inspired 
	Since most content and business pages are public, one can quickly go through their feeds and gain inspiration. If your account is not doing exceptionally well compared to the other accounts in the field, you can analyze their feeds and see what you're missing out on. Fixing these problems may help boost your popularity immensely.
In the fast-paced world of digital connectivity, social media platforms continue to shape how we communicate, consume information, and interact with brands. As we venture further into the digital age, understanding the latest social media trends and anticipating future developments becomes paramount for individuals and businesses alike. Let's delve into the evolving landscape of social media and explore what the future may hold.
2.1.9	Influencer marketing on social media and how does it work
Influencer marketing is a form of marketing that enables businesses to collaborate with individuals who have a following for increased brand exposure. Companies may ask a person with a large following to publish social media content that promotes their products or services. People often follow individuals they trust on social media, so if they see someone they follow advertising your business, there's an inherent trust factor you can lean on to boost your conversion rate.
An integral part of any influencer strategy is figuring out which influencers might suit your company. For example, if you sell facial moisturizers, you may want to work with an influencer with a strong track record of success promoting skincare products. In this scenario, it's best to partner with individuals that meet this criteria because those who follow that specific influencer are interested in what they have to say.
Once you find an influencer you like, reach out and see if you can strike a deal. For this transaction, you may allow them to receive a commission on all the products and services they sell. As an example, you might give them 10% of the revenue generated from the products and services they sell on your behalf. You'll need to review the numbers to see if this agreement is viable, and you might even want to partner with multiple influencers as a part of your influencer strategy.
2.1.10	Influencer marketing effective
So, is influencer marketing effective? While your campaign's outcome comes down to your strategy, there are a few significant benefits to using this type of marketing. For instance, businesses earn an average of $5.78 for every dollar they spend on influencer marketing (via Influencer Marketing Hub).
Here are a few other advantages to consider:
· Establish credibility and trust. One of the reasons many businesses have a hard time selling their products and services is that they can't establish credibility. Your business must appear credible if you want people to buy from you. By partnering with an influencer that followers trust, you can quickly boost your credibility.
· Cost-effective. Another major benefit of using influencer marketing is that it's cost-effective. If you decide to use this tactic, you may generate a significant return on your investment as long as you partner with the right people.
· Attract quality leads. By using influencer campaigns, you can reach people who are likely interested in the products and services you offer. As a result, you may have an easier time increasing your conversion rate.
· Boost brand awareness. When you partner with influencers, you immediately get your products and services in front of hundreds of thousands of people. There are even some influencers who have millions of followers. Therefore, there are plenty of ways to use influencer marketing to boost brand awareness.
2.2	THEORETICAL FRAMEWORK
2.2.1	Technological Determinism Theory
Technological determinism is a reductionist theory that assumes that a society's technology progresses by following its own internal logic of efficiency, while determining the development of the social structure and cultural values. The term is believed to have originated from Thorstein Veblen (1857–1929), an American sociologist and economist. The most radical technological determinist in the United States in the 20th century was most likely Clarence Ayres who was a follower of Thorstein Veblen and John Dewey. William Ogburn was also known for his radical technological determinism and his theory on cultural lag.
The first major elaboration of a technological determinist view of socioeconomic development came from the German philosopher and economist Karl Marx, who argued that changes in technology, and specifically productive technology, are the primary influence on human social relations and organizational structure, and that social relations and cultural practices ultimately revolve around the technological and economic base of a given society. Marx's position has become embedded in contemporary society, where the idea that fast-changing technologies alter human lives is pervasive. Although many authors attribute a technologically determined view of human history to Marx's insights, not all Marxists are technological determinists, and some authors question the extent to which Marx himself was a determinist. Furthermore, there are multiple forms of technological determinism.
Technological determinism seeks to show technical developments, media, or technology as a whole, as the key mover in history and social change. It is a theory subscribed to by "hyperglobalists" who claim that as a consequence of the wide availability of technology, accelerated globalization is inevitable. Therefore, technological development and innovation become the principal motor of social, economic or political change.
Strict adherents to technological determinism do not believe the influence of technology differs based on how much a technology is or can be used. Instead of considering technology as part of a larger spectrum of human activity, technological determinism sees technology as the basis for all human activity.
Technological determinism has been summarized as 'The belief in technology as a key governing force in society (Merritt Roe Smith). 'The idea that technological development determines social change (Bruce Bimber). It changes the way people think and how they interact with others and can be described as ' a three-word logical proposition: "Technology determines history"' (Rosalind H. Williams).
It is the belief that social progress is driven by technological innovation, which in turn follows an "inevitable" course.' This 'idea of progress' or 'doctrine of progress' is centralised around the idea that social problems can be solved by technological advancement, and this is the way that society moves forward. Technological determinists believe that "'You can't stop progress', implying that we are unable to control technology" (Lelia Green). This suggests that we are somewhat powerless and society allows technology to drive social changes because, "societies fail to be aware of the alternatives to the values embedded in it [technology]" (Merritt Roe Smith).
As a technology is stabilized, its design tends to dictate users' behaviors, consequently diminishing human agency. This stance however ignores the social and cultural circumstances in which the technology was developed. Sociologist Claude Fischer (1992) characterized the most prominent forms of technological determinism as "billiard ball" approaches, in which technology is seen as an external force introduced into a social situation, producing a series of ricochet effects.
Rather than acknowledging that a society or culture interacts with and even shapes the technologies that are used, a technological determinist view holds that "the uses made of technology are largely determined by the structure of the technology itself, that is, that its functions follow from its form" (Neil Postman). However, this is not to be confused with Daniel Chandler's "inevitability thesis", which states that once a technology is introduced into a culture that what follows is the inevitable development of that technology.
2.2.2	Congruity Theory
	Congruity theory focuses on the role of persuasive communication in attitude change. Congruity theory is similar to balance theory in that it postulates that people tend to prefer elements within a cognitive system to be internally consistent with one another. Accordingly, if the person receiving a persuasive communication has a negative attitude to the content of the message but a positive attitude to the source of the message, or vice versa, then they will be motivated to revise both of these attitudes in some degree in order to restore congruity. Congruity theory differs from balance theory in that it takes into account gradations of evaluation of elements and therefore makes more precise predictions regarding the magnitude of change required to restore congruity among elements.
	Congruity theory was proposed by U.S psychologist Charles Osgood and Percy Tannenbaum (1927-2009). Further, when a person we like dislikes something we approve of, leads instead to an unbalanced relationship or a cognitive dissonance. The influence attitude changes. It helps to predicts how much the attitudes of the audience may vary with respect to source and concept (i.e if an audience considers a source reliable, interesting and attractive there is congruity. So there is no push to attitude change Osgood and Tennenbaum's congruity theory is the strong orientation to communication and persuasion.
2.3	Review Of Related Studies
Social Media and Marketing by Dolega, L., Rowe, F., & Branagan, E. (2021), Social media has become a critical tool in digital marketing, enabling businesses and institutions to reach large audiences quickly and interact with consumers in real-time. A significant portion of the existing literature focuses on how social media influences consumer behavior, brand loyalty, and purchasing decisions. Research shows that social media platforms like Facebook, Instagram, and Twitter are essential in shaping consumer perceptions and are increasingly being utilized by organizations to market their goods and services effectively. Scholars such as Mangold & Faulds (2009) have discussed how social media creates opportunities for brand interaction with customers. Impact on Marketing Strategies: Social media is recognized as an indispensable marketing tool in various industries. Its advantages include a broad reach, low cost, and the ability to personalize interactions. The dynamic nature of social media also allows businesses to gain insights into customer preferences and trends, leading to more effective marketing strategies.
Audience Perception of Social Media Marketing by Dubovyk, T., Buchatska, I., Zerkal, A., & Lebedchenko, V. (2022), Audience perception refers to how consumers view and interpret marketing messages on social media platforms. This perception influences their willingness to engage with brands and make purchases. Research in this area has explored the factors that affect consumer perception, such as the credibility of information, social influence, and the overall engagement experience. Studies such as those by Goh, Heng, & Lin (2013) suggest that consumers who perceive social media marketing efforts as informative, engaging, and authentic are more likely to have positive attitudes toward brands and are inclined to make purchases. This finding aligns with studies in both developed and developing markets, suggesting similar trends in various cultural contexts. Negative Perception: However, some studies also report negative perceptions, such as concerns about privacy and the overwhelming volume of advertisements. Research by Voorveld (2019) discusses the potential for consumer fatigue, which can lead to diminished engagement with marketing content.
Social Media as a Marketing Tool for Institutions in Nigeria by Fernandez, A. A., & Shaw, G. P. (2020), Given that the study focuses on Kwara State Polytechnic, it’s important to explore the use of social media as a tool for marketing in Nigerian institutions, especially higher education. A few studies have explored how educational institutions in Nigeria leverage social media platforms to enhance visibility and attract students. For example, Abubakar & Jibril (2019) discussed how Nigerian universities use social media to connect with prospective students and create a community around the institution. Impact on Stakeholder Engagement: Social media is also being used to engage alumni, faculty, and current students in ongoing institutional marketing efforts. The adoption of social media tools such as Facebook groups, WhatsApp, and Instagram by polytechnics and universities in Nigeria helps institutions build a strong online presence and increase their brand awareness. Challenges in the Nigerian Context: Studies indicate challenges such as low internet penetration in some areas, misinformation, and limited digital literacy. However, in the context of Kwara State Polytechnic, where student engagement with technology is relatively high, these factors may have less impact.
Marketing Goods and Services Through Social Media by Maria, S., Pusriadi, T., Hakim, Y. P., & Darma, D. C. (2019), While the literature on social media marketing in education is robust, research on the use of social media for the marketing of goods and services among students in Nigerian polytechnics is still developing. Targeting Students and Young Adults: Studies such as those by Ogheneovo & Osagie (2022) suggest that students, especially those in polytechnics, are active on social media and respond positively to promotions and advertisements targeted at them. Social media marketing, when done effectively, can influence students’ purchasing decisions, particularly in terms of fashion, technology, and entertainment. Efficacy of Social Media Marketing: Scholars like Alhassan & Alhassan (2021) focus on the effectiveness of social media campaigns for marketing products and services to young people. They found that students in Nigerian institutions are more likely to trust online recommendations and influencer endorsements than traditional forms of advertising.
Specific Studies on Kwara State Polytechnic by Sivarajah, U., Irani, Z., Gupta, S., & Mahroof, K. (2020), Direct studies on Kwara State Polytechnic specifically may be limited, but examining broader research on Nigerian polytechnics and universities can offer insights. Studies conducted at similar institutions in Nigeria can help draw comparisons and provide context.
Students’ Engagement with Social Media: Research specific to Kwara State Polytechnic could focus on how students use social media platforms for academic, social, and consumer-related purposes. Surveys or focus groups could be valuable tools for gathering insights directly from the student population regarding their perception of social media marketing. Challenges and Opportunities in Kwara State Polytechnic: Research could explore how local factors, such as access to technology, affect the effectiveness of social media marketing campaigns. Additionally, the role of peer influence, digital literacy, and institutional support would be key elements to investigate.



CHAPTER THREE
RESEARCH METHODOLOGY
3.1	Research design
The section of the study describes the research procedure as much as possible: bearing in mind that research finding should be valid and reliable. The research method adapted for this study is descriptive survey design. It is a research design in which the entire population or a subset in selected. Survey is a method of sociological investigation that uses question based or statically survey to collect information about how people think and act. Saadudeen A.A (2015) described survey at studying specific characteristic, behaviour and attribute common to the element of study.
3.2	Research Method
	The method used for this project is survey method, survey is method is a method of sociological investigation that uses question based on statistically survey to collect information about how people think and act. Saadudeen A.A (2015) described survey as studying specific characteristics, behaviour and attitudes common to the element of the study.
	Survey involve carrying out investigation about the study choosing a specific group of people and identifying such group of people behaviour, their character and their attitude.
3.2	Population of the study
Population of study for any research work has been variously defined by different scholars and their definitions pointed toward the same direction. Avwokeni (2015: 92) refers to populations of a research study as the set of all participants that qualify for a study. Akinade and Owolabi (2019) defined research population as the total set of observations from which a sample is drawn.
The population of this study is the students of Kwara state polytechnic totalling 40,000 according to MIS Kwara state polytechnic. The population include the following institute:
1. Institute of Information and Communication Technology (ICT)
2. Institute of Applied Science (IAS)
3. Institute of General Studies (IGS)
4. Institute of Environmental Studies (IES)
5. Institute of Financial and Management Studies (IFMS)
6. Institute of Technology (IOT)
3.3	Sample Size/Sampling Techniques
	A multistage sampling technique is used to ensure a representative sample from the population. The stages include:
1. Stage 1
	The population is divided into strata based on institutes. This ensures that all institute are adequately represented.
1. Institute of Information and Communication Technology (ICT)
2. Institute of Applied Science (IAS)
3. Institute of Environmental Studies (IES)
4. Institute of Financial and Management Studies (IFMS)
5. Institute of Technology (IOT)
The population of the institutes is as follows:
ICT   7000, IES6000, IFMS 10000, IAS 7000, and IOT 10000.
2. Stage 2: 
	At this stage 3 institutes would be randomly selected which include: 
ICT with 7000 population
IFMS with 10000 population 
 IOT with 10000 population
3. Stage 3: 
	The 3 selected institutes would further be treated considering the numbers of their departments, 2 departments would be randomly selected from each institutes.
The following are the selected departments:
	Departments 
	Population 
	Percentage 
	Sample size

	Mass com
	1800
	21%
	20

	Computer science
	1000
	11%
	11

	Accounting 
	2000
	23%
	23

	Public admin
	1700
	19%
	19

	Civil engineering 
	1000
	11%
	11

	Elect Elect
	1300
	15%
	15

	Total
	8800
	100%
	100


Sample Size
The sample size for this study is 100
According to Issa (2012) Sampling technique is selecting individual members or a subset of the population to make statistical inferences from them and estimate the characteristics of the whole population. The sample procedure to be use for the study is probability sampling techniques; the sampling method is to be use in other to conduct investigation is random sampling method of 100 respondents both the married, unmarried, among students of Kwara State Polytechnics.
One hundred (100) respondents are selected for the research through non-probability sampling technique, males and female respondents will be selected among student of Kwara State Polytechnic. A sample is a subject of any sub-group which is fair representation of the entire population interest.
3.5	Research Instrumentation 
The data collection instrument included the questionnaire. Farinde et al (2015) defines questionnaire as a series of carefully prepared questions aimed at collectively providing answers that constitute part of or the main data required in a statistical enquiry or research. It is thus, noted to be the most commonly used method of data generation from large sample. However, the questionnaire basically comprises close ended questions.
The questionnaire will divide into two sections.  Section A which deals with questions that are related to the socio-demographic profile of the respondents such like age, religion, marital status and academic level while section B requires the respondents to provide unbiased information on audience perception of social media as a tool for enhancing marketing of good and service among Kwara State Polytechnic.
However, the questionnaire consists of relevant items and questions drafted from the research objective and questions. It shall be distributed to the selected sample size, the question shall contain rating scales such as the nominal, ordinal (Likert scale) and interval etc.


3.6	Validity of research instrument
The instrument for gathering will be pre-tested using pilot study which was conducted in an attempt to avoid time and money been wasted. On getting the result no correction were made. Face validity was conducted and used to measure the validity of the research instrument that was adopted to gather data. The validity test will help to identify potential needs for modifications of some questions were necessary. 
3.7	Reliability of research instrument
Since the study is an empirical one, the data for this exercise will be obtained from information gathering mainly for questionnaire which will be self-administered among Kwara State Polytechnic students.  
3.8	Data Collection Process
The researcher personally visited the students of Kwara State Polytechnic Ilorin to carry out the field work, the questionnaire will be used by the researcher to elicit relevant information from the students, the questionnaire will administered personally, so as to ensure maximum cooperation of the respondents and to ascertain complete return of the questionnaire distributed.
3.9	Method of data analysis 
In analysing the data collected by the means of questionnaire simple percentage table and cross tabulation will be used in this research work and conclusion of the findings will follow. This means of data analysis is employed by many researchers.


CHAPTER FOUR
DATA PRESENTATION ANALYSIS AND INTEPRETATION
4.0	INTRODUCTION
	This chapter is concerned on the analysis and interpretation of data collected through the use of questionnaire administered to respondents. The questionnaires were represented in two sections, demography and basic questions which are relevant for the study.
All data collected from the questionnaire are represented in table and percentage analyses were done under table. A total of 100 questionnaires were administered and the study answered the following research questions.
4.1	Data Presentation
Table	1: Gender of respondents
	Options
	Frequency
	Percentage (%)

	Male
	66
	66%

	Female
	44
	44%

	Total
	100
	100%


Source: Research Survey 2025	
From the table above, it shows that 66(66%) of the respondents are male while 44(44%) of the respondents are female. Thus, there are more male respondents than female in this research work.
Table	: Age of respondents
	Options
	Frequency
	Percentage (%)

	15 - 20 years
	-
	-

	21 – 25 years
	40
	40%

	26 – 30 years
	56
	56%

	31 – 35 years
	4
	4%

	36 years and above
	-
	-

	Total
	100
	100%


Source: Research Survey 2025	
The table above shows that 40(40%) of the respondents are between the age of 21-25years, 56(56%) are between 26-30years and 4(4%) are between the age of 36 years and above. Thus, most of the respondents in this research survey are between the age of 26-30year.
Table	3: Religion of respondents
	Options
	Frequency
	Percentage (%)

	Islam
	53
	53%

	Christian
	47
	47%

	Traditional
	-
	-

	Others 
	-
	-

	Total
	100
	100%


Source: Research Survey 2025		
From the table above, it shows that 53(53%) of the respondents are Muslim and 47(47%) are Christian. Thus, there are more Christian respondents than Muslim respondents in this research work and none of the respondents choose other religion.
Table	4: Education Qualification of respondents
	Options
	Frequency
	Percentage (%)

	HND
	70
	70%

	ND
	30
	30%

	Other
	-
	-

	Total
	100
	100%


 Source: Research Survey 2025	
The table above shows that 57(57%) of the respondents are HND holder’s, 20(20%) are ND holder’s and 23(23%) have other qualification.
Table	5: Marital Status of respondents
	Options
	Frequency
	Percentage (%)

	Single
	58
	58%

	Married
	42
	42%

	Divorced
	-
	-

	Widow
	-
	-

	Total
	100
	100%


Source: Research Survey 2025
The table above shows that 58(58%) of the respondents are single while 42(42%) of the respondents are married. None of the respondents are divorced or widow and most of the respondents in this research survey are single.
SECTION B - ANALYSIS OF RESEARCH QUESTIONS
Table 6
Question 6: Which of the social media do you have access to? 
	Options
	Frequency
	Percentage (%)

	Facebook
	19
	19%

	Twitter
	25
	25%

	Instagram
	26
	26%

	Tiktok
	30
	30%

	None of the above
	-
	-

	Total
	100
	100%


Source: Research Survey 2025
The table above show that 19(19%) of the respondents have access to Facebook, 25(25%) have access to Twitter, 26(26%) have access to Instagram and 30(30%) of the respondents have access to Tiktok.
Table 7
Question 7: How many hours do you spend on social media daily? 
	Options
	Frequency
	Percentage (%)

	Less than 1 hour
	10
	10%

	1–2 hours
	15
	15%

	3–4 hours
	35
	35%

	More than 4 hours
	40
	40%

	Total
	100
	100%


Source: Research Survey 2025
From the table above, it shows that 10(10%) of the spend less than 1 hour on social media daily, 15(15%) spend 1-2 hours on social media daily, 35(35%) spend 3-4 hours on social media daily and 40(40%) of the respondents spend more than 4 hours on social media daily.
Table 8
Question 8: What is your primary purpose for using social media? 
	Options
	Frequency
	Percentage (%)

	Communication
	3
	3%

	Entertainment
	40
	40%

	Education
	20
	20%

	Business/Marketing
	22
	22%

	News and Updates
	15
	15%

	Total
	100
	100%


Source: Research Survey 2025
The table above shows that 3(3%) of the respondents choose communication as their primary purpose for using social media, 40(40%) of the respondents choose entertainment, 20(20%) education, 22(22%) business/marketing, while 15(15%) of the respondents choose news and updates has their primary purpose of using social media.
Table 9
Question 9: Do you follow any business or brand pages on social media? 
	Options
	Frequency
	Percentage (%)

	Yes
	90
	90%

	No
	10
	10%

	Total
	100
	100%


Source: Research Survey 2025
From the table above, it shows that 90(90%) of the respondents strongly agreed that they followed any business and brand pages on social media while 10(10%) of the respondents didn't followed any business and brand pages on social media.
Table 10
Question 10: Have you ever purchased a product or service you saw advertised on social media?
	Options
	Frequency
	Percentage (%)

	Yes
	88
	88%

	No
	12
	12%

	Total
	100
	100%


Source: Research Survey 2025
The table above shows that 88(88%) of the respondents strongly agreed that they purchased a products or service they saw advertised on social media while 12(12%) of the respondents  didn't purchased a product or service you saw advertised on social media.
Table 11
Question 11: How effective is social media in marketing goods and services? 
	Options
	Frequency
	Percentage (%)

	Very effective
	52
	52%

	Effective
	40
	40%

	Not sure
	8
	8%

	Ineffective
	-
	-

	Very ineffective
	-
	-

	Total
	100
	100%


Source: Research Survey 2025
The table above shows that 52(52%) of the respondents claimed that social media is very effective in marketing goods and services, 40(40%) choose effective, while 8(8%) of the respondents not sure whether social media is effective in marketing goods and services.
Table 12
Question 12: Social media has made it easier to discover new products and services? 
	Options
	Frequency
	Percentage (%)

	Strongly agree
	63
	63%

	Agree
	37
	37%

	Not Sure
	-
	-

	Disagree
	-
	-

	Strongly disagree
	-
	-

	Total
	100
	100%


Source: Research Survey 2025
The table above shows that 63(63%) of the respondents strongly agreed that social media has made it easier to discover new products and services and 37(37%) of the respondents also agreed while none of the respondents disagreed.
Table 13
Question 13: I trust product or service information provided through social media?
	Options
	Frequency
	Percentage (%)

	Strongly agree
	26
	26%

	Agree
	74
	74%

	Not Sure
	-
	-

	Disagree
	-
	-

	Strongly disagree
	-
	-

	Total
	100
	100%


Source: Research Survey 2025
From the table above, it shows that 26(26%) of the respondents strongly agreed that they trust product or service information provided through social media while 74(74%) of the respondents also agreed and none of the respondents disagreed.
Table 14
Question 14: Social media marketing influences my decision to buy goods and services?
	Options
	Frequency
	Percentage (%)

	Strongly agree
	24
	24%

	Agree
	76
	76%

	Not Sure
	-
	-

	Disagree
	-
	-

	Strongly disagree
	-
	-

	Total
	100
	100%


Source: Research Survey 2025
The table above shows that 24(24%) of the respondents strongly agreed that social media  marketing influence their decision to buy goods and services while 76(76%) of the respondents also agreed and none of the respondents disagreed or strongly disagreed that social media  marketing influence their decision to buy goods and services.
Table 15
Question 15: What factors make you trust a business on social media? 
	Options
	Frequency
	Percentage (%)

	Positive reviews/comments
	50
	50%

	Quality content
	30
	30%

	High number of followers
	4
	4%

	Personal recommendation
	6
	6%

	Verified accounts
	10
	10%

	Total
	100
	100%


Source: Research Survey 2025
The table above shows that 50(50%) of the respondents choose positive reviews/comment as the factors that made them trust a business on social media, 30(30%) of the respondents choose quality contents, 4(4%) of the respondents higher number of followers, 6(6%) personal recommendation and 10(10%) choose verified accounts as the factors that made them trust a business on social media.
Table 16
Question 16: Social media marketing is better than traditional marketing?
	Options
	Frequency
	Percentage (%)

	Strongly agree
	36
	36%

	Agree
	60
	60%

	Not Sure
	4
	4%

	Disagree
	-
	-

	Strongly disagree
	-
	-

	Total
	100
	100%


Source: Research Survey 2025
From the table above, it shows that 36(36%) of the respondents strongly agreed that social media marketing  is better than traditional marketing, 60(60%) also agreed, and 4(4%) of the respondents not sure whether social media marketing  is better than traditional marketing. None of the respondents disagreed and strongly disagreed.
4.2	Discussion Of Findings
Research on audience perception of social media influence as a tool for enhancing marketing of good and service among Kwara State Polytechnic students cannot be over emphasized or estimated. Thus, findings from field survey shows that 19(19%) of the respondents have access to Facebook, 25(25%) have access to Twitter, 26(26%) have access to Instagram and 30(30%) of the respondents have access to Tiktok and 10(10%) of the spend less than 1 hour on social media daily, 15(15%) spend 1-2 hours on social media daily, 35(35%) spend 3-4 hours on social media daily and 40(40%) of the respondents spend more than 4 hours on social media daily while 3(3%) of the respondents choose communication as their primary purpose for using social media, 40(40%) of the respondents choose entertainment, 20(20%) education, 22(22%) business/marketing, while 15(15%) of the respondents choose news and updates has their primary purpose of using social media.
Survey deduced that 26(26%) of the respondents strongly agreed that they trust product or service information provided through social media while 74(74%) of the respondents also agreed and none of the respondents disagreed and 63(63%) of the respondents strongly agreed that social media has made it easier to discover new products and services and 37(37%) of the respondents also agreed while none of the respondents disagreed while 52(52%) of the respondents claimed that social media is very effective in marketing goods and services, 40(40%) choose effective, while 8(8%) of the respondents not sure whether social media is effective in marketing goods and services.
Finding shows that 90(90%) of the respondents strongly agreed that they followed any business and brand pages on social media while 10(10%) of the respondents didn't followed any business and brand pages on social media and 88(88%) of the respondents strongly agreed that they purchased a products or service they saw advertised on social media while 12(12%) of the respondents  didn't purchased a product or service you saw advertised on social media while 24(24%) of the respondents strongly agreed that social media  marketing influence their decision to buy goods and services while 76(76%) of the respondents also agreed and none of the respondents disagreed or strongly disagreed that social media  marketing influence their decision to buy goods and services.
Field performance also shows that 50(50%) of the respondents choose positive reviews/comment as the factors that made them trust a business on social media, 30(30%) of the respondents choose quality contents, 4(4%) of the respondents higher number of followers, 6(6%) personal recommendation and 10(10%) choose verified accounts as the factors that made them trust a business on social media.


CHAPTER FIVE
SUMMARY CONCLUSION AND RECOMMENDATIONS
5.1	Summary
The research work is on audience perception of social media influence as a tool for enhancing marketing of good and service among Kwara State Polytechnic students. Thus, the research work is divided into five chapters; the first chapter gave a background to the study, statement of research, objectives of the study, research questions, significance of the study, scope and limitation of study and definition of key terms.
The second chapter of this research work deals with review of relevant literature. The review made a notable attempt towards examining the stands of various authors and scholars on what the whole concept is all about. Chapter two of the research work is therefore divided into the following subheadings; conceptual model, conceptual review, theoretical framework, and empirical review. The chapter also gave the theoretical framework and its application to this study. The work of scholars, their postulations, theoretical assumptions and literary documents that were consulted and reviewed was done for reasonable generalization, coupled with the findings of the study itself.
Chapter three of this work deals with research methodology, survey method was adopted and simple random sampling method was adopted which involved the use of Google form questionnaire as research instrument, a sample size was reached 100 respondents using Taro Yamane calculation method, thus, Google form questionnaire analysis was adopt to gather survey analysis for randomly sample size of this study.
In chapter four, the data gathered through the use of Google form questionnaire in chapter three of this study was analyzed using statistical table. Also, interpretations of the findings were made in line with responses gotten from the respondents. The data were analyzed based on one hundred (100) questionnaires that were administered to respondents.
Chapter four of this research work explains how the data was analyzed for proper understanding. It is also contains data presentation and chapter five contains the summary of the whole research work, how researcher recommends the work for another upcoming researchers and how they conclude the whole work.


5.2	Conclusion
The study explored audience perception of social media influence as a tool for enhancing marketing of goods and services among Kwara State Polytechnic students. Findings revealed that a significant majority of students actively use social media platforms such as Facebook, Instagram, WhatsApp, and TikTok, engaging frequently with advertisements and marketing content. Students perceive social media as an effective marketing tool due to its speed, interactivity, and ability to provide personalized content. However, concerns were raised about misleading advertisements, data privacy, and information overload. Overall, the study highlighted social media’s strong impact on purchasing decisions, brand awareness, and consumer engagement among the students.
The study concludes that social media significantly influences the marketing of goods and services among Kwara State Polytechnic students. The platforms have become a crucial channel for businesses to connect with the youth demographic, fostering brand loyalty and driving sales. Despite the positive perception, challenges such as misinformation and privacy issues remain obstacles that need to be addressed to optimize the effectiveness of social media marketing.
5.3	Recommendations
	Based on the findings from the research, the following recommendations are made:
· Marketers should ensure honesty and transparency in their social media campaigns to build trust and avoid misleading the audience
· Businesses should tailor content to suit the interests and preferences of students to enhance engagement and conversion rates
· Institutions should provide training for students to critically evaluate online advertisements and recognize credible information sources
· Social media platforms and marketers should implement robust data protection policies to safeguard users’ personal information
· Brands should create interactive spaces for students to share their experiences, complaints, or suggestions to improve services and products
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APPENDIX
Kwara State polytechnic, Ilorin,
Institute of Information and
Communication Technology,
Department of Mass Communication,
Dear respondent,
I am HND II student of the above-named Institution and Department carrying out a research on the “Audience perception of social media as a tool for enhancing marketing of goods and service among Kwara State Polytechnic”. I shall be happy if you fill the questionnaire as sincerely as possible. Your identity shall be kept confidential as possible; and the data gathered therein will be used strictly for academic purpose.
INSTRUCTION: Please () the answer you consider appropriate. The questionnaire will be in two parts. Section A & B.
SECTION A: PERSONAL DATA OF THE RESPONDENT
 1. Gender: (a) Male (  ) (b) Female (  )
2. Age: (a) 15-20 (  ) (b) 21-25 (  ) (c) 26-30 (  ) (d) 31-35 (  ) (e) 36 and above (  )
3. Religion: (a) Islam (  ) (b) Christianity (  ) (c) Traditional (  ) (d) Other please specify (  )
4. Education Qualification (a) HND (b) ND (  ) (c) Other (  )
5. Marital status (a) single (  ) (b) Married (  ) (c) Divorce (  ) (d) Widow (  )
SECTION A: RESEARCH QUESTION
6. Which of the social media do you have access to? (a) Facebook (  ) (b) Twitter (  ) (c) Intsagram (  ) (d) Tiktok (  ) (e) None of the above (  )
7. How many hours do you spend on social media daily? (a) Less than 1 hour (b) 1–2 hours (  ) (c) 3–4 hours (  ) (d) More than 4 hours (  )
8. What is your primary purpose for using social media? (a) Communication (  ) (b) Entertainment (  ) (c) Education (  ) (d) Business/Marketing (  ) (e) News and Updates (  )
9. Do you follow any business or brand pages on social media? (a) Yes (  ) (b) No (  )
10. Have you ever purchased a product or service you saw advertised on social media? (a) Yes (  ) (b) No ( )
11. How effective is social media in marketing goods and services? (a) Very effective (  ) (b) Effective (  ) (c) Neutral (  ) (d) Ineffective (  ) (e) Very ineffective (  )
12. Social media has made it easier to discover new products and services? (a) Strongly Agree ( ) (b) Agree ( ) (c) Not Sure ( ) (d) Disagree ( ) (e) Strongly Disagree (  )
13. I trust product or service information provided through social media? (a) Strongly Agree ( ) (b) Agree ( ) (c) Not Sure ( ) (d) Disagree ( ) (e) Strongly Disagree (  )
14. Social media marketing influences my decision to buy goods and services? (a) Strongly Agree ( ) (b) Agree ( ) (c) Not Sure ( ) (d) Disagree ( ) (e) Strongly Disagree (  )
15. What factors make you trust a business on social media? (a) Positive reviews/comments (  ) (b) Quality content (  ) (c) High number of followers (  ) (d) Personal recommendation (  ) (e) Verified accounts (  )
16. Social media marketing is better than traditional marketing? (a) Strongly Agree (  ) (b) Agree (  ) (c) Not Sure ( ) (d) Disagree (  ) (e) Strongly Disagree (  )


