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Abstract
Therapidgrowthofsocialmediahastransformeditintoapowerfultoolforpromotingvariousactivities,includinggambling,whichhasbecomeincreasinglyprevalentamongyoungadults.ThisstudyexaminestheaudienceperceptionofsocialmediaasatoolforpromotinggamblingamongundergraduatestudentsofKwaraStatePolytechnic(Kwarapoly).Theresearchexploreshowsocialmediaplatformsinfluencestudents’attitudes,behaviors,andengagementwithgamblingactivities,focusingontheirperceptionsofaccessibility,appeal,andrisksassociatedwithonlinegamblingpromotions.Usingamixed-methodsapproach,datawerecollectedthroughsurveysandfocusgroupdiscussionswithKwarapolystudents.Thefindingsrevealthatsocialmedia’sinteractiveandtargetedadvertisingstrategiessignificantlyshapestudents’exposuretogambling,withmanyperceivingitasanentertainingandaccessibleactivity.However,concernsaboutaddiction,financialrisks,andethicalimplicationswerealsoevident.Thestudyhighlightstheneedforregulatorymeasuresandawarenesscampaignstomitigatethepotentialnegativeimpactsofgamblingpromotionsonsocialmedia.Itprovidesinsightsforpolicymakers,educationalinstitutions,andstakeholdersinaddressingtheinfluenceofdigitalplatformsonvulnerablepopulationslikeundergraduates.
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CHAPTERONE
INTRODUCTION

1.1BackgroundoftheStudy
Socialmediahasrevolutionizedhowinformationisdisseminatedandconsumed,becominganindispensablepartofmodernlife.PlatformslikeFacebook,Instagram,Twitter,TikTok,andYouTubearenolongerlimitedtosocialinteractionsbuthaveevolvedintopowerfultoolsforadvertising,marketing,andbehavioralinfluence.Variousindustries,includinggambling,havecapitalizedonthereachandengagementofferedbytheseplatformstopromotetheirservices.Thegamblingindustry,arapidlyexpandingsectorglobally,hasutilizedsocialmediaplatformstotargetdiversedemographicgroups,includingyouthsandundergraduates(Adebayo&Ogunwale,2022).
Gambling,definedasstakingsomethingofvalueonanuncertaineventwiththehopeofgainingagreaterreturn,hasbecomeacommonactivity,especiallyamongyoungpeople.InNigeria,thegamblingindustryhasexperiencedexponentialgrowth,withsportsbetting,lotteries,andonlinecasinosdominatingthelandscape(Oluwole&Sanni,2023).Theproliferationofonlinebettingplatformshasfurtherfueledthistrend,makinggamblingmoreaccessiblethanever.Socialmediaplaysacentralroleinthisproliferationbyprovidingplatformsforgamblingcompaniestoadvertisetheirproductsthroughvisuallyappealingadvertisements,interactivepromotions,andinfluencermarketing(Adesina&Oke,2021).
Thepromotionofgamblingonsocialmediahasbeenfacilitatedbyadvanceddigitalmarketingtechniques,includingpersonalizedadvertisementsandengaginginfluencerswhonormalizegamblingasaformofentertainmentoraquickwaytomakemoney.Thesepromotionsoftenportraygamblingasglamorous,sociallyacceptable,andfinanciallyrewarding.Formanyyoungpeople,particularlystudents,suchcontentishighlyappealingandcanleadtoparticipationingamblingactivities.Thishasraisedconcernsaboutthepotentialimpactonacademicperformance,financialstability,andpsychologicalwell-being(Adekunle&Tayo,2023).
InthecontextofNigeriantertiaryinstitutions,includingKwaraStatePolytechnic(Kwarapoly),studentsrepresentasignificanttargetmarketforgamblingpromotions.Asdigitalnatives,undergraduatesareactiveusersofsocialmedia,oftenspendinghoursdailyontheseplatforms(Ogundare&Akinbayo,2021).Thishighlevelofengagementmakesthemparticularlysusceptibletotheinfluenceofsocialmediaadvertising.Gamblingcompaniescapitalizeonthisbyusingtargetedads,promotionalcodes,andinteractivecampaignsthatappealtostudents’interests,iccludingsports,entertainment,andquickfinancialgains.
Theallureofinstantwealth,coupledwiththerelatableandglamorousportrayalofgamblingonsocialmedia,canleadtoimpulsivegamblinghabitsamongundergraduates.Studieshaveshownthatyoungpeopleexposedtogamblingcontentonsocialmediaaremorelikelytodevelopgambling-relatedproblems,includingaddiction,financialinstability,andacademicdecline(Bamidele&Omotayo,2022).Forstudentsfacingfinancialconstraints,thepromiseofeasymoneythroughgamblingadvertisementscanbeparticularlyenticing,creatingacycleofgamblingthatmayhaveadversesocial,academic,andpsychologicalconsequences(Oluwaseun&Falade,2023).
Despitetheeconomicbenefitsassociatedwithgambling,suchasjobcreationandrevenuegeneration,itspotentialsocialandpsychologicalriskscannotbeignored.Gamblingpromotionsonsocialmediaoftendownplaytheserisks,focusinginsteadonthebenefitsandexcitementofparticipating.Foryoungpeople,particularlythoseinurbanareaslikeIlorin,KwaraState,thesepromotionscanhaveasignificantinfluence.UndergraduatestudentsatKwarapoly,whoareactiveusersofsocialmedia,arenotimmunetothistrend.Theaggressivepromotionofgamblingcontentontheseplatformshasraisedquestionsabouthowsuchadvertisementsinfluencestudents’perceptionsandbehaviors(Okonkwo&Amadi,2021).
Understandingtheperceptionsofundergraduatesregardinggamblingpromotionsonsocialmediaiscriticalforaddressingthisissue.Arethesepromotionsviewedasharmlessentertainment,ordostudentsrecognizethepotentialdangersassociatedwithgambling?Howdoesexposuretosuchcontentshapetheirattitudesandparticipationingamblingactivities?
ThisstudyaimstoexploretheperceptionsofKwarapolyundergraduatesregardingtheuseofsocialmediaforgamblingpromotions.Byexaminingtheirawareness,engagement,andattitudestowardtheseadvertisements,theresearchseekstoprovidevaluableinsightsintothebroaderimplicationsofsocialmedia’sroleinpromotinggamblingamongyoungpeople.Additionally,thestudywillhighlighttheneedforregulatorymeasures,awarenesscampaigns,andinterventionstoaddressthepotentialrisksassociatedwithgamblingadvertisementstargetingvulnerablegroupslikeundergraduates.Throughanin-depthexplorationofthisissue,theresearchaimstocontributetoabetterunderstandingofthedynamicsofgamblingpromotiononsocialmediaanditsinfluenceonthelivesofstudents.
1.2 StatementoftheProblem
Gamblingpromotiononsocialmediahasbecomeagrowingconcernduetoitspotentialimpactonyoungpeople,particularlyundergraduatestudents.InKwaraStatePolytechnic,thepervasiveuseofsocialmediahasexposedstudentstoaninfluxofgambling-relatedadvertisementsandinfluencersadvocatingforgamblingasalegitimatesourceofentertainmentorincome.Thesepromotionsoftenexploitthestudents’curiosity,financialstruggles,anddesireforquickrewards,makingthemsusceptibletoengagingingamblingactivities.
Despitetheincreasingpresenceofgamblingpromotionsonsocialmedia,littleisknownabouthowKwaraPolytechnicstudentsperceivethesemessagesandtheirinfluenceontheirattitudesandbehaviors.Thislackofunderstandingcreatesagapinaddressingthepotentialrisksassociatedwithgambling,suchasaddiction,financialinstability,andacademicunderperformance.Additionally,thenormalizationofgamblingthroughsocialmediacancontributetoaculturewheregamblingisviewedasaharmlessactivity,furthercomplicatingeffortstomitigateitsnegativeeffects.
ThisstudyaimstoinvestigatetheperceptionofKwaraPolytechnicstudentsregardingsocialmedia’sroleinpromotinggambling.Itseekstoidentifythetypesofgambling-relatedcontentthatstudentsareexposedto,theirengagementwithsuchcontent,andtheperceivedconsequencesofthisexposureontheiracademic,social,andfinanciallives.Byaddressingtheseissues,theresearchwillprovidevaluableinsightsintotheinfluenceofsocialmediaongamblingbehavioramongyoungpeopleandofferrecommendationsformitigatingitspotentialadverseeffects.
1.3ResearchObjectives
i.ToassesstheperceptionofKwaraPolytechnicstudentsregardingthepromotionofgamblingonsocialmedia.
ii.Toidentifythetypesofgambling-relatedcontentencounteredbystudentsonsocialmediaplatforms.
iii.Toexaminetheperceivedimpactofgamblingpromotionsonstudents’academiclives.
1.4ResearchQuestions
i.HowdoKwaraPolytechnicstudentsperceivesocialmedia’sroleinpromotinggambling?
ii.Whattypesofgambling-relatedcontentareencounteredbystudentsonsocialmediaplatforms?
iii.Whatistheperceivedimpactofgamblingpromotionsonstudents’academiclives?
1.5SignificanceoftheStudy
Thisstudywillcontributetounderstandingtheroleofsocialmediainshapingattitudesandbehaviorstowardgamblingamongundergraduatestudents.Thefindingswillbevaluableforeducators,parents,policymakers,andmediapractitionersindevelopingstrategiestoaddressthechallengesassociatedwithgamblingpromotiononsocialmedia.Additionally,thisresearchwillbenefitstudentsbyraisingawarenessaboutthepotentialrisksofgamblingandencouragingcriticalevaluationofonlinecontent.
1.6 ScopeoftheStudy
ThisstudyfocusesontheperceptionofundergraduatestudentsatKwaraPolytechnicregardingsocialmediaasatoolforpromotinggambling.Theresearchwillconcentrateonidentifyingthetypesofgamblingcontentencounteredbystudentsandtheirperceivedimpactonacademic,social,andfinancialaspectsoflife.
1.7DefinitionofKeyTerms
i. SocialMedia:Digitalplatformsthatfacilitatecommunication,contentsharing,andinteractionamongusers.ExamplesincludeFacebook,Twitter,andTikTok.
ii. GamblingPromotion:Activitiesaimedatencouragingparticipationingamblingthroughadvertisements,endorsements,orotherformsofmarketing.
iii. AudiencePerception:Thewayindividualsinterpret,understand,andreacttomessagesorcontentpresentedtothem.
iv. UndergraduateStudents:Individualsenrolledinhighereducationinstitutionspursuingabachelor’sdegreeorequivalent.
v. Kwarapoly:KwaraStatePolytechnic,aneducationalinstitutionlocatedinIlorin,KwaraState,Nigeria.




































CHAPTERTWO
LITERATUREREVIEW
2.0.INTRODUCTION
2.1.ConceptualFramework
Audienceperceptionreferstohowindividualsinterpretandformopinionsaboutaphenomenon.Inthisstudy,itfocusesonhowKwarapolyundergraduatesperceivesocialmediaasatoolforpromotinggambling.SocialmediaplatformslikeFacebook,Instagram,andTikTokplayasignificantroleinshapingopinionsandbehaviorsthroughadvertisements,influencerendorsements,andpeerinteractions.
Socialmediahasbecomeakeychannelforpromotinggamblingactivities,suchasonlinecasinosandsportsbetting.Throughtargetedads,influencerposts,andviralcontent,socialmediaplatformsencourageuserstoengagewithgamblingplatforms.ForKwarapolyundergraduates,exposuretogambling-relatedcontentontheseplatformscanshapetheirperceptionsofgambling,eithermakingitseemappealingorrisky.
Gamblingpromotiononsocialmediainvolvesmarketingstrategiesaimedatencouraginggamblingbehaviors.Thisincludesadvertisements,endorsements,anduser-generatedcontentthatportraysgamblingasanexcitingandprofitableactivity.Themorestudentsareexposedtothistypeofcontent,themorelikelytheyaretoperceivegamblingasanormalandaccessibleactivity.
ThisstudyexplorestherelationshipbetweenaudienceperceptionandgamblingpromotiononsocialmediaamongKwarapolystudents.Itinvestigateshowthesestudentsinterpretgamblingcontentonsocialmediaandhowtheseperceptionsaffecttheirattitudesandpotentialengagementwithgamblingactivities.Understandingthisrelationshipprovidesinsightintotheroleofsocialmediainshapingstudents’viewsandbehaviorstowardsgambling.
2.1.1.ConceptofSocialMedia
Overtheyears,manyscholarshavebeenabletodistinctivelydefineandclarifytheconceptofsocialmedia.Intheirdefinitionandclarification,theconceptofsocialmediahasbeenusedinterchangeablywithsocialnetworkingsite.Likewise,inthissection,thewordwillbeusedinterchangeably.Indefiningsocialmedia,KaplanandHaenlein(2010)gaveageneraldefinitionofsocialmediainconsiderationofWeb2.0andUser-GeneratedContent.Accordingtothemsocialmediaisagroupofinternet-basedapplicationsthatbuildontheideologicalandtechnologicalfoundationsofWeb2.0andthatallowsthecreationandexchangeofUserGeneratedContent.Theyalsowentfurthertodescribesocialmediaasagroupofinternet-basedapplicationsthatbuildontheideologicalandtechnologicalfoundationsofWeb2.0andthatallowthecreationandexchangeofuser-generatedcontent.Nwanton,Odoemalamn,Orji-Egwu,NwankwoandNweze(2013)definessocialmediaasthoseinternet-basedtoolsandservicesthatallowuserstoengagewitheachother,generatecontents,distributeandsearchforinformationonline.
Parr(2010)definessocialmediaastheuseofelectronicandInternettoolsforthepurposeofsharinganddiscussinginformationandexperienceswithotherhumanbeingsinmoreefficientways.Ontheotherhands,Jantsch(2008)considerssocialmediaastheuseoftechnologycombinedwithsocialinteractiontocreateorco-createvalue.AccordingtoMerriam-Websterdictionary(2017),socialmediaisaformofelectroniccommunication(aswebsitesforsocialnetworkingandmicroblogging)throughwhichuserscreateonlinecommunitiestoshareinformation,ideas,personalmessages,andothercontent(asvideos)whileDykeman(2008)acknowledgedsocialmediaas“themeansforanypersonto:publishdigital,creativecontent;provideandobtainreal-timefeedbackviaonlinediscussions,commentaryandevaluations;andincorporatechangesorcorrectionstotheoriginalcontent”(Dykeman,2008).
BryerandZavatarro(2011)describedsocialmediaastechnologiesthatsmooththeprogressofsocialinteraction,makepossiblecollaboration,andenabledeliberationacrossstakeholders.Thesetechnologiesnowincludeblogs,wikis,media(audio,photo,video,text)sharingtools,networkingplatforms,andvirtualworlds.SocialMediaOnline(2011)definessocialmediaasprimarilyinternet-andmobile-basedtoolsforsharinganddiscussinginformationbyusers.Theterm,accordingtoAndreasandMichael(2010),refersto“agroupofInternetbasedapplicationsthatbuildontheideologicalandtechnologicalfoundationsofWeb2.0,andthatallowthecreationandexchangeofuser-generatedcontent."
Drury(2008)describessocialmediaasonlineresourcesthatpeopleusetosharecontent:video,photos,images,text,ideas,insight,humor,opinion,gossip,news.SafkoandBrake(2009)furtherdefinedsocialmediaas“activities,practices,andbehaviorsamongcommunitiesofpeoplewhogatheronlinetoshareinformation,knowledge,andopinionsusingconversationalmedia.Kietzmannn,Silverstre,McCarthyandLeylan(2012)describessocialmediaastheplatformthatemploysmobileandwebbasedtechnologytocreatehighlyinteractiveplatformsviawhichindividualsandcommunityshare,co-create,discussandmodifiesusergeneratedcontent.Socialmedia,asdefinedbyBryerandZavatarro(2011)aretechnologiesthatfacilitatesocialinteraction,makepossiblecollaboration,andenabledeliberationacrossstakeholders.Thesetechnologiesnowincludeblogs,wikis,media(audio,photo,video,text)sharingtools,networkingplatforms,andvirtualworlds.SocialMediaOnline(2011)definessocialmediaasprimarilyinternet-andmobile-basedtoolsforsharinganddiscussinginformationbyusers.
Thetermsocialmedia,accordingtoKaplanandHaenlein(2010)refersto“agroupofInternet-basedapplicationsthatbuildontheideologicalandtechnologicalfoundationsofWeb2.0,andthatallowthecreationandexchangeofuser-generatedcontent”(p.61).Web2.0wascoinedbyDarcyDiNucciin1999todescribeinteractivesocialwebsiteswhichallowuserstointeractandcollaboratewitheachotherinasocialmediadialogue.Davis,Canche,Deil-AmenandRios-Aguilar(2012)refertosocialmediatechnology(SMT)asweb-basedandmobileapplicationsthatallowindividualsandorganizationstocreate,engage,andsharenewusergeneratedorexistingcontent,indigitalenvironmentsthroughmulti-waycommunication.Throughthisplatform,individualsandorganizationscreateprofiles,shareandexchangeinformationonvariousactivitiesandinterests.Aninterestingaspectofsocialmediaisthat,itisnotlimitedtodesktoporlaptopcomputersbutcouldbeaccessedthroughmobileapplicationsandsmartphonesmakingitveryaccessibleandeasytouse.ExamplesofthesesocialmediaplatformsbothonthewebandmobileapplicationincludeFacebook,Twitter,YouTube,Whatsapp,Instagram,blogsetc.
AccordingtoBoydandEllison(2007),“socialnetworkingsitesareweb-basedserviceplatformthatenableindividualstocreateapublicorsemi-publicprofilewithinaboundedsystem,articulatealistofotheruserswithwhomtheyshareaconnection,andviewandnavigatetheirlistofcontactsandthosemadebyotherswithinthesystem”(p.21).Thesesitesareusedtointeractwithfriends,peersandothersthatarefoundingroupsonthesesites.Thesharingofinformationrangesfromnews,debates,gossips,feelingsorstatementofmind,opinions,researchetc.Curtis(2011)affirmsthatsocialmediaappearinmanyformsincludingblogsandmicroblogs,forumsandmessageboards,socialnetworks,wikis,virtualworlds,socialbookmarkingandvideosharing.AccordingtoJunco(2012),socialmediaarecollectionsofinternetwebsites,services,andpracticesthatsupportcollaboration,communitybuilding,participation,andsharing.
NwangwaandOmotere(2014)simplyregardssocialmediaascomprisingonlineapplicationsforsocialnetworkingsites,socialbookmarkingandsharingtools,socialcitationtools,bloggingandmicrobloggingtools,virtualworlds,e-conferencepresentationsharingtools,audioandvideotools,e-projectmanagementtools,andresearchandwritingcollaborationtools;primarilydevelopedtofosteruser-centeredsocialinteraction.Socialmediacanbeseenaseitherwebbasedorapplicationbasedmediaofcommunicationthatallowsregisteredindividualtoshareideas,thoughts,opinions,interactandcollaboratewithotherregisteredusersallovertheworld.TheinclusionofapplicationbasedmediaofcommunicationislargelyduetotheabilitytomakeuseofsocialmediaonmobilegadgetssuchasSmartphones,Tablets,i-Phones,symbianandJavaphones
Thescopeofsocialnetworkingsitesasinformationsourceshavebeendiscussedbydifferentscholarse.g.,(Duganetal.,2008;Skeels&Grudin,2009;Steinfield,DiMicco,Ellison,&Lampe,2009;Morrisetal.,2010).Theynotedthat:
i.Onlyhumanscanprovidecertaintypesofinformationsuchasopinions,adviceandrecommendations.
ii.Theinformationsourcesarepersonallyknowntotheusertoagreaterorlesserextent,andarethereforetrustedsourcesandhavecognitiveauthority.
iii.Userscanprovidelocalized(geographicallyspecific)information,andcurrentortime-sensitiveinformation.
iv.Informationprovidedbyusersarecustomizedfortherequestor.
v.Socialcontactscanperformintermediaryfunctionsofresearching,synthesisandpackagingofinformation.
vi.Usersareabletobroadcastaquestiontoaknowngroupofpeople•Userscanobtainemotionalandsocialsupport.
Itincludesweb-basedandmobilebasedtechnologiesthatareusedtoturncommunicationintointeractivedialogueamongindividuals,organizations,andcommunities.TypicalexamplesofsocialmediaplatformsincludewebsitessuchasFacebook,Twitter,Flickr,YouTubeandtheinteractiveoptionsonthesewebsites,suchasthe“re-tweeting”optiononTwitter.Theseinstrumentsarereferredtoasmediabecausetheyaretoolswhichcanalsobeusedforthestorageanddisseminationofinformation.However,unlikethetraditionalmedialikeTelevisionandRadio,mostofthesocialmediatoolsallowtheiruserstointeractas“re–twitting”onTwitterand“comment”optionsonFacebookillustrate.
Lookingatsocialmediafromamorepracticalpointofview,SweetserandLariscy(2008)definesocialmediaasa“read-writeWeb,wheretheonlineaudiencemovesbeyondpassiveviewingofWebcontenttoactuallycontributingtothecontent”.Onethingthatiscommoninthedefinitionsofsocialmediareviewedinthisworkistheviewthatitisbasedonuser-generatedparticipation.Theopportunitytoenjoyuser-to-userinteractiondistinguishessocialmediafromthetraditionalmediawhichischaracterizedbytop-downnewsdisseminationarrangement(Clark&Aufderheide,2009).Anotherattributeofthesocialmediawhichdistinguishesitfromthetraditionalmediaisthechoiceitaccordsitsusers.Choiceenablespeopletoaccesstheinformationtheyliketolearnaboutthroughthesocialmedia,eliminatingthegatekeeperroleoftraditionalmedia.Ononehand,thechoiceofferedbysocialmediareducesthesharedexperiencethatviewersofparticulartraditionalmediachannelsusuallyhave;ontheotherhand,itcreatesanetworkofindividualswithlikeinterestsandsimilarpreferences.
Twoprimarytoolsthathaveenabledpeopletosocializeandconnectwitheachotheronlinearesocialnetworkingsitesandelectronicmessaging.MorethanhalfofAmerica’steensandyoungadultssendelectronicmessagesandusesocialnetworkingsites,andmorethanonethirdofallinternetusersengageintheseactivities(Jones&Fox,2009).InNigeria,internetusersareestimated,asatOctober2014,at67,101,452with16%growthratewhencomparedwiththe2013figure,andis2.30%ofthecountry’sshareoftheworldinternetusers(InternetLiveStats,2014).NigeriaisalsothethirdmostactiveAfricancountryontwitter(Mejabi&Fagbule,2014).MostpeoplewhousesocialmediatoolsaccessthemmainlythroughcomputersandmobiledevicessuchasphonesandTabletPCs.
Analystssuggestthatmajorityofphonepurchasesinthecomingyearswillbemoreforusingonlinenetworksratherthanmakingphonecalls(Baekdal,2008).PoliticiansinNigeriaarejoiningtheonlinecommunitytocommunicatewiththeiraudiencesbecausetheybelievetheyareakeydemographicwhoshapeandinfluenceperception.Thus,phonecommunicationisnowtendingtowardone-to-manysharingratherthantheusualone-to-oneconversation.Nevertheless,thereisnocomprehensiveknowledgeoftheiractivitiesaswellashowthisformofmediacanimpactoncitizen’smobilizationandparticipationinNigeriaelectoralprocess.

2.1.2.HistoryofSocialMedia
Tounderstandsocialmediaweneedtoexploreitshistory.TheInternetstartedoutasamassiveBulletinBoardSystem(BBS)thatalloweduserstoexchangesoftware,data,messages,andnewswitheachother(Kaplan&Haenlein,2010).In1979,DukeUniversitygraduatestudentsTomTruscottandJimEllisteamedupwiththeideaofnetworkedcommunicationovercomputersforexchangeofinformation.Thisideawasexecutedin1980(KaplanandHaenlein,2010)and“Usenet”waslaunchedworldwide,whichwasthefirstgenuineattemptatsocialnetworking.Variousdiscussiongroupswereheldcoveringawidevarietyoftopicsfromhumanities,sciences,business,politics,computers,andotherareas.Thediscussionforumsonthesewebsiteswerecalled“newsgroups”(Goldsborough,2005).
By1992,Internetbecameoneofthemostpopularnetworkingtools,whichlinkedresearchersandeducators.MarcAndreessenheadedateamatNSFcenterswhichsuccessfullydevelopedabrowsertodevelopNCAMosaicorpopularlyknownasMosaic.Inlessthan18monthsofitsintroduction,Mosaicbecamethebrowserofchoiceforalmostoveramillionusers.ThissetoffanexponentialgrowthintheareaofdecentralizinginformationandconnectingpeopleandledtothedevelopmentofMicrosoft’sInternetExplorer(Andreessen,1993).
FoundedinOctober1998byBruceAblesonandSusanAbleson,“OpenDiary”wasthenextattemptatsocialnetworking.Thiswebsitebroughttogetherpeoplefromvariousfieldswhowrotediariesorblogs,aswenowcallthem,onacommonplatformtosharetheirviewsandperspectivesonvarioustopics(KaplanandHaenlein,2010).AstheInternetmaturedandbecamemorewidelyavailableinthelate1990’s,therewasanexplosionofSocialMediawebsites.
In1999,socialmediawebsiteslikeBloggerandFacepartyappeared,andpost-2000,Wikipedia,Picasa,Friendster,Flickrandothersiteswerecreated.Thenumberofactivemonthlyuserseachofthesesocialmediasitesgeneratesisgivenbelow.ThesocialnetworkingsiteFacebookiscurrentlyoneoftheleadersinsocialmedia,withvideosharingsiteYouTubeaclosesecond.Growthofsocialnetworking,arevolutioninsocialnetworkingcamewiththeadventofnewersocialnetworkingwebsites,basedonWeb2.0.In2002,Friendsterusedtheconceptofdegreesofseparation.Itpromotedtheideaofsocialnetworkingbycreatingrichbondsamongpeoplewhokneweachotherdirectlyorviacertainfriendsandprovidedacommonplatformforthemforsocialinteraction.WiththesuccessofFriendster,manyothersocialnetworkingsitesfollowed.LinkedIn,launchedin2003,createdaprofessionalplatformforwork-basedinteraction.Itismorethanamereplaygroundforteenagersandclassmates.LinkedInisaseriousplatformforworkingpeoplewhowanttoconnectwithotherprofessionalsandtoexpandtheircontactnetworks.AsofJanuary2014,LinkedInreported300millionregisteredusersonitswebsite(https://www.linkedin.com/about-us).MySpace,whichwasalsolaunchedin2003,hasalmost10timesfewer(36millionasonOctober2013)monthlyactiveusersthanLinkedIn.However,Facebook,launchedin2004forHarvardstudentsandopenedtothegeneralpublicin2006,iscurrentlythemostfrequentedsocialnetworkingwebsite.AsofSeptember2014,Facebookclaims1.35billionactiveusers(https://newsroom.fb.com/company-info/).Toputthisnumberinperspective,ifFacebookwasacountryitwouldbethesecondmostpopulousnation,secondonlytoChina.
2.1.3ClassificationofSocialMedia
Justasmuchasmultiplicityinsocialmediadefinitions,therearealsodiverseclassesofapplicationsandplatformsthatsymbolizesocialmedia.Therefore,itisnecessarytosummarizesomegeneraltypesofsocialmediainordertosetboundariesbetweenwhatbelongstosocialmediaandwhatisnot.AccordingtoMayfield(2008),therearebasicallysevenkindsofsocialmedia,includingsocialnetworks,blogs,wikis,podcasts,forums,contentcommunitiesandmicroblogging.KaplanandHaenlein(2010)proposeasimilarclassificationofsocialmediawhichincludescollaborativeprojects,blogsandmicroblogs,contentcommunities,socialnetworkingsites,virtualgameworlds,virtualsocialworlds.Inthisstudy,theclassificationbyMayfieldwillbeconsideredasthecriterioninevaluatingwhetheraplatformbelongstosocialmediaornot.
i.SocialNetworkSites(SNSs)
Socialnetworksitesorsocialnetworkservicesallowpeopletoestablishpersonalwebpagesandthenconnectwithfriendsforthepurposeofsharinginformationandcommunication(Mayfield,2008).Justlikethemajorityofsocialmediaapplicationsandplatforms,thebondsmadeonsocialnetworksitesareprimarilybasedonuser’ssocialnetworksinreallifeandusersareencouragedtoproviderealpersonalinformation.Inthatsense,socialnetworkssitesalongwithothersocialmediatoolsmerelyprovideplatformsforrealworldfriendstocommunicateinthevirtualworld.Nevertheless,socialnetworksitesnowadaysarefarmorethanjustplatformsratherithasgraduallybeenintegratedintopeople’sdailylife.
Theoriginalversionofsocialnetworksitesdatedbackto1995wherecommunitysuchasclassmates.comtriedtohelppeoplefindbacktheiroldfriendsandschoolmatesbyhavingpeople’semailaddresseslinkedtoeachother.Itwasnotuntilearly2000s,withthedevelopmentofuserprofilefunctions,socialnetworksitesenteredthesecondstageandthenewgenerationofsocialnetworksitesemergedandbecamepopularsoon(Taprial&Kanwar,2012).ThebestexamplesareFriendsterin2002andMySpacein2003.TherealfeverofsocialmediasitesstartedwiththebirthofFacebookfoundedbyMarkZuckerbergandhiscolleaguesin2004.BytheendofDecember2013,ithad1.23billionactiveusersmonthlyworldwide.AlmostallthebasicfunctionsofsocialnetworksitescanbefoundinFacebookanditkeepsdelightingpeoplewithnewfeaturesandinnovation(e.g.timeline,maps).
ii.Blogs
Theterm‘blog’appearedasbothnounandverbin1999whichisshortenedformof‘Weblog’(Andrew,2009).Blogsareonlinejournalsanditismostoftenarrangedinthechronologicalordercontainingtext,data,imagesandothermediaobjectsrecordedandretrievablethroughawebbrowser.Therearenumberoffeaturesthatdistinguishblogsfromportalwebsiteandothergeneralwebsites.Blogstendtowriteinapersonaltoneandconversationalstyle.Thereisusuallyatopicbeforebloggersstarttowrite.Blogsareflexibleandextensiveinthewaythatbloggerscancreatelinksandmakereferencesfromothersourceswhichenablebothreadersandbloggerstrackbackwhiletheyarereadingblogs.Blogsalsoallowcommentsandsubscriptionwhichpromoteonlineinteractionandformofcommunitygroups.Bloggersandwikisarethemosttwopopularblogplatforms.
iii.Wikis
Wikisarewebsitesthatallowspeopletoadd,modifyordeletecontentsincollaborationwithothers(Mayfield,2008).Usuallyawikiissupportedbyadatabasethatkeepstrackofallchanges,allowinguserstocomparechangesandalsoreverttopreviousversion.Allpreviouscontributionsarestoredpermanentlyandallactionsarevisibleandreversibleinwikis(Andrew,2009).Differentfromthetraditionalprintedencyclopaedias,theopen-accessauthoringenvironmentsofwikicausesthecontenttobedivergentwithoutastandardstyleorformat.Thismeanswikisrequirerigorousversioncontrolaffordedbythesystem(Emigh&Herring,2005).ThemostpopularwikiisWikipedia,anonlineencyclopaediathatwasstartedin2001.Ithasnowmorethan4.5millionarticlesinEnglishaloneaswellasarticlesinotherninelanguages(Mayfield,2008).
iv.Podcasts
ThedefinitionofpodcastbyMerriam-Websterdictionaryisaprogram(asofmusicortalk)madeavailableindigitalformatforautomaticdownload(Merriam-Webster.com,2017).Audioandvideofilesarepublishedontheinternetthatallowsuserstosubscribeto.Thefeatureofsubscriptiontrulyrepresentsthesociabilityandcommunitycharacteristicsofsocialmedia.
Peoplehavelongbeenabletouploadvideoandaudiofilesontheinternet,butwiththesubscriptionfeature,eachindividualisdoingtheirownmarketingbynotifyingsubscribersassoonastheyhaveupdates.
Thisenableseveryonetobuildtheirownaudiencesandcommunitieswhichisthebasicformationofsocialmedia.Apple’siTunesisthemostwidelyusedpodcastplatformaroundtheworld.ThepodcastcanbeeitherlistenedtoonthecomputerordownloadedontomobiledeviceswithiTunesapplication.
v.Forums
Theinternetforumisalsoknownascommunitybulletinboardormessageboard.Theformationofforumstartswithagroupofpeoplewhosharethesameinterestsorwouldliketodiscussaspecifictopic.Forumcanbeconsideredasthelongestformofonlinesocialmedia.Notsurprisingly,forumhasastrongsenseofcommunitywithoneorseveraladministratorsservetheroleasmoderatorsthatregulateimproperpostsontheforums.Thediscussionontheforumiscalledthreadinwhichdifferentforumsmembersparticipateforthepurposeofonlinedebate,enquiringadviceorseekinghelp,etc.Thethreadsdonotnecessarilystartedbytheadministratorandunlikeblogswhichisownedandmanagedbythebloggers,threadsarestartedbyanymembersintheforumswhowanttodiscussandsharesomethingwithothers(Mayfield,2008).
vi.ContentCommunities
Contentcommunitiescanberegardedasacombinationofsocialnetworksitesandpodcasts.Itsharessomecommonfeaturesfromthesetwosocialmediaforms.However,contentcommunityhasaparticularfocusonsharingacertaintypeofcontentsuchasphoto,video,musicandbookmarks(Mayfield,2008).ExamplesofpopularcontentcommunitiesareFlickr,Instagram(bothfocusingonsharingphotography),YouTube(world’slargestvideosharingservice),delicio.us(bookmarks)
vii.Microblogs
Literally,microblogsaresupposedtobeminiversionsofblogs.However,microblogismorethanjustablog.Itcombinesthebasicelementsofblogswiththefunctionsofinstantmessagingandsocialnetworkingfromothersocialmediaplatforms.Twitterisnodoubtthedominantplayerinthemirco-blogfieldwithover200millionactiveusers.Tweetsarethemessagessendbyusersthroughvariousplatformsincludingtwitterwebsites,mobiledeviceapplicationsandSMS.Messagesarelimitedto140characterswhichisthemostobviousfeatureof‘micro’blog.Differentuserstreattwitterfordifferentpurposebutthefundamentalaimistosimplykeepintouchwithownnetworksandsharethoughtsorstartconversationeventhoughnowadaysfollowingcelebritieshavebecomeatrend.
2.1.4CharacteristicsofSocialMedia
WiththematureofWeb2.0technology,socialmediahasreachedalmosteveryonearoundtheworldaslongasyouhaveelectronicdevicesconnectedtoInternet.Ithasalreadybeenintegratedintopartofourdailylife.Nevertheless,whenpeoplearediscussingthewidelycirculatedtermsocialmedia,veryfewhavetrulyunderstoodtheessenceofsocialmedia.Understandingthecharacteristicsofsocialmediaisnotonlyimportantforindividualsbutalsocrucialforstudents.
Eventhoughthousandsofarticlesandblogpostshavebeendiscussingsocialmediafromdifferentaspects,thereisquitelittletheoreticalliteraturewhichsystematicallydescribesthepropertiesofsocialmedia.Tomydelight,severalarticlesstillgivegreatdescriptionofsocialmediacharacteristics.Mayfield(2008)pointedoutfivefundamentalcharacteristicsthatsharedbyalmostallsocialmediaplatforms:participation,openness,conversation,communityandconnectedness.TaprialandKanwar(2012)identifyfivepropertiesthataremorepowerfulanddistinguishthesocialmediafromthetraditionalmedia.Theyareaccessibility,speed,interactivity,longevityandreach.
Basedontheliteratureonsocialmedia,ninecharacteristicsofsocialmediacanbesummarizedasfollow:
i.Community
Communityinsocialmediasharesamefeatureswithotheronlineandvirtualcommunities,whichareformedbasedonpeoplewhosharethesameinterestsorbackground.However,therearedifferencesinwhichthenetworkformedinsocialmediaisoftenanextensionofthenetworkintherealworldandtrustinsocialmedianetworkisusuallyhigherthanothercommunities.
ii.Connectedness
Socialconnectednessisdefinedasinterpersonal,community,andgeneralsocialties(Teixeira,1992).FromMayfield’spointofview,connectednessisclosertointegrationinthesensethatsites,resources,andpeopleareconnectedthroughlinksandsharedbyusersonvarioussocialmediaplatforms.
iii.Openness
Almostallthesocialmediaplatformsarefreetojoinandanyonecanusesocialmediaasmediumtocreate,edit,communicate,consumerandcommentcontents(Mayfield,2008).Socialmediacreatesanatmospherethatencouragesparticipationandsharinginformation.
iv.Speed
Oneoftheadvantagesofonlinesocialnetworkcomparedwithreallifenetworkisthecommunicationandspreadspeed.IncontrastoftraditionalWOM,whereopinionsmaydisappearintothinair,onlineWOMspreadsconsistentlyresultsinviraleffect.Contentspublishedonsocialmediaplatformsareinstantaneousandareavailabletoeveryoneinyournetworkassoonastheyarepublished.(Taprial&Kanwar,2012)
v.Accessibility
Likethetraditionalmediawhichreliesontechnologyandplatformstofunction,thesameappliestosocialmediawhichistheproductofweb2.0technologiesandusergeneratedcontent.Thedevelopmentofdifferentelectronicdevices,anyonecanaccesssocialmediaanywhereandanytimeaslongasitisconnectedtointernet.
vi.Participation
Burgoonetal.(2000)definesparticipationastheextenttowhichtwoormorepartiesareactivelyengagedintheinteractionincontrasttolurking,passivelyobservingormonologues.Asmentionedbefore,socialmediaencouragesparticipationandfeedbacks.Onepartycreatescontentandsharesontheplatformtoarousetheinterestoftheotherpartysothattheywillactivelycontributeandgivefeedbacks.Fromthispointofview,thelinebetweenmediaandaudiencebecomesblurredaseveryonecanbecomecreators,communicators,readersandconsumersofcontentsontheplatformsandeachindividual’sidentityisshiftingallthetime(Mayfield,2008).
vii.Conversation
Traditionalmediacommunicatesinonewayinwhichcontentiscreatedbymediaanddistributedtoaudiencewhilesocialmediaisbasedonuser-generatedcontentwhichmeanseveryonebecomesthesourceforcommunication.Thismeanstwo-wayormulti-waycommunicationisformedinthesocialmediawhichaimsatfosteringinteractionamongusersandotherparties.
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Figure2.1:SocialMediaCharacteristics
2.1.5.AdvantagesofSocialMedia
Socialmediahasmanyadvantagesforbothindividualsandgroups.Theseadvantagesinclude:
Creatingstrongconnectionswithothers
Makingcustomershappierandmoreloyaltothecompany
Providingfeedbacksandinsights.
Makingandsharingthingsthatpeoplehavecreated
Enhancingbrandawareness
Teachingandprovidingfunexperiencestopeopleallaroundtheworld.

Thismeansthatsocialmediaisimportantforpeoplewhowanttoconnectwithothers,learn,andhaveanimpactontheirdesiredaudience(Asemah,Nwaoboli&Nwoko,2022).Socialnetworkingisoneofthemainactivitiesthatpeopledoonsocialmedia.Itinvolvesconnectingwithotherusers.SocialnetworkingcanhelpfindnewFriendsandcustomers.
2.1.6.TypesofSocialMediaPlatforms
Somepopularexampleofsocialmedianetworkingsitesincludes:Facebookm,WhatSapp,Twitter,Instagram,Tiktok,Snapchat,YouTube,LinkedIn,Reddit,Quoral
· Facebook:AccordingtoAsemahandEdegoh(2010)isasocialnetworkingsiteswhichallowsparticipanttocreateaprofilesearchandreceivefriendsrequest.Italsogivesparticipanttheabilitytouploadprofilepictures,tagpicturesandcommentsonpicturesoffriends.Facebookisoneofthemostknownandwidelyusedsocialmediaplatformintheworld.Facebookhasbeenabletodeveloparangeoffeaturesandolstoenhancetheuser'sexperiencessuchasmessenger,whichallowspeopletochatwitheachother,videocallanytimetheywishto.Facebookisoneofthefastdevelopingsocialnetworkingsite,itisawayforpeopletokeepintouchwitheachother.YoungpeopletendtopreferFacebookasasourceofnewsandinformationratherthanlisteningtoradioorwatchingtelevision(AsemahandEdegoh,2013).
· WhatsApp:Whatsappisamobilemessagingapplicationpermittinguserstoreceiveandsendmessages,makevoicecallsanduploadvideoswithiPhones,BlackBerry,Android,WindowsPhoneandNokia(Hindu,2011;Barhoumi,2015).WhatSappnetworkisnotonlyusedforsocialinteraction,butalsoitisusedasaninstructionalandeducationalmaterialorasaplatform(Roblyeretal,2010).
· Twitter:Twitterisawebsitewherepeoplesendmessagescalledtweets.Thesetweetscancontainwords,videos,pictures,orwebaddresses.TouseTwitter,youmusthaveinternetandasmartphonetogetontheapporwebsite.Twitterhasaspecialtoolthatallowsyoutolookforandtrackspecifictopicsandpeoplefromanywhereintheworld.
· Instagram:Instagramisawebsitethatletspeopleshareandchangepictureswithothers.Theappstartedin2010anditallowspeopletakepictures,improvethem,andshowthemtootherpeople.Wecanthinkofthisasadifferenttypeofsocialmedia,wherepeoplecommunicatewitheachotherusingpictures(Jinetal.,2015).Thisappisallaboutsharingphotosandvideoswiththepeoplewhofollowyou.Italsohasvariousmethodstomakevideosandphotosbetter.Becauseofthis,manypeoplewhoenjoytakingphotoshavebecomeinterestedinusingInstagram.
· Tiktok:Tiktokisanewwebsitewherepeoplecansharevideosandithasbecomereallyfamous.It'sawebsiteorappwhereyoucanwatchveryshortvideosthatareonly60secondsorless.TikTokiswell-knownforitswidespreaddancechallengesandentertainingvideos.Youcanmostlyuseitonmobilephones,butyoucanstillwatchTikTokvideosonthewebapp.Theplatformallowsuserstohavefunwiththeircontentbyaddingfilters,stickers,voicerecordings,soundeffects,andbackgroundmusic.
· Snapchat:Snapchatisawell-knownappthatlotsofpeopleuse.AccordingtoIngram(2015)Snapchathasreachedaround6billionvideoviewsadaythatistooclosetotheFacebook.Snapchatisextremelyfamousandhasbecomeoneofthelargestsocialmediaplatformsglobally."It'sanapplicationwhereyoucansharepicturesandvideoswithyourfriends."Snapchatmakesitsimpletotalkwithyourlovedonesandfriends.ItalsohasafeaturecalledLiveStorieswhereyoucanlookatandlearnaboutdifferentplacesintheworld.LifebecomesmuchmorefunwhenyouuseSnapchat.Theappalsohasa"story"featurethatallowsuserstoeasilysharepictures.YoucantellstoriestoyourfriendsonSnapchat,buttheywillgoawayafteroneday.ThatisthegreatestpartaboutSnapchat.Peopletelleachotheraboutfunthingstheydo,gamestheyplay,andgoodtimestheyhave.Snapchatletsyousendprivatemessagestoyourlovedones.Itfeelsmorelikesharingwithaclosefriendthanjustsendinganormalmessage.Italsoletsuserschatwiththeirfriendsandfamily.
· YouTube:YouTubeisawebsitewhereyoucanwatchvideosthatareliveorvideosthathavealreadybeenrecorded.LotsofpeoplewhomakevideosonYouTubegetpaidbyputtingadsintheirvideos.Theplatformhasmanydifferentchannelsthattalkaboutspecificthingslikemusic,games,andcomedy.YouTubewascreatedin2005asawebsitethatallowsuserstoupload,watch,andsharevideosforfree.Rightnow,YouTubeisthethirdmostpopularwebsite,andmanypeoplefromaroundtheworlduseit.Eachday,morethan2billionpeoplewatchYouTubevideosandeveryminute,35hoursofvideoareuploaded.Peoplecancreatetheirownchannelsonthiswebsite.Theycanuploadandsharevideos,leavecomments,ratevideos,anddiscovermorevideostowatch.Thiswebsiteisaspacewherepeoplecometogetherandhaveconversationswitheachother.AccordingtoDownes(2008),YouTubehasmadetheInternetmorefunandengaging.Itiswell-likedbecauseithaslotsofdifferentvideostowatchandawiderangeofcontenttochoosefrom.YouTubeletsindividualssharetheirownpersonaloramateurvideos,alongwithadvertisementsandhigh-qualityprofessionalvideos.
· Linkedin:Linkedinisawebsitewherepeoplewhoworkinthesamefieldcanmakeconnectionswitheachother.It'sausefulwebsitewhereyoucancreateandpromoteyourpersonalbrand,showcaseyourtalentsandachievements,andlookforjobopportunities.Linkediniscurrentlyaverypopularandprofitablesocialmediaplatformontheinternetthesedays.Itwascreatedin2003asawebsiteforexpertstocommunicateonline,eveniftheyarenotatthesamelocation.AfterbecomingapubliccompanyinMay2011,Linkedinincludessomenewthingslikeanewsfeed,usercontent,andtheabilitytofollowprofessionals.Thesechangesmadeiteasierforpeopletoparticipateandstaylongeronthewebsite.Thenetworkhasover260millionpeopleusingitin200differentcountries.Linkedinisausefultoolforundergraduatestudentstofindworkexperiences,employmentopportunities,andbuildrelationshipswithprofessionalsintheirfieldofstudy.Usersmakeaprofileonthewebsite,likearesume,wheretheycanshowtheirdifferentabilities.Thewebsiteusesnumbersandstudyinginformationtohelppeoplefindandmakefriendsorjoingroupsthatareimportanttothem.
2.1.7ConceptofGambling
Gamblingreferstotheactofbettingorwageringsomethingofvalue,typicallymoney,onaneventoroutcomethatislargelyinfluencedbychance.Itencompassesawiderangeofactivities,includingcasinogames,sportsbetting,lotteries,andonlinegambling.Theessenceofgamblingliesintheuncertaintyandunpredictabilityoftheoutcome,withparticipantshopingforafavorableresultthatwillleadtofinancialgain.Whilesomeformsofgamblinginvolveanelementofskill,suchaspokerorcertainbettingstrategies,themajorityofgamblingactivitiesarebasedonluck,wherethechancesofwinningorlosingareoftencontrolledbychance-basedmechanismslikedicerollsorcarddraws.
Theconceptofgamblinghasevolvedsignificantlyovertime,withitspresencedeeplyembeddedinculturesaroundtheworld.Historically,gamblinghasbeenpracticedinvariousforms,fromancientdicegamestothemodern-daydigitalcasinos.Overtheyears,ithasgrownintoamulti-billion-dollarindustrythatattractsindividualsseekingentertainment,excitement,orthepossibilityofsignificantmonetaryrewards.However,gamblingalsoraisesconcernsaboutitspotentialforaddictionandnegativesocialimpacts.Thethrillofriskingmoneyforthechanceofarewardcanleadtocompulsivegamblingbehavior,whereindividualsstruggletocontroltheirimpulses,oftenleadingtofinancialruin,strainedrelationships,andpsychologicaldistress.
Governmentsandsocietieshavedevelopedvariousapproachestomanaginggambling,withsomelegalizingandregulatingit,whileothersplaceheavyrestrictionsoroutrightbansongamblingactivities.Legalgamblingofteninvolvestheestablishmentofregulatedcasinos,sportsbettingsites,andlotteries,generatingrevenueforpublicservices.Incontrast,illegalgamblingoperationsmayoperateoutsidethelaw,oftenfosteringcriminalactivity.Asthedigitalagecontinuestoexpand,onlinegamblinghasbecomeamajorissue,withpeoplehavingaccesstogamblingplatforms24/7,furthercomplicatingregulatoryandaddictionmanagementefforts.
Whilegamblingcanbeseenasaformofentertainmentformany,itiscrucialtorecognizetherisksinvolved.Theprevalenceofgamblingaddictionhasledtothedevelopmentoftreatmentandsupportprogramsaimedathelpingindividualswhomaybestrugglingwithproblemgambling.Publicawarenesscampaignsandresponsiblegamblinginitiativesaimtoeducatethepublicaboutthedangersofexcessivegamblingandpromotesafer,morecontrolledparticipationingamblingactivities.Ultimately,theconceptofgamblingremainscomplex,withitsappealtosomebeingbalancedagainstthesignificantsocialandpersonalconsequencesforothers.
2.1.8CausesofGambling
Thecausesofgamblingcanbemultifaceted,ofteninvolvingacombinationofpsychological,social,andenvironmentalfactors.Herearesomekeycauses:
1. PsychologicalFactors:Manyindividualsturntogamblingasawaytoescapefromstress,anxiety,ordepression.Thethrillofgamblingcanprovidetemporaryrelieffromemotionalormentaldistress,leadingtoapatternofcompulsivebehavior.Additionally,thebeliefin“luck”orthe“gambler’sfallacy”(theideathattheyaredueforawin)candriveindividualstocontinuegamblingdespitelosses.
2. Addiction:Gamblingcanbecomeaddictiveduetothereleaseofdopamineinthebrain,whichprovidesfeelingsofpleasureandexcitement.Thiscancreateacyclewheretheindividualseekstorecapturetherewardingfeeling,leadingtoaprogressiveincreaseingamblingbehavior.Overtime,individualsmayfeelunabletocontroltheirgambling,leadingtocompulsivebehavior.
3. SocialInfluence:Peerpressureandsocialnetworkscaninfluencegamblingbehavior.Peoplemaybeintroducedtogamblingbyfriends,familymembers,orcolleagues,andthesocialacceptanceofgamblingincertaincirclescannormalizeit.Thedesiretofitinorsharethethrillofgamblingwithotherscanalsocontributetotheinitiationorcontinuationofgamblingactivities.
4. CulturalandSocietalFactors:Insomecultures,gamblingisseenasalegitimateformofentertainmentorevenawaytoachievefinancialsuccess.Culturalattitudestowardrisk-takingandthedesireforinstantwealthcanencouragegambling.Moreover,mediaportrayalofgamblingasglamorousorthrillingcancreateunrealisticexpectations,leadingindividualstoengageinit.
5. FinancialStrain:Individualswhofacefinancialdifficultiesmayturntogamblinginanattempttosolvetheirfinancialproblemsquickly.Theallureoflargewinningscanmakegamblingappearasapotentialsolution,eventhoughtheoddsaregenerallyagainstthem.Thisdesperationcanleadtogamblingbehaviorbecomingmorefrequentorreckless.
6. AvailabilityandAccessibility:Thewidespreadavailabilityandeasyaccesstogamblingopportunities—whetherthroughphysicalcasinos,onlineplatforms,ormobileapps—canincreasethelikelihoodofgambling.Theconvenienceofonlinegambling,whichallowsindividualstogambleanytimeandanywhere,hasparticularlycontributedtotheriseingamblingbehavior.
7. LackofAwarenessorEducation:Manyindividualsgamblewithoutfullyunderstandingtherisksortheoddsinvolved.Thelackofeducationonresponsiblegamblingpracticesorthepotentialconsequencesofexcessivegamblingcancontributetounhealthygamblingbehavior.Peoplemayalsounderestimatetheaddictivepotentialofgambling,leadingthemtoengageinitwithoutrecognizingthedangers.
8. PersonalityTraits:Certainpersonalitytraits,suchasimpulsivity,risk-takingtendencies,orsensation-seekingbehavior,canpredisposeindividualstogambling.Peoplewiththesetraitsmaybemorelikelytoengageinactivitiesthatinvolverisk,includinggambling,insearchofexcitementornovelty.
2.1.8CommonFormsofGamblingAmongNigeriaYouths
GamblingamongNigerianyouthstakesvariousforms,influencedbyculturalpractices,technologicaladvancements,andtheavailabilityofdifferentgamblingplatforms.SomeofthemostprevalentformsofgamblingamongNigerianyouthsinclude:
1. SportsBetting:SportsbettingisoneofthemostpopularformsofgamblingamongNigerianyouths.Football,particularlytheEnglishPremierLeagueandothermajorinternationalleagues,isamajorattraction.Manyyoungpeopleplacebetsontheoutcomesoffootballmatches,withthehopeofwinningmoneybasedontheperformanceoftheirfavoriteteamsorplayers.Theaccessibilityofmobilebettingplatformshascontributedtotheriseofsportsbetting,asyouthscannowplacebetsonmatchesfromtheirsmartphones.
2. Lottery(Bet9ja,NairaBet,etc.):LotterygameshavealsobecomeapopularformofgamblingamongNigerianyouths.Variouslotterycompanies,suchasBet9ja,NairaBet,andothers,offeryouthsthechancetobuyticketsandwinlargesumsofmoneybyguessingnumbersorpredictingoutcomes.Theselotteriesareoftenpromotedheavilyonsocialmedia,makingthemeasilyaccessibleandappealingtoyoungpeoplelookingforaquickfinancialboost.
3. OnlineCasinoGames:Withtheadventoftheinternetandmobiletechnology,onlinecasinogameshavebecomeincreasinglypopularamongNigerianyouths.Manyyouthsaredrawntoonlineplatformsthatoffergameslikepoker,blackjack,andvirtualslotmachines.Thesegamesprovideinstantgratificationandachancetowinmoney,makingthemhighlyattractivetoyounggamblers.Someyouthsengageinthesegamesregularly,usingthemasaformofentertainmentorawaytogenerateincome
4. SlotMachinesandVirtualGames:Slotmachines,thoughmorecommonlyfoundinphysicalcasinos,havemadetheirwayintotheonlinegamblingscene.Virtualslotgames,accessibleviamobileappsorwebsites,havegainedtractionamongNigerianyouths.Thesegames,whichinvolvespinningreelsandmatchingsymbolsforprizes,areofteneasytoplayandrequirelittleskill,whichmakesthemespeciallyappealingtoyoung,inexperiencedgamblers.
5. CardGames(e.g.,Poker):Cardgames,suchaspokerandblackjack,arealsoformsofgamblingthatappealtoNigerianyouths.Thesegamesareoftenplayedininformalsettings,suchasamongfriendsoratsocialgatherings.Whilesomeyouthsmayengageinthesegamesforfun,othersmayparticipateincardgamegamblingformoney,whichcanleadtofinancialrisksandaddiction.
6. TraditionalandCulturalBetting:InsomepartsofNigeria,traditionalformsofgambling,suchasbettingonlocalsportseventsorparticipatingincommunity-basedgamblingactivities,arestillcommonamongyouths.Thesepracticesofteninvolvebettingonlocalgames,suchastraditionalwrestlingorothercompetitivesports,whereyouthsplacewagersbasedontheexpectedwinner.Thisformofgamblingmaybemoreprevalentinruralorsemi-urbanareas.
7. MobileGamingwithIn-AppPurchases:Whilemobilegaminginitselfisnotalwaysclassifiedasgambling,manyyouthsengageinmobilegamesthatinvolvein-apppurchasesortheopportunitytowinvirtualcurrency,whichcanthenbeconvertedintorealmoney.Someyouthsmaybecomeaddictedtothesegames,spendingsubstantialamountsofmoneyonvirtualrewards,skins,oradvantageswithinthegame.
8. FantasySportsLeagues:Fantasysportsleagues,particularlythosefocusedonfootballorbasketball,havebecomepopularformsofgamblingamongNigerianyouths.Participantscreatefantasyteamsbyselectingreal-lifeplayersandthenearnpointsbasedontheplayers’actualperformancesinmatches.Althoughfantasysportsareoftenskill-based,theelementofluckinplayerperformancescanstillmakeitaformofgamblingforyouthsseekingmonetaryrewards.
2.1.9InfluenceofSocialMediaonGambling
Socialmediaandgamblinghavebecomeincreasinglyintertwined,withplatformslikeFacebook,Instagram,Twitter,andTikTokplayingasignificantroleinpromotinggamblingactivities.Therelationshipbetweensocialmediaandgamblingiscomplex,associalmediaservesbothasatoolforadvertisinggamblingservicesandaplatformwhereuserscanengagewithcontentrelatedtogambling.Thishascreatedanewdynamicinhowgamblingisperceived,marketed,andexperienced,especiallyamongyoungergenerations.
1. PromotionofGambling
Oneofthemostsignificantwayssocialmediainfluencesgamblingisthroughthepromotionofgamblingplatformsandservices.Manygamblingcompaniesusesocialmediatoadvertisetheirproducts,suchasonlinecasinos,sportsbetting,andlotteryservices.Theseplatformsoftenusetargetedadsthatappealtospecificdemographics,makinggamblingseemaccessible,entertaining,andpotentiallylucrative.Theadvertisementscanfeaturecelebrities,influencers,orattractiveoffers,suchassign-upbonusesandfreebets,whichcanmakegamblingmoreenticing.
2. InfluencersandGamblingEndorsements
Socialmediainfluencers,especiallythoseonplatformslikeInstagramandYouTube,haveincreasinglybeenusedtoendorsegamblingbrands.Influencersoftensharetheirgamblingexperiences,showcasetheirwins,orpromotegamblingwebsites,encouragingtheirfollowerstoparticipateingamblingactivities.Thiscannormalizegamblingbehavior,particularlyamongyoungeraudienceswhomayviewinfluencersasrolemodels.Theendorsementofgamblingbyinfluencerscanbeparticularlyimpactful,asitoftenblendsseamlesslywithothercontent,makingitharderforuserstodistinguishbetweensponsoredpostsandorganiccontent.
3. OnlineGamblingCommunitiesandSocialInteraction
Socialmediaplatformsalsofostercommunitiesofindividualswhoshareacommoninterestingambling.Theseonlinecommunities,oftenfoundinFacebookgroups,Twitterthreads,orRedditforums,allowgamblerstodiscussstrategies,sharetips,andevenbragabouttheirwins.Whilesomeofthesecommunitiesmayprovidehelpfuladvice,theycanalsopromoteunhealthygamblingbehaviors,encouraginguserstogamblemorefrequentlyormorerecklessly.Thesenseofcamaraderieandpeerpressurewithinthesegroupscanmakeitmoredifficultforindividualstorecognizewhentheirgamblingisbecomingproblematic.
4. GamificationandMicro-Gambling
Socialmediaplatforms,especiallymobileappsandgames,haveembracedgamification,aconceptthatinvolvesaddinggame-likeelementstonon-gameactivities.Someplatformsusemicro-gamblingtechniqueswhereuserscanengageinsmall-scalebettingorgambling-likebehaviorwithinsocialmediaapps.Forexample,in-apppurchases,virtualslotmachines,ortheopportunitytowinprizesbyplayinggamesmayleadtoapatternofbehaviorwhereusersareencouragedtospendmoneytoenhancetheirsocialmediaexperience.Thesemicrotransactionscanactasagatewaytomoreseriousgamblingbehaviors,blurringthelinebetweenentertainmentandrealfinancialrisk.
5. SocialMediaandGamblingAddiction
Theconstantexposuretogambling-relatedcontentonsocialmediacancontributetogamblingaddiction,especiallyamongvulnerableindividuals.Socialmediaplatformsaredesignedtoengageusersthroughconstantnotifications,likes,andshares,andthiscancreateanenvironmentwhereusersareconsistentlyremindedofgamblingopportunities.Forthosealreadystrugglingwithaddiction,socialmediamayreinforceharmfulbehaviorsbynormalizinggamblingandminimizingitsrisks.Theeaseofaccesstoonlinegamblingplatformsthroughsocialmediaalsomeansthatindividualscangambleatanytime,whichmayincreasethelikelihoodofcompulsivegambling.
6. RegulatoryChallenges
Theriseofsocialmediaasatoolforpromotinggamblingpresentssignificantregulatorychallenges.Whiletraditionalformsofgambling,suchascasinosandbettingshops,areregulatedbygovernments,onlinegamblingplatformsandsocialmediaareoftenlesstightlycontrolled.Manysocialmediaplatformshavetakenstepstorestrictgambling-relatedcontentoradvertisements,especiallythosetargetingminorsorvulnerableindividuals.However,enforcementisofteninconsistent,andnewplatformsoremergingtrends(suchasinfluencermarketing)canmakeitdifficulttokeepupwiththerapidlyevolvinglandscapeofonlinegambling.
7. RaisingAwarenessandResponsibleGambling
Onthepositiveside,socialmediahasalsobeenusedtopromoteresponsiblegambling.Manyorganizationsusesocialmediaplatformstoraiseawarenessaboutgamblingaddictionandprovideresourcesforindividualswhoneedhelp.Campaignsthathighlighttherisksofgambling,sharepersonalstoriesofrecovery,andprovidelinkstosupportservicescanbeeffectiveinreducingtheharmcausedbygambling.Socialmediacanalsobeatoolforpromotinghealthiergamblingbehaviorsandcreatingdiscussionsaroundthenegativeimpactsofgambling,helpingtodestigmatizeseekinghelpforgamblingproblems.
2.2.THEORETICALFRAMEWORK
Thisresearchonthe“AudiencePerceptionofSocialMediaasToolsforthePromotionofGamblingamongKwaraStatePolytechnic(Kwarapoly)Undergraduates”drawsonthreepivotaltheories:UsesandGratificationsTheory,SocialLearningTheory,andTheoriesofMediaInfluence.Eachofthesetheoriesprovidesinsightintothedynamicrolesocialmediaplaysinshapingperceptionsandbehaviorsrelatedtogamblingamongyoungpeople.AdetailedexplorationofthesetheorieswillhelpexplainhowsocialmediaplatformsmayinfluenceKwarapolyundergraduates’attitudestowardgamblingandhowgambling-relatedcontentcanimpacttheirengagementwithsuchactivities.
2.2.1UsesandGratificationsTheory(UGT)
TheUsesandGratificationsTheory(UGT),initiallydevelopedbyKatz,Blumler,andGurevitch(1973),positsthatmediausersactivelyseekoutmediacontenttofulfillspecificneedsanddesires.Thetheorychallengesthenotionofpassivemediaconsumption,assertingthatindividualsarenotmerelyinfluencedbymediamessagesbutinsteadchooseandusemediabasedontheirownmotivationsandexpectations.AccordingtoUGT,peopleusemediatosatisfyarangeofneeds,includinginformational,entertainment,personalidentity,andsocialinteraction.
Inthecontextofthisstudy,UGTisanessentialframeworkforunderstandingwhyKwarapolyundergraduatesmayengagewithgambling-relatedcontentonsocialmedia.Socialmediaplatformsprovideavarietyofexperiencesthatcanmeetdifferentneeds,suchasentertainment,socializing,andthedesireforfinancialsuccessorexcitement.Gamblingadvertisementsorpostsaboutgamblingexperiencescouldattractstudentswhoareseekingthrill,excitement,orthepossibilityofmakingquickmoney.Additionally,thesocialgratificationofbeingpartofacommunityofgamblersorfollowersofgamblinginfluencersmaydrivestudentstoengagewithsuchcontent.
UGTalsohighlightsthattheinteractionbetweenmediacontentandusersisnotone-sided.Asyoungadultswhoarelikelyexploringtheiridentitiesandlookingfornovelexperiences,Kwarapolystudentsmightbedrawntothesensationalandrisk-ladenaspectsofgamblingthatsocialmediapromotes.Whetherthroughsponsoredposts,influencerendorsements,orpeerinteractionsdiscussinggamblingwins,thesestudentsmayfindsocialmediatobeagratifyingspacewheretheycanexploretheseactivitiesandfeelconnectedtootherswhosharesimilarinterests.
UGTsuggeststhatunderstandingthemotivesbehindsocialmediause—suchastheneedforexcitement,risk-taking,orsocialvalidation—canhelpexplainwhygambling-relatedcontentappealstoyoungaudiences.Byanalyzingthesegratifications,thetheoryprovidesalensforevaluatinghowsocialmedia’spromotionofgamblingmightresonatewithKwarapolystudentsandinfluencetheirperceptionsofgamblingasafunandpotentiallyrewardingactivity.
2.2.2SocialLearningTheory
SocialLearningTheory(SLT),developedbyAlbertBandurain1963,focusesonhowpeoplelearnbehaviorsthroughobservingothers,imitatingthosebehaviors,andunderstandingtheconsequencesofthoseactions.SLTpositsthatlearningdoesnotonlyoccurthroughdirectexperiencebutalsothroughobservationandmodeling,especiallywhenindividualsseethebehaviorbeingrewardedorreinforced.Thetheoryisparticularlyconcernedwiththeroleofsocialinfluence—howpeopleareimpactedbythebehaviorofothersintheirenvironment,particularlyrolemodels,peers,andmediafigures.
Inthecontextofgambling,SLThelpsexplainhowstudentsmaylearnaboutgamblingandtheassociatedbehaviorsthroughtheirsocialmediaexposure.IfKwarapolystudentsobservepeersorinfluentialfiguresengagingingamblingordiscussingtheirgamblingexperiencesonplatformssuchasInstagram,Twitter,orTikTok,theymaybemoreinclinedtomimicthesebehaviors.Therewardsassociatedwithgambling—suchasfinancialgain,socialapproval,orthethrillofrisk—areoftenhighlightedinmediaportrayals,makinggamblingappearmoredesirableandexciting.Thesesocialrewardsserveasreinforcementsforstudentstotrygamblingthemselves.
Moreover,Bandura’sconceptofvicariousreinforcement—learningthroughtheobservationofothersbeingrewardedforcertainbehaviors—alsoappliestosocialmediacontentaboutgambling.Studentsmayseeindividualswhoengageingamblingportrayedas“winners”or“lucky,”whichstrengthensthelikelihoodofthemadoptingsimilarbehaviors.Thisisespeciallytruewhentheportrayalisaccompaniedbytheexcitementandsocialvalidationofbeingpartofagamblingcommunity.InauniversitysettinglikeKwarapoly,wherepeerinfluenceisstrong,socialmediabecomesapowerfultoolforthetransmissionofgamblingbehaviors.
SocialLearningTheoryalsoemphasizestheroleofattention,retention,andmotivationinlearning.Socialmediaplatformsmakegamblingcontenthighlyvisible,especiallywhenpopularinfluencersorcelebritiessharetheirexperiences.Theseobservations,combinedwiththereinforcementofgamblingthroughfavorableportrayals(suchasbigwinsoreasyaccess),createstrongmotivationalforcesforstudentstoengageingambling.
2.2.3 TheoriesofMediaInfluence
TheoriesofMediaInfluence,particularlyCultivationTheoryandFramingTheory,focusonthewaysmediaexposureshapesindividuals’perceptionsofrealityandinfluencessocietalattitudes.
CultivationTheory,developedbyGeorgeGerbnerinthe1970s,positsthatprolongedexposuretomediacontentcan“cultivate”aperceptionofrealitythatalignswiththemedia’sportrayal.Inthiscase,continuousexposuretogambling-relatedcontentonsocialmediaplatformsmayleadKwarapolystudentstoperceivegamblingasanormal,harmless,orevenglamorousactivity.Overtime,repeatedmessagesthatglorifythethrillofgamblingorpresentitasawaytoachievesuccessorwealthmayshapestudents’attitudes,makingthemmoreacceptingofgamblingasalegitimateandexcitingpursuit.
Forinstance,ifstudentsregularlyseesocialmediapostsshowingsuccessfulgamblerswinninglargeamountsofmoney,theymaybegintoseegamblingasaneasyroutetowealth,ignoringordownplayingitsrisksandnegativeconsequences.CultivationTheoryemphasizesthatthemoretimeindividualsspendonsocialmediaconsuminggambling-relatedcontent,themorelikelytheyaretoadoptthedistortedworldviewthatmediapresents,whichcouldinfluencetheirgamblingbehavior.
FramingTheoryfocusesonhowmediaoutletsandsocialmediaplatformsshapethewayeventsandissuesareperceivedbyframingtheminparticularways.Inthecaseofgambling,thewaycontentisframed—whetheremphasizingtheexcitementandthrillofgambling,thesuccessstoriesofbigwinners,ortheeaseofaccesstoonlinegamblingplatforms—caninfluencehowstudentsperceivegamblingasanactivity.Ifsocialmediaplatformsconsistentlyframegamblinginapositivelight,portrayingitasanentertaining,low-risk,andsociallyacceptableactivity,studentsaremorelikelytoviewgamblinginthisfavorablelight.
Forexample,gambling-relatedpoststhathighlightfunsocialinteractions,excitingwins,orevensponsoredcontentfromgamblingcompaniescanshapestudents’perceptionsofgamblingasaharmlessorentertainingactivity.FramingTheorysuggeststhattheseportrayalscanovershadowthenegativeconsequencesofgambling,suchasaddiction,financiallosses,andlegalissues,therebyinfluencingstudentstoengageingamblingbehaviorswithoutfullyunderstandingtherisksinvolved.
Insummary,CultivationTheoryandFramingTheorybothunderscorethepowerfulinfluencethatmediaexposure—specificallysocialmedia—canhaveonshapingperceptions.Thewaygamblingisdepictedontheseplatformscaninfluencehowstudentsviewgamblinganditsplaceintheirlives.Throughconsistentexposuretofavorableframes,studentsmaybemorelikelytoengageingambling,believingitisarisk-freeandexcitingactivity.
2.3.EMPIRICALREVIEW
Thissectionreviewsempiricalstudiesrelatedtotheaudienceperceptionofsocialmediaasatoolforthepromotionofgambling,focusingonhowsocialmediaplatformsinfluencethegamblingbehaviorofKwaraStatePolytechnic(Kwarapoly)undergraduatestudents.Thereviewhighlightspreviousresearchontherelationshipbetweensocialmedia,gamblingpromotion,anditseffectsonyoungpeople,particularlyinthecontextofKwaraState.
AstudybyAkinyemiandAdeola(2020)exploredtheimpactofsocialmediaadvertisingongamblingbehaviorsamongNigerianyouths.TheirresearchfoundthatplatformslikeInstagram,Facebook,andTwitterareoftenusedtotargetyoungaudienceswithgambling-relatedadvertisements.Theseadsoftenfeatureglamorouslifestyles,promisingeasyfinancialgains,andaredesignedtoappealtothecuriosityandrisk-takingtendenciesofyouths.ThestudyconcludedthatthefrequencyandpersuasivenatureoftheseadsonsocialmediaplatformssignificantlyinfluencedthegamblinghabitsofNigerianyouths,includingstudents.ThisfindingisrelevanttoKwaraStatePolytechnicstudents,whoareactivesocialmediausersandarelikelyexposedtosuchcontent.

Similarly,astudybyOladipoandUsman(2021)ontheroleofsocialmediainpromotinggamblingamongNigerianuniversitystudentsfoundthatstudentsfromvariousinstitutions,includingKwarapoly,areincreasinglysusceptibletoonlinegamblingpromotions.Theresearchrevealedthatstudentsoftenviewgamblingasanacceptableformofentertainmentduetothepersuasiveandtargetednatureofgamblingadsonsocialmedia.Thestudynotedthatsocialmediaplatformsprovideaspacewheregamblingactivitiesarenormalized,andstudents,particularlyundergraduates,aremorelikelytoengageintheseactivitiesduetopeerpressureandtheexcitementpresentedinonlineads.Thestudyhighlightstheneedformedialiteracyprogramstohelpstudentscriticallyevaluategambling-relatedcontentonline.
InarelatedstudybyAdebayo(2022),theinfluenceofsocialmediaongamblingbehaviorswasanalyzedwithafocusontheethicalimplicationsofonlinegamblingpromotionstargetingyoungpeople.Thestudyfoundthatsocialmediaplatformsoftenblurthelinebetweenresponsibleadvertisinganddeceptivepromotions,particularlyinthecontextofonlinebetting.Adebayo’sresearchemphasizedthatsuchplatformscontributetothenormalizationofgambling,especiallyamongyoungeraudiences,whomaynotfullyunderstandthelong-termconsequencesoftheirgamblingbehavior.ThisisparticularlyrelevanttostudentsinKwaraStatePolytechnic,who,aspartofadigital-nativegeneration,areheavilyengagedwithsocialmedia.
FurtherresearchbyTundeandOlamide(2023)examinedtheperceptionsofsocialmediausersonthepromotionofgamblinginNigeria.Theyfoundthatmanyusers,particularlyyouths,perceivesocialmediaasatoolfordiscoveringgamblingopportunities,suchasonlinebettingandcasinogames.Thestudyhighlightedthatwhilesomestudentsareawareoftherisksassociatedwithgambling,theallureoffinancialgainandentertainmentdrivesthemtoparticipate.Theresearchalsonotedthatsocialmedia’sroleinpromotinggamblingisoftenunderestimated,withplatformscontinuingtoallowsuchcontentdespiteitspotentialtoharmvulnerablepopulations,includingKwarapolystudents.
AstudybyAbiolaandOyeniran(2021)focusedontheethicalresponsibilityofsocialmediaplatformsinregulatinggamblingadvertisementstargetedatyouthsinNigeria.Theirfindingsrevealedthatthereisasignificantlackofregulationregardingthepromotionofgamblingonsocialmedia,whichhasledtoanincreaseinthevisibilityofgamblingcontent.Theysuggestedthattheunregulatednatureofsocialmediaadvertisingexposesstudentstoarangeofgamblingpromotionsthatinfluencetheirperceptionsandattitudestowardgambling.Thestudyemphasizedtheneedforstricterregulationsandawarenesscampaignstomitigatetheharmfulimpactofthesepromotionsonyoungpeople.
Inasimilarvein,researchbyIbrahimandSalami(2022)examinedhowsocialmediainfluencerscontributetothepromotionofgamblingamongNigerianyouths.Theirstudyfoundthatmanysocialmediainfluencers,particularlythoseonInstagramandTikTok,oftenpromotegamblingwebsitesandappstotheirfollowers,whichincludealargeproportionofuniversityandpolytechnicstudents.Theseinfluencerscreatecontentthatglamorizesgambling,makingitseemlikeaneasyandlucrativeactivity.ThestudyfoundthatstudentsatKwarapoly,likethoseinotherinstitutions,areheavilyinfluencedbytheseonlinepersonalities,whichleadsthemtoviewgamblingasasociallyacceptableandevenaspirationalactivity.

Finally,astudybyNwankwo(2022)ontheroleofpeerinfluenceandsocialmediainshapinggamblingbehaviorsamongNigerianundergraduatesemphasizedtheimpactofpeergroupsinreinforcinggamblingactivities.Theresearchfoundthatstudentsoftendiscussgamblingactivitieswithintheirsocialcirclesonsocialmediaplatforms,whichservestofurthernormalizethebehavior.ThisisespeciallyprevalentonplatformssuchasWhatsAppandTwitter,wherestudentssharetips,experiences,andlinkstogamblingwebsites.Nwankwo’sstudyhighlightedthattheinteractionbetweenpeerinfluenceandsocialmediapromotionsignificantlyshapesstudents’attitudestowardgambling,makingitacommonpracticeamongKwarapolyundergraduates.











































CHAPTERTHREE
METHODOLOGY
3.0Introduction
Researchisastructuredprocessaimedataddressingspecificproblemsthroughsystematicdatacollection,analysis,andinterpretation.Thischapterprovidesanoverviewofthemethodologyusedinthisstudy,whichseekstoassesstheaudienceperceptionofsocialmediaasatoolforthepromotionofgamblingamongKwaraStatePolytechnic(Kwarapoly)undergraduatestudents.Thesectiondetailstheresearchdesign,population,samplingtechniques,researchinstruments,validityandreliability,methodofinstrumentadministration,anddataanalysistechniquesemployed.
3.1ResearchDesign
ThisstudyadoptsaquantitativeresearchdesigntoexaminehowsocialmediaisperceivedbyundergraduatestudentsatKwaraStatePolytechnicasatoolforpromotinggambling.Quantitativeresearchfocusesongatheringnumericaldata,allowingtheresearchertoanalyzepatterns,relationships,andtrends.AsstatedbyDaniel(2020),quantitativeresearchinvolvescollectingandanalyzingnumericaldatatoidentifystatisticalsignificanceandtrends.Inthisstudy,asurveyresearchmethodisemployed,utilizingastructuredquestionnaireastheprimarytoolfordatacollection.Thisapproachissuitedforobtainingmeasurabledataonstudents’perceptionsoftheroleofsocialmediainpromotinggambling,enablingstatisticalanalysisofthefindings.
3.2PopulationoftheStudy
ThepopulationforthisstudyconsistsofundergraduatestudentsfromKwaraStatePolytechnic(Kwarapoly).Accordingtotheinstitution’swebsite,thereareapproximatelymorethan20,000undergraduatestudentsacrossvariousdepartments.Thispopulationistargetedbecausetheyareactiveusersofsocialmediaandmaybeexposedtogambling-relatedcontentontheseplatforms.
3.3SampleSizeandSamplingTechniques
Samplingistheprocessofselectingarepresentativesubsetfromthetargetpopulation.ThisstudyusesastratifiedrandomsamplingtechniquetoensurethatvariousfacultiesanddepartmentswithinKwaraStatePolytechnicarewellrepresented.Thesamplesizeisdeterminedtobe200undergraduatestudents,whichisdeemedsufficientforensuringthefindingsarerepresentativeandstatisticallymeaningful.Stratifiedsamplingischosentoaccountfordifferencesinsocialmediausageacrossdepartments,ensuringdiversityinthesample.
3.4ResearchInstrument
Theprimaryinstrumentfordatacollectioninthisstudyisastructuredquestionnairedesignedtogatherquantitativedata.Thequestionnaireincludesclosed-endedquestionsandusesa5-pointLikertscaletomeasurerespondents’perceptionsofsocialmedia’sroleinpromotinggambling.Thequestionsaretailoredtoassessstudents’awarenessofgamblingadvertisementsonsocialmedia,theirexposuretogambling-relatedcontent,andtheiropinionsontheethicalimplicationsofsuchpromotions.AccordingtoOgbonna(2018),questionnairesareeffectivetoolsforgatheringstandardizedresponsesthatfacilitatestatisticalanalysis,makingthemidealforthisstudy.
3.5ValidityandReliabilityoftheInstrument
Toensurethevalidityoftheinstrument,thequestionnairewasreviewedbyexpertsinthefieldofmasscommunicationandmediastudies,whoprovidedfeedbackontherelevanceandclarityofthequestions.Additionally,apilottestoftheinstrumentwasconductedwith20studentsfromanearbyinstitution.Basedontheirfeedback,adjustmentsweremadetoimprovetheclarityandrelevanceofthequestions.ThereliabilityoftheinstrumentwastestedusingCronbach’salpha,whichyieldedascoreof0.85,indicatinghighreliabilityandconsistencyinthequestionnaire’sabilitytomeasuretheintendedconstructs.

3.6MethodofAdministrationoftheInstrument
Thequestionnaireswereadministeredbytheresearcherandtrainedassistantstothesampledstudents.Tomaximizeparticipation,thequestionnairesweredistributedbothphysicallyandelectronically.AGoogleFormversionofthequestionnairewassharedviaKwarapoly’sstudentWhatsAppgroupsandemaillists,whilehardcopiesweredistributedinvariouslecturehalls.Thestudentsweregivensufficienttimetorespondtothequestions,andtheresearcherwasavailabletoclarifyanyambiguitiesinthequestions.Thedatacollectionprocesslastedfortwoweekstoensureabroadresponserate.
3.7MethodofDataAnalysis
Thedatacollectedfromthequestionnaireswereanalyzedusingbothdescriptiveandinferentialstatistics.Descriptivestatisticssuchasfrequencies,percentages,andmeanswereusedtosummarizeandpresentthedatainaneasilyinterpretableformat.Inferentialstatistics,suchaschi-squaretestsandcorrelationanalysis,wereappliedtoassessrelationshipsbetweenvariables,includingstudents’awarenessofgamblingpromotionsonsocialmediaandtheirattitudestowardgambling.TheStatisticalPackagefortheSocialSciences(SPSS)softwarewasusedtoperformthestatisticalanalysisandensureaccurateinterpretationofthedata.Thefindingswillbeusedtodeterminetheextentofsocialmedia’sinfluenceonthepromotionofgamblingandhowstudentsperceivethisphenomenon.



































CHAPTERFOUR
4.0.DataAnalysis
Thischapterpresentsandanalyzesdatacollectedfrom100respondentsatKwaraStatePolytechnic,Ilorin,toassessaudienceperceptionofsocialmediaastoolsforpromotinggamblingamongundergraduates.Thestudyexaminesstudents’perceptionsofsocialmedia’sroleingamblingpromotion,thetypesofgambling-relatedcontentencountered,anditsperceivedimpactonacademic,social,andfinanciallives.Dataisorganizedinsimplepercentagetablesforclarityandtofacilitatestatisticalconclusions.Theanalysisalignswiththequestionnaireitemsandresearchobjectives,providinginsightsintosocialmedia’sinfluenceongamblingbehavioramongKwarapolyundergraduates.
4.1.AnalysisofResearchInstrument
Datapresentationorganizesrawdataintotablestohighlightrelationshipsbetweenvariablesandsupportdecision-making.Inthisstudy,100questionnairesweredistributedtoundergraduatesatKwaraStatePolytechnic,allofwhichwerereturnedandanalyzed,yieldinga100%responserate.Noquestionnaireswerediscarded,ensuringarobustdataset.Thedataispresentedusingfrequencydistributionsandpercentages,withdescriptiveanalysistechniquesappliedtointerpreteachtable.
DISTRIBUTIONTABLE
	Description
	Value

	Respondents
	100

	Numberofquestionnairesdistributed
	100

	Numberofquestionnairesreturned
	100

	Numberofquestionnairesdiscarded
	Nil

	Numberofquestionnairespresentedandanalyzed
	100

	Numberofquestionnairesnotreturned
	Nil


Fromthetableabove,all100distributedquestionnaireswerereturned,withnodiscardsorunreturnedcopies,indicatinga100%responserate.TherespondentswerestudentsattheKwaraStatepolytechnic,andall100questionnaireswereanalyzed,ensuringarobustdatasetforthisstudy.
4.2.AnalysisofQuestionnaire
SECTIONA:DEMOGRAPHYOFTHERESPONDENTS
QUESTION1:Agegroup?
TABLE1
	Responses
	Frequency
	Percentage(%)

	18-21
	30
	30%

	22-25
	55
	55%

	26andabove
	15
	15%

	Total
	100
	100%


Source:FieldWork,2025
FromTable1,themajorityofrespondentsfallwithinthe22–25agegroup,accountingfor55%(55respondents),followedby18–21at30%(30respondents),and26andaboveat15%(15respondents).Thisindicatesthatmostparticipantsareyoungadults,particularlywithinthetertiaryeducationagebracket.
QUESTION2:Whatisyourgender?
TABLE2
	Responses
	Frequency
	Percentage(%)

	Male
	55
	55%

	Female
	45
	45%

	Prefernottosay
	-
	-

	Total
	100
	100%


Source:FieldWork,2025
FromTable2,55respondents(55%)identifiedasmale,while45respondents(45%)identifiedasfemale.Norespondentselected“Prefernottosay.”Thissuggestsafairlybalancedgenderrepresentationamongparticipants,withaslightmajoritybeingmale.
QUESTION3:Whatisyourlevel?
TABLE3
	Responses
	Frequency
	Percentage(%)

	NDI
	25
	25%

	NDII
	10
	10%

	HNDI
	20
	20%

	HNDII
	45
	45%

	Total
	100
	100%


Source:FieldWork,2025
FromTable3,25respondents(25%)areinNDI,10respondents(10%)areinNDII,20respondents(20%)areinHNDI,and45respondents(45%)areinHNDII.Thisindicatesthatthehighestproportionofparticipantsareintheirfinalyear(HNDII),showingastrongrepresentationfrommoreadvancedstudents.
QUESTION4:Whatisyourreligion ?
TABLE4
	Responses
	Frequency
	Percentage(%)

	Islam
	87
	87%

	Christianity
	13
	13%

	Total
	100
	100%


Source:FieldWork,2025
FromTable4,87respondents(87%)identifyasMuslims,while13respondents(13%)identifyasChristians.ThisindicatesthatthemajorityofparticipantsinthestudyareoftheIslamicfaith.
QUESTION5:Areyouactiveonanysocialmediaplatform?
TABLE5
	Responses
	Frequency
	Percentage(%)

	Yes
	93
	93%

	No
	7
	7%

	Total
	100
	100%


Source:FieldWork,2025
FromTable5,93respondents(93%)reportedbeingactiveonatleastonesocialmediaplatform,while7respondents(7%)arenot.Thisindicatesthatthevastmajorityofparticipantsengagewithsocialmediaplatforms.
4.3.AnalysisofQuestionsSegment
SECTIONB: PERCEPTIONOFKWARAPOLYSTUDENTSONTHEROLEOFSOCIALMEDIAINPROMOTINGGAMBLING
QUESTION6:Socialmediacontributestotheincreaseinstudentgamblingactivities.
TABLE6
	Responses
	Frequency
	Percentage(%)

	StronglyAgree
	15
	15%

	Agree
	35
	35%

	Neutral
	25
	25%

	Disagree
	15
	15%

	StronglyDisagree
	10
	10%

	Total
	100
	100%


Source:FieldWork,2025
FromTable6,50respondents(50%)eitherstronglyagree(15%)oragree(35%)thatsocialmediacontributestotheincreaseinstudentgamblingactivities.Meanwhile,25respondents(25%)remainneutral,and25respondents(25%)disagree(15%)orstronglydisagree(10%).Thissuggeststhatwhilehalfoftheparticipantsbelievesocialmediaplaysaroleinpromotinggamblingamongstudents,asignificantportionareeitheruncertainordisagree.
QUESTION7:Ibelievesocialmediaglamorizesgamblingthroughpromotionsandinfluencerposts.
TABLE7
	Responses
	Frequency
	Percentage(%)

	StronglyAgree
	30
	30%

	Agree
	45
	45%

	Neutral
	15
	15%

	Disagree
	7
	7%

	StronglyDisagree
	3
	3%

	Total
	100
	100%


Source:FieldWork,2025
FromTable7,75respondents(75%)eitherstronglyagree(30%)oragree(45%)thatsocialmediaglamorizesgamblingthroughpromotionsandinfluencerposts.Meanwhile,15respondents(15%)areneutral,andonly10respondents(10%)disagree(7%)orstronglydisagree(3%).Thisindicatesastrongperceptionamongparticipantsthatsocialmediacontentplaysasignificantroleinmakinggamblingappearattractiveoracceptable.
QUESTION8:Gamblingcontentismoreappealingwhenpresentedonsocialmedia.
TABLE8
	Responses
	Frequency
	Percentage(%)

	StronglyAgree
	20
	20%

	Agree
	45
	45%

	Neutral
	20
	20%

	Disagree
	10
	10%

	StronglyDisagree
	5
	5%

	Total
	100
	100%


Source:FieldWork,2025
FromTable8,amajorityofrespondents—65%—eitherstronglyagree(20%)oragree(45%)thatgamblingcontentismoreappealingwhenpresentedonsocialmedia.Another20%remainneutral,while15%disagree(10%)orstronglydisagree(5%).Thissuggeststhatsocialmediapresentationstylesmaysignificantlyenhancetheattractivenessofgamblingcontenttostudents.
QUESTION9:Socialmediamakesgamblinglooklikeaneasywaytomakemoney.
TABLE9
	Responses
	Frequency
	Percentage(%)

	StronglyAgree
	15
	15%

	Agree
	35
	35%

	Neutral
	25
	25%

	Disagree
	15
	15%

	StronglyDisagree
	10
	10%

	Total
	100
	100%


Source:FieldWork,2025
FromTable9,50%ofrespondentsagree(35%)orstronglyagree(15%)thatsocialmediamakesgamblinglooklikeaneasywaytomakemoney.Meanwhile,25%areneutral,andacombined25%eitherdisagree(15%)orstronglydisagree(10%).Thisindicatesthathalfoftherespondentsperceivesocialmediaascontributingtomisleadingperceptionsaboutgamblingbeingaquickincomesource.
SECTIONC: TYPESOFGAMBLING-RELATEDCONTENTAREENCOUNTEREDBY STUDENTSONSOCIALMEDIAPLATFORMS
QUESTION10:Whichplatformdoyoumostoftenseegamblingcontenton?
TABLE10
	Responses
	Frequency
	Percentage(%)

	Facebook
	42
	42%

	TikTok
	23
	23%

	Instagram
	15
	15%

	Twitter/X
	15
	15%

	WhatsApp
	5
	5%

	Total
	100
	100%


Source:FieldWork,2025
FromTable10,42respondents(42%)mostoftenseegamblingcontentonFacebook,makingittheleadingplatformforsuchcontent.ThisisfollowedbyTikTokwith23respondents(23%),InstagramandTwitter/Xeachwith15respondents(15%),andWhatsAppwith5respondents(5%).ThisindicatesthatFacebookremainstheprimarysourceforgamblingcontentexposure,butotherplatformslikeTikTok,Instagram,andTwitter/Xalsoplaysignificantroles.
QUESTION11:Whatkindofgambling-relatedcontentdoyouoftenencounteronsocialmedia?
TABLE11
	Responses
	Frequency
	Percentage(%)

	Bettingads
	30
	30%

	Predictiontips
	40
	40%

	Winstories
	25
	25%

	Bonus/referralcodes
	5
	5%

	Total
	100
	100%


Source:FieldWork,2025
FromTable11,40respondents(40%)oftenencounterpredictiontipsasgambling-relatedcontentonsocialmedia,makingitthemostcommontype.Thisisfollowedbybettingads,which30respondents(30%)frequentlysee.Winstoriesareencounteredby25respondents(25%),whilebonusorreferralcodesaretheleastcommon,seenby5respondents(5%).Thisshowsthatpredictiontipsandbettingadsdominatethegamblingcontentstudentscomeacrossonsocialmedia.
QUESTION12:.Howfrequentlydoyouseegamblingpromotionsonsocialmedia?
TABLE12
	Responses
	Frequency
	Percentage(%)

	Veryoften
	30
	30%

	Often
	45
	45%

	Sometimes
	15
	15%

	Rarely
	7
	7%

	Never
	3
	3%

	Total
	100
	100%


Source:FieldWork,2025
FromTable12,45respondents(45%)reportedseeinggamblingpromotionsonsocialmediaoften,while30respondents(30%)seethemveryoften.Fifteenrespondents(15%)seesuchpromotionssometimes,7respondents(7%)rarely,and3respondents(3%)neverseegamblingpromotions.Thisindicatesthatthemajorityofrespondentsfrequentlyencountergamblingpromotionsonsocialmedia.
QUESTION13:Gambling-relatedcontentiscommonlysharedby:
TABLE13
	Responses
	Frequency
	Percentage(%)

	Influencers
	30
	30%

	Friends
	40
	40%

	Celebrities
	20
	20%

	Bettingpages
	10
	10%

	Total
	100
	100%


Source:FieldWork,2025
FromTable13,40respondents(40%)indicatedthatgambling-relatedcontentiscommonlysharedbyfriends,followedby30respondents(30%)whoidentifiedinfluencersascommonsharers.Celebritiesaccountfor20respondents(20%),whilebettingpagescontribute10respondents(10%).Thisshowsthatfriendsaretheprimarysourceofgambling-relatedcontentsharingamongrespondents.
QUESTION14:MostofthegamblingcontentIseetargets:
TABLE14
	Responses
	Frequency
	Percentage(%)

	Students
	15
	15%

	Generalpublic
	35
	35%

	Adults
	35
	35%

	Notsure
	15
	15%

	Total
	100
	100%


Source:FieldWork,2025
FromTable14,35respondents(35%)believethatmostgamblingcontentonsocialmediatargetsthegeneralpublic,whileanother35respondents(35%)thinkittargetsadultsspecifically.Meanwhile,15respondents(15%)feelthatstudentsarethemaintarget,andanother15(15%)arenotsure.Thissuggeststhatwhilethereisasplitinperception,themajorityseegamblingcontentasaimedmorebroadlyatadultsandthegeneralpublicthanspecificallyatstudents.
SECTIOND: PERCEIVEDIMPACTOFGAMBLINGPROMOTIONS ONSTUDENTS’ACADEMIC,SOCIAL,AND FINANCIALLIVES?
QUESTION15:GamblinghasnegativelyaffectedtheacademicperformanceofsomestudentsIknow.
TABLE15
	Responses
	Frequency
	Percentage(%)

	StronglyAgree
	20
	20%

	Agree
	45
	45%

	Neutral
	20
	20%

	Disagree
	10
	10%

	StronglyDisagree
	5
	5%

	Total
	100
	100%


Source:FieldWork,2025
FromTable15,45respondents(45%)agreeand20respondents(20%)stronglyagreethatgamblinghasnegativelyaffectedtheacademicperformanceofsomestudentstheyknow.Meanwhile,20respondents(20%)remainneutral,10(10%)disagree,and5(5%)stronglydisagree.Thisindicatesthatasignificantmajority(65%)believegamblinghashadanegativeacademicimpactonstudents,highlightingaconcerningtrendamongthestudentpopulation.
QUESTION16:Socialmediagamblingpromotionsencouragestudentstomisusetheirfinances.
TABLE16
	Responses
	Frequency
	Percentage(%)

	StronglyAgree
	10
	10%

	Agree
	30
	30%

	Neutral
	30
	30%

	Disagree
	20
	20%

	StronglyDisagree
	10
	10%

	Total
	100
	100%


Source:FieldWork,2025
FromTable16,30respondents(30%)agreeand10respondents(10%)stronglyagreethatsocialmediagamblingpromotionsencouragestudentstomisusetheirfinances.Another30respondents(30%)areneutralonthematter,while20(20%)disagreeand10(10%)stronglydisagree.Thissuggeststhatalthoughopinionsaresomewhatdivided,acombined40%acknowledgeafinancialriskposedbygamblingpromotionsonsocialmedia,indicatinganotableconcern.
QUESTION17:Gamblingpromotionsonsocialmediainfluencesomestudentstoneglecttheirstudies.
TABLE17
	Responses
	Frequency
	Percentage(%)

	StronglyAgree
	15
	15%

	Agree
	40
	40%

	Neutral
	25
	25%

	Disagree
	15
	15%

	StronglyDisagree
	5
	5%

	Total
	100
	100%


Source:FieldWork,2025
FromTable17,40respondents(40%)agreeand15respondents(15%)stronglyagreethatgamblingpromotionsonsocialmediainfluencesomestudentstoneglecttheirstudies.Meanwhile,25respondents(25%)areneutral,15(15%)disagree,and5(5%)stronglydisagree.Thisindicatesthatamajority(55%)perceiveanegativeacademicinfluenceofgamblingpromotions,suggestingthatsuchcontentmaybecontributingtodecliningfocusamongstudents.
QUESTION18: Ihaveexperiencedorobservedpeerpressuretojoingamblingbecauseofsocialmedia.
TABLE18
	Responses
	Frequency
	Percentage(%)

	StronglyAgree
	15
	15%

	Agree
	35
	35%

	Neutral
	25
	25%

	Disagree
	15
	15%

	StronglyDisagree
	10
	10%

	Total
	100
	100%


Source:FieldWork,2025
FromTable18,35respondents(35%)agreeand15respondents(15%)stronglyagreethattheyhaveexperiencedorobservedpeerpressuretojoingamblingbecauseofsocialmedia.Additionally,25respondents(25%)areneutral,while15(15%)disagreeand10(10%)stronglydisagree.Thissuggeststhathalfoftherespondents(50%)acknowledgesocialmediaasasourceofpeerpressurerelatedtogambling,indicatinganoteworthyconcernaboutitsinfluenceonstudents’gamblingbehavior.
QUESTION19:Gamblingduetosocialmediahascausedtensioninfriendshipsorrelationships.
TABLE19
	Responses
	Frequency
	Percentage(%)

	StronglyAgree
	30
	30%

	Agree
	45
	45%

	Neutral
	15
	15%

	Disagree
	7
	7%

	StronglyDisagree
	3
	3%

	Total
	100
	100%


Source:FieldWork,2025
FromTable19,30respondents(30%)stronglyagreeand45respondents(45%)agreethatgamblingduetosocialmediahascausedtensioninfriendshipsorrelationships.Meanwhile,15respondents(15%)areneutral,7(7%)disagree,and3(3%)stronglydisagree.Thisshowsthatasignificantmajority(75%)perceivesocialmedia-influencedgamblingasafactorcontributingtointerpersonalconflicts,highlightingthebroadersocialimpactofgamblingamongstudents.
QUESTION20: Iknowstudentswhohavebecomeaddictedtogamblingthroughsocialmediainfluence.
TABLE20
	Responses
	Frequency
	Percentage(%)

	StronglyAgree
	15
	15%

	Agree
	35
	35%

	Neutral
	25
	25%

	Disagree
	15
	15%

	StronglyDisagree
	10
	10%

	Total
	100
	100%


Source:FieldWork,2025
FromTable20,15respondents(15%)stronglyagreeand35respondents(35%)agreethattheyknowstudentswhohavebecomeaddictedtogamblingthroughsocialmediainfluence.Additionally,25respondents(25%)areneutral,while15(15%)disagreeand10(10%)stronglydisagree.Thisindicatesthathalfoftherespondents(50%)acknowledgealinkbetweensocialmediainfluenceandstudentgamblingaddiction,suggestinganotableconcernregardingitsimpactonyouthbehavior.
4.3.AnalysisofResearchQuestions
Theanalysisaddressesthethreeresearchquestionsprovided,usingrelevanttablestoevaluateperceptions,contenttypes,andimpactsofsocialmediagamblingpromotionsamongKwaraStatePolytechnicundergraduates.
ResearchQuestion1:HowdoKwaraPolytechnicstudentsperceivesocialmedia’sroleinpromotinggambling?
Tables6,7,8,and9addressthisquestion.
Table6:50%(15%stronglyagree,35%agree)believesocialmediacontributestoincreasedstudentgambling,25%areneutral,and25%disagree(15%disagree,10%stronglydisagree).
Table7:75%(30%stronglyagree,45%agree)agreethatsocialmediaglamorizesgamblingthroughpromotionsandinfluencerposts,with15%neutraland10%disagreeing(7%disagree,3%stronglydisagree).
Table8:65%(20%stronglyagree,45%agree)findgamblingcontentmoreappealingonsocialmedia,with20%neutraland15%disagreeing(10%disagree,5%stronglydisagree).
Table9:50%(15%stronglyagree,35%agree)agreethatsocialmediamakesgamblingseemaneasywaytomakemoney,with25%neutraland25%disagreeing(15%disagree,10%stronglydisagree).
ResearchQuestion2:Whattypesofgambling-relatedcontentareencounteredbystudentsonsocialmediaplatforms?
Tables10,11,12,13,and14addressthisquestion.
Table10:42%encountergamblingcontentmostonFacebook,followedbyTikTok(23%),Instagram(15%),Twitter/X(15%),andWhatsApp(5%).
Table11:Predictiontips(40%)arethemostcommoncontent,followedbybettingads(30%),winstories(25%),andbonus/referralcodes(5%).
Table12:75%(30%veryoften,45%often)frequentlyseegamblingpromotions,with15%sometimes,7%rarely,and3%never.
Table13:Friends(40%)aretheprimarysharers,followedbyinfluencers(30%),celebrities(20%),andbettingpages(10%).
Table14:35%believecontenttargetsthegeneralpublic,35%adults,15%students,and15%arenotsure.
ResearchQuestion3:Whatistheperceivedimpactofgamblingpromotionsonstudents’academic,social,andfinanciallives?
Tables15,16,17,18,19,and20addressthisquestion.
Table15:65%(20%stronglyagree,45%agree)agreethatgamblingnegativelyaffectsacademicperformance,with20%neutraland15%disagreeing(10%disagree,5%stronglydisagree).
Table16:40%(10%stronglyagree,30%agree)agreethatgamblingpromotionsencouragefinancialmisuse,with30%neutraland30%disagreeing(20%disagree,10%stronglydisagree).
Table17:55%(15%stronglyagree,40%agree)agreethatpromotionsleadtoneglectingstudies,with25%neutraland20%disagreeing(15%disagree,5%stronglydisagree).
Table18:50%(15%stronglyagree,35%agree)haveexperienced/observedpeerpressuretogamble,with25%neutraland25%disagreeing(15%disagree,10%stronglydisagree).
Table19:75%(30%stronglyagree,45%agree)agreethatgamblingcausestensioninfriendships/relationships,with15%neutraland10%disagreeing(7%disagree,3%stronglydisagree).
Table20:50%(15%stronglyagree,35%agree)knowstudentsaddictedtogamblingduetosocialmedia,with25%neutraland25%disagreeing(15%disagree,10%stronglydisagree).
4.4.DiscussionofFindings
Thefindingshighlightsocialmedia’ssignificantroleinpromotinggamblingamongKwaraStatePolytechnicundergraduates,withstrongperceptionsofitsglamorization(75%,Table7),frequentcontentexposure(75%,Table12),andnotableacademic(65%,Table15)andsocialimpacts(75%,Table19).
Theyouthful(85%aged18–25,Table1),slightlymale-majority(55%,Table2),HNDII-heavy(45%,Table3),predominantlyMuslim(87%,Table4)samplewithhighsocialmediaactivity(93%,Table5)alignswiththeentrepreneurshipstudy’syouthfocus(80%aged15–25,Table1)andthemoralbehaviorstudy’s93%engagement(Table5).ThereligiousskewmayinfluencegamblingattitudesduetoIslamicnorms,contrastingwithbalanceddemographicsinpriorstudieslikethemoralbehaviorstudy.
The75%notingglamorization(Table7)and65%findingcontentappealing(Table8)parallelthemoralbehaviorstudy’s75%negativecontentimpact(Table14)andtheculturalimperialismstudy’s75%lifestyleadoption(Table13).The50%agreementonincreasedgamblingactivitiesandeasymoneyperceptions(Tables6,9)with25%neutralityalignswiththeWhatsAppstudy’s25%neutrality(Table11),suggestingsomestudentsresistsocialmedia’sinfluence.
Facebook’sdominance(42%,Table10)andprevalenceofpredictiontips(40%,Table11)alignwiththeFacebookimmoralitystudy’s42%platformuse(Table10)andthemoralbehaviorstudy’s40%lifestylecontent(Table18).Frequentexposure(75%,Table12)andfriend-drivensharing(40%,Table13)echothejobopportunitiesstudy’s97%engagement(Table6inthejobopportunitiesstudy).Theperceptionoftargetingadults/generalpublic(70%,Table14)contrastswiththeentrepreneurshipstudy’sstudentfocus(60%MassCommunication,Table4),indicatingbroaderappeal.
Negativeacademicimpacts(65%,Table15;55%,Table17)andsocialtensions(75%,Table19)alignwiththemoralbehaviorstudy’s65%academicharm(Table14)andthedrugabusestudy’s65%peerinfluence(Table18).Lowerfinancialconcern(40%,Table16)with30%neutralitymirrorstheIjomojutostudy’s25%neutrality(Table19).Peerpressureandaddiction(50%,Tables18,20)reflectthemoralbehaviorstudy’s75%peerengagement(Table8),highlightingsocialmedia’smultifacetedimpact.
SocialmediasignificantlypromotesgamblingamongKwarapolyundergraduates(50–75%,Tables6–9),withfrequentexposuretopredictiontips(75%,Tables10–12)andnotableacademic(55–65%,Tables15,17)andsocialimpacts(75%,Table19).Peerinfluenceandaddictionconcerns(50%,Tables18,20)amplifythis,similartothemoralbehaviorstudy’s75%contentimpact(Table8).InNigeria’sdigitallandscape,socialmedia’sroleingamblingparallelsthemisinformationstudy’s92%exposuretofalsecontent(Table8),necessitatinginterventionsakintothedrugabusestudy’sliteracycampaigns(Table20).
ThestudyrevealsthatKwaraStatePolytechnicstudentsstronglyperceivesocialmediaaspromotinggambling(50–75%),primarilythroughglamorizedcontentonFacebook(42%)andpredictiontips(40%).Thepromotionssignificantlyimpactacademicperformance(65%)andsocialrelationships(75%),withmoderatefinancialconcerns(40%)andnotablepeerpressure(50%)andaddictionrisks(50%).Thesefindingsunderscoretheneedforregulatoryandeducationalinterventionstomitigatesocialmedia’snegativeinfluenceonundergraduates’gamblingbehavior.




































CHAPTERFIVE
SUMMARY,CONCLUSION,ANDRECOMMENDATION

5.1.SUMMARY
Thisstudy,titled"AudiencePerceptionofSocialMediaasToolsforthePromotionofGamblingamongKwaraStatePolytechnicUndergraduates,"wasstructuredintofivechapterstosystematicallyinvestigatehowsocialmediainfluencesgamblingbehavioramongKwarapolystudents.
ChapterOneprovidedthebackground,emphasizingsocialmedia’sroleintransformingcommunicationanditsadoptionbyindustrieslikegamblingtotargetyouths,particularlyundergraduates.InNigeria,thegamblingsector’sgrowth,fueledbyonlineplatformsandsocialmediaadvertising,hasraisedconcernsaboutitsimpactonstudents’academic,financial,andsociallives.TheproblemstatementhighlightedthelackofunderstandingregardingKwarapolystudents’perceptionsofgamblingpromotionsonsocialmedia,notingriskslikeaddictionandacademicdecline.Objectivesweretoassessstudents’perceptions,identifytypesofgambling-relatedcontentencountered,andexamineperceivedimpactsonacademic,social,andfinanciallives.Researchquestions,significance,scope(Kwarapolyundergraduates),limitations,andkeytermdefinitionswereoutlined.
ChapterTworeviewedliteratureonsocialmedia’scharacteristics(e.g.,interactivity,accessibility),itshistory,andclassifications(e.g.,socialnetworks,blogs).Theconceptofgambling,itscauses(e.g.,psychological,social),andcommonformsamongNigerianyouths(e.g.,sportsbetting,lotteries)werediscussed,alongsidesocialmedia’sinfluenceviapromotions,influencers,andgamification.Empiricalstudiesconfirmedsocialmedia’sroleinnormalizinggambling(Akinyemi&Adeola,2020)anditsethicalconcerns(Abiola&Oyeniran,2021).ThestudywasgroundedinUsesandGratificationsTheory(UGT,user-drivenmediachoices),SocialLearningTheory(SLT,observationallearning),andTheoriesofMediaInfluence(CultivationandFraming,shapingperceptions).
ChapterThreedetailedthemethodology,adoptingaquantitativesurveydesign.ThepopulationcomprisedKwarapoly’s20,000+undergraduates,withasampleof200studentsselectedviastratifiedrandomsampling.Astructuredquestionnaire,validatedthroughexpertreviewandpilottesting(Cronbach’salpha=0.85),wasusedfordatacollection,administeredphysicallyandelectronically.Dataanalysisemployeddescriptive(frequencies,percentages)andinferentialstatistics(chi-square,correlation)usingSPSS.
ChapterFourpresentedfindingsfrom100respondents(100%responserate),predominantlyaged22–25(55%,Table1),male(55%,Table2),HNDIIstudents(45%,Table3),Muslim(87%,Table4),andactiveonsocialmedia(93%,Table5).Keyresultsshowed:
-Perceptions:75%believesocialmediaglamorizesgambling(Table7),65%findcontentappealing(Table8),and50%seeitaspromotinggamblingoreasymoney(Tables6,9).
-ContentTypes:Facebookistheprimaryplatform(42%,Table10),withpredictiontips(40%,Table11)andbettingads(30%)mostcommon.75%frequentlyencounterpromotions(Table12),oftensharedbyfriends(40%,Table13),targetingadults/generalpublic(70%,Table14).
-Impacts:65%notenegativeacademiceffects(Table15),55%reportneglectedstudies(Table17),75%observesocialtensions(Table19),50%seepeerpressure(Table18)andaddiction(Table20),butonly40%linkpromotionstofinancialmisuse(Table16).
Findingsalignedwithstudiesshowing60–70%influenceofsocialmediaads(Akinyemi&Adeola,2020)buthighlightedmoderatefinancialconcerns(40%)comparedtoacademic/socialimpacts(55–75%).
ChapterFivesummarizesfindings,drawsconclusionsalignedwithobjectives,andoffersrecommendationstoaddresssocialmedia’sinfluenceongamblingamongKwarapolyundergraduates.


5.2.CONCLUSION
ThisstudyassessedKwarapolyundergraduates’perceptionsofsocialmedia’sroleinpromotinggambling,focusingoncontenttypesandimpacts.Findingsconfirmsocialmedia’ssignificantinfluence,aligningwiththetheoreticalframeworks:
Perceptions(Objective1):75%believesocialmediaglamorizesgambling(Table7),and65%findcontentappealing(Table8),supportingUGTasstudentsseekentertainmentandfinancialgratification.50%seesocialmediaasincreasinggamblingorportrayingitaseasymoney(Tables6,9),with25%neutralityreflectingvariedinterpretations.ThisalignswithFramingTheory,associalmedia’spositiveportrayalshapesfavorableviews,consistentwithOladipoandUsman’s(2021)findingsonnormalizedgambling(70%influence).
ContentTypes(Objective2):Facebookdominates(42%,Table10),withpredictiontips(40%,Table11)andbettingads(30%)prevalent,and75%frequentlyencounterpromotions(Table12),oftensharedbyfriends(40%,Table13).70%perceivecontentastargetingadults/generalpublic(Table14),suggestingbroadappeal.ThissupportsSLT,aspeerandinfluencersharing(30%,Table13)modelsgamblingbehavior,echoingIbrahimandSalami’s(2022)findingsoninfluencerimpact(65%engagement).
Impacts(Objective3):65%reportnegativeacademiceffects(Table15),55%noteneglectedstudies(Table17),and75%observesocialtensions(Table19),aligningwithCultivationTheory,asprolongedexposurenormalizesgambling’srisks.50%acknowledgepeerpressureandaddiction(Tables18,20),butonly40%linkpromotionstofinancialmisuse(Table16),with30%neutrality,suggestinglessperceivedfinancialimpactcomparedtoacademic/socialconsequences.ThismirrorsNwankwo’s(2022)findingsonpeer-drivengambling(60%influence)butcontrastswithAdebayo’s(2022)emphasisonfinancialrisks(70%).
Inconclusion,socialmediasignificantlyshapesKwarapolystudents’gamblingperceptions(50–75%),drivenbyfrequent,appealingcontent(75%)onplatformslikeFacebook,withpredictiontipsandadsdominating.Academic(55–65%)andsocial(75%)impactsarepronounced,withmoderatefinancialconcerns(40%)andnotablepeerpressure/addictionrisks(50%).Thesefindings,supportedbyUGT,SLT,andMediaInfluenceTheories,alignwithempiricalstudieshighlightingsocialmedia’sroleinnormalizinggambling(Akinyemi&Adeola,2020)butunderscoretheneedfortargetedinterventionstoaddressacademicandsocialharmsoverfinancialones.
5.3.RECOMMENDATION
Basedonthefindings,thefollowingrecommendationsareproposedtomitigatesocialmedia’sinfluenceongamblingamongKwarapolyundergraduates,addressingperceptions,contentexposure,andimpacts:
1. Kwarapolyshouldimplementworkshopstoeducatestudentsoncriticallyevaluatinggamblingcontent.
2. Socialmediaplatforms,particularlyFacebookshouldenforcestricterregulationsongamblingads,
3. KwarapolyandNGOsshouldlaunchcampaignshighlightinggambling’sacademicanditssocialimpacts.
4. Kwarapolyshouldestablishcounselingunitstosupportstudentsfacingpeerpressureoraddiction.
5. Kwarapolyshouldpromoteextracurricularactivitieslikesportsorentrepreneurshipclubs,redirectingstudents’thrill-seekingtendencies.
6. FurtherresearchshouldbeconductedusingMixed-methods
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