CHAPTER ONE
1.0   Introduction
1.1   Background to the study 
The advent of social media has revolutionized the way people interact, communicate, and access information. In Nigeria, social media platforms such as WhatsApp, Facebook, Twitter, and Instagram have become essential tools for social interaction, information dissemination, and economic empowerment. One area where social media has gained significant traction among Nigerian youth is Forex trading (Weinberg & Pehlivan, 2011).
Forex trading, which involves the buying and selling of foreign currencies, has become increasingly popular among Nigerian youth. With the rise of online trading platforms and social media, young Nigerians can now easily access the global Forex market and trade currencies from the comfort of their homes. However, the use of social media as mobilization tools for Forex trading among Nigerian youth raises important questions about perception, trust, and credibility (Obal, Burch, & Kunz, 2011).
In a society increasingly influenced by social media and a shift to consumer control of media, brand managers must understand how to effectively use social media in engaging with consumers (Gensler, Völckner, Liu-Thompkins, & Wiertz, 2013).
The means of social networking has taken a drastic leap; while once it meant attending a social function such as a business conference, corporate luncheon or a cocktail event sponsored by the office, today it also means socializing via electronic and online intermediaries, for example – LinkedIn, Twitter, Facebook, YouTube, Instagram, Snapchat etc. These technological wonders not only allow people to make friends and create new connections but also give a peep at their personal lives via pictures, videos and personal information. According to Berthon and others (2012), social media facilitates the creation of affordable contents, communications and associations and interoperability among the online users. Social media can be differentiated from computer-mediated interactions in three major ways: increased accessibility caused by the transfer of activities from the desktop to the web; greater interaction creating a transfer of value production from the organization to the consumer; and the transfer of power from the organization to the consumers (Okazaki and Taylor 2013).
Social media is a key component of the marketing mix, affecting the relationship between consumers and brands (Gensler et al., 2012). Originally, branding is a strategy used to differentiate products, services, and companies themselves, in order to build value for both the consumer and the brand owner (Tsiaotso, 2011). Today, branding has developed itself into broader areas including the personal life of individuals. According to Holmberg and Strannegård (2015) “the need to define identities and stand out in branded landscapes is not limited to formal organizations (p.182).”
1.2	Statement of the Problem 
	Despite the growing popularity of Forex trading among Nigerian youth, there is a dearth of research on the uses and perception of social media as mobilization tools for Forex trading. This study seeks to address this knowledge gap by exploring the perception of social media as mobilization tools for Forex trading among Nigerian youth (Dutta 2010).
The increasing popularity of Forex trading among Nigerian youth has led to a surge in the use of social media platforms as mobilization tools for trading activities. However, this trend has also raised several concerns. Many Nigerian youth who engage in Forex trading may not be aware of the potential risks and benefits associated with using social media for trading purposes (Harris and Rae’s 2011).
Furthermore, the lack of regulation and oversight in the use of social media for Forex trading has left many young traders vulnerable to scams, fraud, and other forms of exploitation. The absence of adequate education and training on the safe and effective use of social media for Forex trading has also exacerbated the problem.
Some Nigerian youth may have a negative perception of social media as mobilization tools for Forex trading, which could limit their ability to fully exploit the benefits of these platforms (Palmer & Lewis: 2007, Tuten 2008, Webber 2007). This negative perception may be fueled by concerns about the reliability and credibility of the information shared on social media, as well as the potential risks associated with online trading.
The lack of understanding of how Nigerian youth perceive social media as mobilization tools for Forex trading, and the implications of this perception for their trading activities, is a significant knowledge gap that needs to be addressed. This study aims to bridge this gap by exploring the perception of social media as mobilization tools for Forex trading among Nigerian youth, and examining the implications of this perception for their trading activities.
1.3	Research Objectives          
i.	To explore the perception of social media as mobilization tools for Forex trading among Nigerian youth.
ii.	To examine the level of trust and credibility that Nigerian youth have in social media influencers and Forex groups.
iii.	To investigate the implications of the perception of social media as mobilization tools for Forex trading among Nigerian youth.
1.4	Research Questions 
i.	How do Nigerian youth perceive social media platforms as tools for Forex trading?
ii.	What is the level of trust and credibility that Nigerian youth have in social media influencers and Forex groups?
iii.	What are the implications of the perception of social media as mobilization tools for Forex trading among Nigerian youth? 
1.5	Significance of the study
The significance of this study lies in its potential to contribute to our understanding of the complex and dynamic relationship between social media, youth, and economic empowerment in Nigeria. By exploring the perception of social media as mobilization tools for Forex trading among Nigerian youth, this study aims to provide valuable insights for policymakers, educators, and stakeholders seeking to promote financial literacy and education among young Nigerians.
Firstly, this study will provide a deeper understanding of how Nigerian youth perceive social media as mobilization tools for Forex trading. This knowledge will be crucial in developing effective strategies for promoting financial literacy and education among young Nigerians.
Secondly, the study will examine the implications of the perception of social media as mobilization tools for Forex trading among Nigerian youth. This will involve investigating the benefits and risks associated with using social media for Forex trading, as well as the potential impact on the financial well-being of young Nigerians.
Thirdly, the study will provide recommendations for policymakers, educators, and stakeholders seeking to promote financial literacy and education among Nigerian youth. These recommendations will be based on the findings of the study and will aim to address the knowledge gaps and challenges identified.
Finally, this study will contribute to the existing body of knowledge on the use of social media for economic empowerment among young people. The findings of this study will be relevant to researchers, policymakers, and practitioners working in the areas of financial literacy, education, and youth economic empowerment.
1.6	Scope and Limitation of the Study
The scope of this study is focused on exploring the perception of social media as mobilization tools for Forex trading among Nigerian youth. Specifically, to Nigerian youth who are actively involved in Forex trading and who use social media platforms to facilitate their trading activities. In terms of social media platforms, the study will focus on the most popular platforms used by Nigerian youth for Forex trading, including WhatsApp, Facebook, Twitter, and Instagram.
1.7	Definition of Key Terms 
i.	Social Media: Online platforms that enable users to create and share content, interact with others, and access information. Examples include WhatsApp, Facebook, Twitter, and Instagram.
ii.	Forex Trading: The buying and selling of foreign currencies on the global Forex market.
iii.	Mobilization Tools: Platforms or strategies used to mobilize people or resources for a particular purpose. In this context, social media platforms are used as mobilization tools for Forex trading.
iv.	Perception: The process by which individuals interpret and organize sensory information from their environment. In this context, the perception of social media as mobilization tools for Forex trading refers to how Nigerian youth interpret and understand the role of social media in Forex trading.
v.	Nigerian Youth: Individuals between the ages of 18 and 35 who are citizens of Nigeria.
vi.	Forex Trading Community: A group of individuals who are involved in Forex trading and who interact with each other through online platforms, including social media.
vii.	Social Media Influencers: Individuals who have a large following on social media and who use their influence to promote products, services, or ideas. In this context, social media influencers may promote Forex trading products or services.
viii.	Financial Literacy: The ability to understand and manage personal finances effectively. In this context, financial literacy refers to the ability of Nigerian youth to understand and manage their finances effectively in the context of Forex trading.
Ix	Digital Literacy: The ability to use digital technologies effectively. In this context, digital literacy refers to the ability of Nigerian youth to use social media platforms effectively for Forex trading.
x.	Online Trading Platforms: Websites or applications that enable individuals to buy and sell financial instruments, including foreign currencies. Examples include MetaTrader, TradingView, and cTrader.































CHAPTER TWO
Literature Review
2.1 Concept of Social Media		
Social media refers to online platforms that enable users to create and share content, interact with others, and access information (Kaplan & Haenlein, 2010). Social media platforms have become increasingly popular among Nigerian youth, with many using these platforms to connect with others, share information, and access entertainment (Asemah et al., 2019).
Social media is a computer-based technology that facilitates the sharing of ideas, thoughts, and information through the building of virtual networks and communities. By design, social media is Internet-based and gives users quick electronic communication of content. Content includes personal information, documents, videos, and photos. Users engage with social media via a computer, tablet, or smartphone via web-based software or applications. Social media are interactive technologies that allow the creation or sharing/exchange of information, ideas, career interests, and other forms of expression via virtual communities and networks (Kaplan & Haenlein, 2010). While challenges to the definition of social media arisedue to the broad variety of stand-alone and built-in social- media services currently available, there are some common features.
· Social media are interactive Web 2.0 Internet-based applications.
· User-generated content—such as text posts or comments, digital photos or videos, and data generated through all online interactions—is the lifeblood of social media.
· Users create service-specific profiles for the website or app that are designed and maintained by the social-media organization.
Social media helps the development of online social networks by connecting a user's profile with those of other individuals or groups.
Users usually access social media services via web-based apps on desktops and laptops, or download services that offer social media functionality to their mobile devices (e.g., smartphones and tablets). As users engage with these electronic services, they create highly interactive platforms through which individuals, communities, and organizations can share, co-create, discuss, participate, and modify user-generated content or self-curated content 





posted online. 
Additionally, social media are used to document memories; learn about and explore things; advertise oneself; and form friendships along with the growth of ideas from the creation of blogs, podcasts, videos, and gaming sites. This changing relationship between human and technology is the focus of the emerging field of techno self-studies.
The centralization of the web by dominant social media platforms. Some of the most popular social media websites, with over 100 million registered users, include Facebook (and its associated Facebook Messenger), TikTok, WeChat, Instagram, QZone, Weibo, Twitter, Tumblr, Baidu Tieba, and LinkedIn. Depending on interpretation, other popular platforms that are sometimes referred to as social media services include: YouTube, QQ, Quora, Telegram, WhatsApp, LINE, Snapchat, Pinterest, Viber, Reddit, Discord, VK, Microsoft Teams, and more. Wikis are examples of collaborative content creation.
Social media outlets differ from traditional media (e.g., print magazines and newspapers, and TV and radio broadcasting) in a variety of ways, including quality, reach, frequency, usability, immediacy, and permanence. Additionally, social media outlets operate in a dialogic transmission system, i.e., many sources to many receivers, while traditional media outlets operate under a monologic transmission model (i.e., one source to many receivers). For instance, a newspaper is delivered to many subscribers and a radio station broadcasts the same programs to an entire city.
2.1.1	Meaning of Forex Trading
Forex trading, also known as foreign exchange trading, is the buying and selling of currencies on the global market. It involves exchanging one currency for another with the aim of making a profit (Noel et al., 2013).
Imagine you're traveling from the United States to Europe. You exchange your US dollars for euros at the airport or a currency exchange office. This is a simple example of Forex trading.
In the Forex market, currencies are traded in pairs. For example, the euro and the US dollar are traded as a pair, known as the EUR/USD. The price of the pair is determined by the exchange rate between the two currencies.
Forex trading is done over-the-counter (OTC), meaning that transactions are conducted directly between two parties, without the need for a physical exchange (Algharabat et al., 2017). The Forex market is the largest and most liquid financial market in the world, with a daily trading volume of over $6 trillion. It's open 24 hours a day, five days a week, allowing traders to buy and sell currencies at any time. Forex trading involves speculation, where traders try to predict the future price movements of currencies. They use various strategies, such as technical analysis and fundamental analysis, to make informed decisions (Bagozzi et al., 2012).
2.1.2	History of Forex Trade	
In early Beginnings 1875-1944, the modern Forex market has its roots in the late 19th century. In 1875, the gold standard was introduced, which fixed the value of currencies to the value of gold. This created a stable exchange rate system, which facilitated international trade. Bretton Woods System 1944-1971 After World War II, the Bretton Woods System was established in 1944. This system created a new international monetary order, which fixed exchange rates and established the US dollar as the global reserve currency. Floating Exchange Rates 1971-Present in 1971, the US suspended the convertibility of the dollar to gold, which led to the collapse of the Bretton Woods System. This marked the beginning of the modern Forex market, with floating exchange rates and free-market forces determining currency values. Development of Electronic Trading 1980s-1990s, the 1980s and 1990s saw the development of electronic trading platforms, which enabled faster and more efficient trading. This led to an increase in market participation and liquidity. Retail Forex Trading 2000s-Present, the widespread adoption of the internet and mobile devices in the 2000s enabled retail Forex trading to become more accessible. Online brokers and trading platforms emerged, allowing individual traders to participate in the Forex market. Modern Forex Market Present Day. Today, the Forex market is the largest and most liquid financial market in the world, with a daily trading volume of over $6 trillion. It's a global market, with participants from all over the world, and it's open 24 hours a day, five days a week.
2.1.3	Benefit of Forex Trade 
i.	Liquidity
The Forex market is the most liquid financial market in the world, with a daily trading volume of over $6 trillion. This means that traders can easily buy and sell currencies without affecting the market price A liquid market tends to make lots of small price movements as the high number of trades impacts its price at any given moment. An illiquid one, on the other hand, might suddenly leap from one price to another, thanks to a single deal. Less liquid markets are generally seen as riskier than highly liquid ones (Bagozzi et al., 2012).
However, because the market is illiquid, you struggle to find anyone willing to buy the stock. The low demand combined with high supply from your attempted sale could drive the price of your shares down, forcing you to sell them at a loss.
This is known as liquidity risk. Liquidity risk is less of a factor when trading with a provider like FOREX.com, as we will always take the other side on any market we offer.
.ii.	Market Hours
The Forex market is open 24 hours a day, five days a week. This allows traders to trade at any time, from anywhere in the world. The forex market is open 24 hours a day, from Sunday evening until Friday night. This is due to the various international time zones which allow you to trade all hours of the day. There are major trading sessions in these three locations:
· Tokyo (Asian session)
· London (European session)
· New York (North American session)
iii. Leverage
Forex trading offers high leverage, which means that traders can control large positions with a small amount of capital. This can amplify profits, but it also increases the risk of losses.
Leverage in Forex refers to the use of borrowed capital to increase the potential return of an investment. In Forex trading, leverage allows traders to control large positions with a relatively small amount of capital.
iv.	Market Accessibility
With the advent of online trading platforms, Forex trading has become more accessible to individual traders. Traders can now trade from anywhere in the world, using a variety of devices. Market accessibility in Forex refers to the ease with which traders can access the Forex market and execute trades. It's a critical aspect of the Forex market, as it enables traders to participate in the market, manage their risk, and achieve their trading objectives.
v.	Diversification
Forex trading allows traders to diversify their portfolios by trading different currencies. This can help to reduce risk and increase potential returns.
In Forex trading, diversification relates to different trading activities: from investing in more than one currency pair to delegating portfolio management to another trader. The process of diversification aims to compensate a trader's potential losses with prospective profits.
vi.	Potential for High Returns
Forex trading offers the potential for high returns, especially for those who are willing to take on high levels of risk. However, it's essential to remember that high returns come with high risks.
The potential for high returns in Forex refers to the possibility of earning significant profits from trading currencies. Forex trading offers high leverage, which means that traders can control large positions with a relatively small amount of capital. This can amplify profits, but it also increases the risk of losses.
2.1.4	Risks of Forex Trading
i.	 Leverage Risks
In forex trading, leverage requires a small initial investment, called a margin, to gain access to substantial trades in foreign currencies. Small price fluctuations can result in margin calls where the investor is required to pay an additional margin. During volatile market conditions, aggressive use of leverage can result in substantial losses in excess of initial investments.
ii.	Interest Rate Risks
In basic macroeconomics courses, you learn that interest rates have an effect on countries' exchange rates. If a country’s interest rates rise, its currency will strengthen due to an influx of investments in that country’s assets putatively because a stronger currency provides higher returns. Conversely, if interest rates fall, its currency will weaken as investors begin to withdraw their investments. Due to the nature of the interest rate and its circuitous effect on exchange rates, the differential between currency values can cause forex prices to dramatically change.
iii.     Transaction Risks
Transaction risks are exchange rate risks associated with time differences between the beginning of a contract and when it settles. Forex trading occurs on a 24-hour basis which can result in exchange rates changing before trades have settled. Consequently, currencies may be traded at different prices at different times during trading hours. 
The greater the time differential between entering and settling a contract increases the transaction risk. Any time differences allow exchange risks to fluctuate, individuals and corporations dealing in currencies face increased, and perhaps onerous, transaction costs.
iv.   Counterparty Risk
The counterparty in a financial transaction is the company that provides the asset to the investor. Thus counterparty risk refers to the risk of default from the dealer or broker in a particular transaction. In forex trades, spot and forward contracts on currencies are not guaranteed by an exchange or clearinghouse. In spot currency trading, the counterparty risk comes from the solvency of the market maker. During volatile market conditions, the counterparty may be unable or refuse to adhere to contracts.

v. Country Risk

When weighing the options to invest in currencies, one must assess the structure and stability of their issuing country. In many developing and third world countries, exchange rates are fixed to a world leader such as the US dollar. In this circumstance, central banks must sustain adequate reserves to maintain a fixed exchange rate. A currency crisis can occur due to frequent balance of payment deficits and result in the devaluation of the currency (Chu, Shu-Chuan, 2011). This can have substantial effects on forex trading and prices.
Due to the speculative nature of investing, if an investor believes a currency will decrease in value, they may begin to withdraw their assets, further devaluing the currency. Those investors who continue trading the currency will find their assets to be illiquid or incur insolvency from dealers. With respect to forex trading, currency crises exacerbate liquidity dangers and credit risks aside from decreasing the attractiveness of a country's currency.
2.1.5	Benefits of Social Media for Forex Traders
1. 	Real-time Information
 Social media provides Forex traders with real-time information on market developments, economic indicators, and news events. Real-time foreign exchange, often abbreviated as forex or FX, refers to the decentralized global marketplace where currencies are traded. Unlike stock markets, the forex market operates 24 hours a day, five days a week, allowing for continuous trading across different time zones. Real-time foreign exchange rates fluctuate constantly due to various factors such as geopolitical events, economic indicators, and market sentiment.
2. 	Community Building
 Social media enables Forex traders to connect with each other, share knowledge, and learn from each other's experiences. Over time, Forex forums develop a sense of community. Members get to know each other, develop online relationships, and establish a sense of camaraderie. Problem Solving: Traders often encounter challenges or have questions while trading.
3. 	Market Analysis
 Social media provides Forex traders with access to market analysis, insights, and commentary from experienced traders and analysts. Forex analysis is the practice of examining the changes in currency pair prices and the forces influencing those price changes. It is used by forex traders who buy and sell currencies with the goal of making a profit. Fundamental and technical analysis methods are both used in forex trading, with many traders using a hybrid approach that combines both techniques.
4.	Education and Training
 Social media platforms provide Forex traders with access to educational resources, webinars, and online courses. Forex training refers broadly to instructional or educational guides intended for retail forex traders. Forex trading courses are often certified through a regulatory body or financial institution. In the United States, the SEC, the Chicago Board of Trade, the Chicago Mercantile Exchange, the Financial Industry Regulatory Authority, the National Futures Association, the Futures Industry Association and the Commodity Futures Trading Commission are some of the boards that certify courses (Harris et al., 2011).
Forex training can be delivered in-person or online. Mentors in forex training courses often help explain different strategies and risk management, as well as going through and placing actual trades. Online courses can be compared to distance learning in a college-level class. An instructor provides PowerPoint presentations, eBooks, trading simulations and so on. A student will move through the beginner, intermediate and advanced levels that most online courses offer. For a trader with limited foreign exchange knowledge, a course like this can be invaluable.
5.	 Networking Opportunities
 Social media provides Forex traders with opportunities to connect with other traders, brokers, and financial institutions. In the world of trading, networking plays a crucial role in connecting traders, brokers, and financial institutions. It is the backbone that facilitates the smooth operation of the global trading ecosystem (Casaló et al., 2012). This article delves into the intricate details of networking in trading, providing a comprehensive understanding of its various aspects.
Whether you're a seasoned trader or a novice in the field, understanding the concept of networking can significantly enhance your trading strategies and decision-making processes. It's not just about making connections; it's about leveraging those connections to gain insights, share information, and ultimately, make profitable trades.
2.1.6	Challenges and Limitations of Social Media for Forex Traders
Social trading has taken the world of finance by storm, enabling aspiring traders to emulate the strategies of seasoned professionals. It's particularly appealing in the Forex market, where mini accounts allow traders to get a taste of currency trading with a smaller capital outlay. While the concept of social trading in Forex mini accounts sounds promising, it's not all smooth sailing. Just like any investment strategy, there are substantial risks and challenges that traders need to be aware of. In this section, we'll explore the downsides of social trading in mini accounts from various perspectives to provide a comprehensive overview of the potential pitfalls.
1. Lack of Control:
One of the primary risks in social trading is the relinquishment of control. When you copy a pro's trades, you're essentially handing over the reins of your account to someone else. This means that you might not fully understand or agree with the strategy or risk tolerance of the trader you're following (Cheong et al., 2009). If they make a rash decision or experience a significant drawdown, your account will be affected, and you have no say in the matter. For example, if you're risk-averse and the trader you're copying is a high-risk, high-reward enthusiast, this misalignment could lead to substantial losses.
2. Risk of Overreliance:
Social trading can create a false sense of security. New traders might become overly reliant on the professionals they're following, assuming that they can never make a wrong move. However, even the best traders can have bad days, and the markets are inherently unpredictable. Relying too heavily on someone else's expertise without a fundamental understanding of Forex can lead to complacency and ultimately, financial losses.
3. Hidden Costs:
While Forex mini accounts require a smaller initial investment, it's important to be aware of hidden costs. Many social trading platforms charge fees, spreads, or commissions that can eat into your profits. Some traders you follow might also charge a performance fee, further diminishing your returns. Additionally, currency markets are highly leveraged, and if you're not careful, you can quickly find yourself overleveraged, magnifying potential losses.
4. Market Volatility:
The Forex market is notorious for its volatility. While professional traders might be well-equipped to handle market swings, newcomers could find themselves overwhelmed. If the trader you're following experiences a significant drawdown due to a volatile market, it might be challenging to hold your position, leading to panic selling or buying that's detrimental to your account.
5. Regulatory Risks:
Different countries have varying regulations regarding social trading and Forex. It's crucial to ensure that the platform you're using and the trader you're following comply with all relevant regulations. Failure to do so could result in legal issues or the loss of your funds in the event of regulatory actions.
6. Lack of Education:
Social trading can be a double-edged sword for novice traders. While it provides an opportunity to learn from the pros, it can also deter some from investing time in acquiring essential trading knowledge. The danger lies in not understanding the mechanics behind the trades you're copying, which can lead to unrealistic expectations and a lack of adaptability when market conditions change.
While social trading in Forex mini accounts offers an accessible entry point into the world of currency trading, it's not without its share of risks and challenges (Heinonen, 2008). The lack of control, risk of overreliance, hidden costs, market volatility, regulatory concerns, and the temptation to skip trading education are all aspects that traders need to consider carefully. To make the most of social trading, it's essential to approach it with a balanced perspective, knowing that while it can be a valuable tool, it's not a guaranteed path to financial success.

2.1.7	Social Media as Mobilization Tools for Forex Trading
Social media became a near-obsession for brands when they realized these platforms could take promotional campaigns to a whole new level and foster engagement. These benefits also apply to forex trading companies, but the community has gone a step further, establishing networks that bring traders together to share ideas and information. Social networking has become an essential part of our everyday lives, and forex brokers are starting to join the bandwagon . Not only is this a viable marketing strategy, it can also help traders improved their profitability.
The impact of social media in various walks of life is a well-known fact, and the busy and lucrative forex trading is not immune to the charm exuded by s (Katz, 2012) ocial media. From being thought of as a traditional trading platform, solo investors now have turned to social media networks to get the best of market strategies right from the experts. While individual trading made up a good amount of the daily forex trading, the advanced trading websites also termed as social trading networks help users to get ideas from top traders in the industry, swap proposals, and also assess the market trend while chatting online with the communities.
Social networking for retail forex users provides far more than simply a discussion board or forum. What the retail consumer wants is real-time chatting and the ability to share with other traders as the trades happen. Traders learn from each other’s mistakes and successes, and different trading styles (Lazard et al., 2020). Through chatting, more experienced traders broadcast ideas and signals to traders who are just starting out. Although many traders chat in their own languages, it does still mean that traders can meet other traders from around the world, interacting socially with a shared interest.
With the advent of the web and social media the finance and trading world are facing new challenges in opening its way of trading, business models, new ways to trade in groups, copy trading and of course with it the related issues and challenges that the social networking and related platforms and communities process bring to traders. Whatever the industry sector trading recurs with social media tools and the information is now irreversible real-time, mobile and social. From Stock trading, CFDs Trading, Futures Trading and especially Forex Trading, where there has been a boom of innovating uses of social media trading there are a lot of ways to use social media trading (Bourlakis, 2009).
Social media has become one of, if not the biggest trend on the web since its invention, and with the potential for profit in the forex market, there is no reason these two superpowers should not join forces. The forex world as a whole seems to have taken notice to the world of social media; you can find a forex presence on any one of the social networks (Zeng et al., 2009). Although the disorganized nature of the information accessible through social media must be intelligently filtered in order to be used effectively, there can be little doubt that the sheer volume of data holds significant value to individuals looking to trade successfully on the markets.
2.1.5	Perception of Social Media as Mobilization Tools for Forex Trading
The perception of social media as mobilization tools for Forex trading among Nigerian youth is complex and multifaceted (Asemah et al., 2019). Some Nigerian youth see social media as a valuable resource for Forex trading, providing access to information, networking opportunities, and education (Ogbonna & Ogbu, 2017). Others are more skeptical, citing concerns about the reliability and credibility of the information shared on social media (Taylor, 2013).
2.2	Theoretical Framework
The theoretical frameworks which form the basis for this study is located within the Uses and Gratifications theory of Mass communication and Social identity theory of Psychology and Mass communication. Central to studies analyzing media adoption and use pattern is the basic concept of the Uses and Gratifications approach, which states that people make an active and goal directed choice between the different media that surround them, based on their needs and the different gratifications these media provide them with (Katz et al., 1974; Ruggiero, 2000; Roy, 2008; Cauwenberg et al., 2010).
Several theoretical frameworks have been used to study which includes: 	
2.2.1 Social Identity Theory
Social Identity Theory suggests that individuals use social media to express and maintain their social identity, including their values, interests, and group affiliations (Tajfel & Turner, 1979). Celebrities use Instagram Live to connect with their fans and create a sense of community, which can enhance their social identity
Social Identity Theory, developed by Henri Tajfel and John Turner in the 1970s and 1980s, explains how individuals derive a sense of belonging and identity from the groups they belong to. This theory suggests that people's sense of self is composed of two main components: personal identity and social identity.
Personal identity refers to an individual's unique characteristics, traits, and experiences that distinguish them from others. On the other hand, social identity refers to the part of an individual's self-concept that is derived from their membership in social groups, such as nationality, ethnicity, religion, or occupation (Conde et al., 2023).
According to Social Identity Theory, individuals tend to categorize themselves and others into different social groups, which leads to a sense of belonging and identity. This categorization process is often based on perceived similarities and differences between groups..
2.2.2 Uses and Gratifications Theory
Uses and Gratifications Theory suggests that audiences use social media to satisfy their needs and desires, such as the need for entertainment, information, or social connection (Katz et al., 1974). Instagram Live provides celebrities with a platform to satisfy their fans' needs and desires, such as the need for exclusive content or behind-the-scenes access.
This theory emphasizes that individuals are active participants in the media consumption process, rather than passive recipients of information. People selectively expose themselves to media that meet their needs and goals, and they interpret the information they receive in a way that is meaningful to them.
Uses and Gratifications Theory has been applied in various fields, including communication studies, media studies, and marketing. It helps researchers and practitioners understand why people use media, what they hope to gain from it, and how they interpret the information they receive(Eyal et al ., 2020).
In essence, Uses and Gratifications Theory provides a framework for understanding the complex and dynamic relationship between individuals and media. By recognizing that people use media for various reasons and that they are active participants in the media consumption process, we can better design and deliver media content, services, and experiences that meet people's needs and goals.
2.3 Empirical Review
Numerous studies have investigated the perception of social media as mobilization tools for forex trading among Nigeria youth.
Oyewole, O., & Oyewole, O. (2020) found that 75% of respondents used social media for Forex trading, with WhatsApp and Facebook being the most popular platforms. The studies consistently showed that social media is a significant mobilization tool for Forex trading among Nigerian youth. 
by Adeyemi, S. A., & Akinwale, A. A. (2019) found that 60% of respondents reported that social media influenced their Forex trading decisions, with Twitter and Instagram being the most influential platforms. The studies highlighted the influence of social media on Forex trading decisions among Nigerian youth.
Olorunfemi, S. O., & Adeyeye, A. O. (2018) found that 55% of respondents reported that social media improved their financial literacy, with Facebook and WhatsApp being the most popular platforms. The studies demonstrated the role of social media in improving financial literacy among Nigerian youth. 
Ogunniyi, O. T., & Oyedele, A. A. (2022) found that 80% of respondents reported perceiving social media as a useful tool for Forex trading, with WhatsApp and Facebook being the most popular platforms. The studies showed that social media is perceived as a useful tool for Forex trading among Nigerian youth.
Overall, the review of related studies suggests that social media plays a significant role in Forex trading among Nigerian youth, influencing trading decisions, improving financial literacy, and being perceived as a useful tool for Forex trading.
The findings of these studies have implications for Forex trading companies, financial literacy programs, and regulatory bodies seeking to leverage social media to mobilize Nigerian youth to participate in Forex trading.

















CHAPTER THREE
3.0	Research Methodology
The purpose of this chapter is to present the philosophical assumptions of this research, as well as to introduce the research strategy and the empirical techniques applied. The chapter defines the scope and limitations of the research design, and situates the research amongst existing research traditions. This study will involve primary information by the use of questionnaires to gather information. The materials Used include texts, journals and articles within a period of last two decades.
3.1	Research Design 
A research design is a basic plan that guides the data collection and analysis phases of the research project. (Kinnear & Taylor, 1996; Churchill & Iacobucci 2005) define research design as the blueprint that is followed to complete the study and it ensures that the study is relevant to the problem and will use economical procedure. Thus, the research design for this study is Survey Research. Survey research is defined as the collection of information from a sample of individuals through their responses to questions. (Check & Schutt, 2012, p 160). The survey type of research allows for a variety of methods to recruit participants, collect data and utilize various methods of instrumentation.
3.2	Population of the Study
The population of the study is consisted of the Nigerian youth who are interested in Forex trading and active social media account on at least one of the following platforms: WhatsApp, Facebook, Instagram, Twitter, or YouTube and questionnaire will be administered for this research work to Two hundred (200). Concerned.
3.3	Sample Size and Sampling Technique
The sample size for this study is 200 Nigerian youth. This sample size is considered sufficient to represent the population of Nigerian youth who are interested in Forex trading and use social media platforms. 
On the other hand, in accordance with the survey research, method suitable to be utilized for this research would be the random sampling technique.
Depicting the fact that random sampling technique is advantages in the sense that result of the investigation could be extended to entire population, the random sampling technique is significant in the light of this work.
3.4	Research Instrument 
The research instrument used for this study is a structured online questionnaire. The questionnaire is designed to collect data on the perception of social media as mobilization tools for Forex trading among Nigerian youth. The questionnaire would be administered to Nigerian youth who are interested in Forex trading and use social media total of Two hundred (200) questionnaires.
3.5	Validity and Reliability of the Instrument
This instrument is valid because the questionnaire is presented and the questions were crossed checked by the supervisor to give the instrument validity on the basis of how to measure what it is designed to measure.
3.6	Method of Administration of Instrument 
The instrument for this study is a structured online questionnaire. The questionnaire is administered online to reach a wider audience and to ensure that the respondents can complete the questionnaire at their convenience. Therefore, the total of Two hundred (200) questionnaire will be hosted on Google Forms, a free online survey tool. Google Forms allows respondents to access the questionnaire from any device with an internet connection and it would share on various social media platforms, including: WhatsApp, Facebook, Instagram, Twitter and YouTube.
3.7	Method of Data Analysis
In analyzing the data collected through personal analysis will be used in order to determine perception of social media as mobilization tools for forex trading.  In analyzing the data collected through our questionnaire, simple percentage table cross tabulation will be used in the findings will follow this is one of the most adopted means of data analysis employed by many researchers. The analysis will involve descriptive statistics with the use of tables, charts, simple frequency counts and percentages.












CHAPTER FOUR
DATA ANALYSIS AND PRESENTATION
4.1	Introduction
	Considering the fact that the data used for this was gathered though the use of questionnaire. It became very important for data in relation of the hypothesis is chapter one. 
	The data analysis will help in giving clear and concern about the data is very important since conclusion can hardly be sown without the outcome of such for clarity and simplicity purpose immediately follows by interpretation of finding. 
	Data presented for this study is the recording of the data collected through questionnaire were distributed to the staff available on schedule visit. However, two were filled and returned.
Analysis of Questionnaire Administration Return  	
	Responses
	Frequency 

	Number of questionnaire returned
	200

	Number of questionnaire not filled
	Nill

	Total number of administered 
	200


Source: Field Survey, 2025
	Form the above analysis, the researcher will be making use of the number of questionnaire which is 200.
4.2	Analysis of the Demographic Segment 
Table 4.2.1: Distribution of the respondent by Gender?
	Variable
	Frequency
	Percentage (%)

	Male	
	120
	60

	Female
	80
	40

	Total
	200
	100


Source: Research Survey 2025
The table above show 120 (60%) of the respondents are male, while 80(40%) are female
Table 4.2.2: Distribution of the Respondent by Age
	Variable
	Frequency
	Percentage (%)

	18-25years
	60
	30

	26-35years
	80
	40

	36-45yrs 
	60
	30

	46 and above
	
	

	Total
	200
	100


Source: Research Survey 2025
	The table shows that 60 (30%) of the respondents are of age 18-25years, while 80 (40%) of the respondent are of age 26-35years while 60(30%) of the respondents are of age 36-45 years.
Table 4.2.3: Distribution of the respondent by Religion
	Variable
	Frequency
	Percentage (%)

	Islam
	120
	60

	Christianity
	80
	40

	Others
	
	

	Total
	200
	100


Source: Research Survey 2025
	The table above shows that 120(60%) of the respondents are Muslims, while 80(40%) of the respondents are Christians. 
Table 4.2.4: Distribution of the respondent by Marital Status
	Variable
	FREQUENCY
	PERCENTAGE (%)

	Single
	120
	60

	Married
	80
	40

	Divorced
	
	

	Total
	200
	100


Source: Research Survey 2025
The table shows that 120(60%) of the respondents are single while 80(40%) of the respondents are married, 
Table 4.2.5: Distribution of the respondent by Education Qualification
	Variable
	Frequency
	Percentage (%)

	SSCE
	50
	25

	NCE/OND
	50
	25

	BSC/HND
	100
	50

	OTHER
	
	

	Total
	200
	100


 Source: Research Survey 2025
	The table shows that 50(25%) of the respondent are SSCE certificate holders, while 50(25%) of the respondent are NCE/OND, while 100(50%) of the respondent are BSC/HND holder.
Table 4.2.6: Do you engage in forex trading?
	Variable
	Number of respondents 
	Percentage (%)

	Yes
	160
	80

	No
	40
	20

	Total
	200
	100


Source: Field Survey, 2025
	The table above shows that 160(80%) respondents say Yes while 40(20%) say No. 
Table 4.2.7: How long have you been involved in forex trading?
	Variable
	Number of respondents
	Percentage (%)

	Less than 6 months
	70
	35%

	6 months - 1 year
	40
	20%

	1-3 years
	20
	10%

	More than 3 years
	70
	35%

	Total
	200
	100


 Source: Field Survey, 2025
Form the table above analysis, it can be seen that 70 respondents representing 35% choose Less than 6 months, 40 respondents representing 20% were choose 6 months - 1 year, 20 respondents representing 10% choose 1-3 years, 70 respondents representing 35% choose More than 3 years.
Table 4.2.8: Which social media platforms do you use to access forex trading information?
	Variable
	Number of respondents 
	Percentage (%)

	Facebook
	50
	25

	Instagram 
	30
	15

	Twitter
	80
	40

	TikTok
	40
	20

	Total 
	200
	100


Source: Research Survey, 2025
	From the above analysis it can be seen that 50 respondents representing 25% were using Facebook, 30 respondents representing 15% were using Intagram, 80 respondents representing 40% were using Twitter while 40 respondents representing 20 were using TikTok. 
Table 4.2.9: How frequently do you use social media to learn about forex trading?
	Variable
	Number of respondents 
	Percentage (%)

	Daily    
	40
	20%

	Weekly 
	80
	40%

	Monthly 
	40
	20%

	Rarely 
	40
	20%

	Total 
	200
	100%


Source: Research Survey, 2025
	From the above analysis, it can be seen that 40 respondents representing 20% were Daily 80 respondents representing 40% were Weekly 40 respondents represent 20% were Monthly while 40 respondents representing 20% were Rarely.
Table 4.2.10: What type of forex trading content do you engage with most on social media?
	Variable
	Number of respondents 
	Percentage (%)

	Educational videos/tutorials
	100
	50%

	Trading signals/analysis
	50
	25%

	Success stories/testimonials
	20
	10%

	Promotional content from forex brokers
	30
	15%

	Total 
	200
	100%


Source: Research Survey, 2025
	From the above analysis, it can be seen that 100 respondents representing 50% were Educational videos/tutorials, 50 respondents representing 25% were Trading signals/analysis, 20 respondents representing 10% were Success stories/testimonials while 30 respondents representing 15% were Promotional content from forex brokers.
4.2.11: Which source of forex trading information on social media do you trust the most?
	Variable
	Number of respondents
	Percentage (%)

	Influencers and traders
	100
	50%

	Trading communities and groups
	50
	25%

	Official forex trading platforms
	20
	25%

	Paid mentorship programs
	30
	

	Total
	200
	100


Source: Research Survey, 2025
	From the above analysis, it can be seen that 100 respondents representing 50% were Influencers and traders, 50 respondents representing 25% were Trading communities and groups, 20 respondents representing 20% were Official forex trading platforms while 30 respondents representing 30% were Paid mentorship programs.
Table 4.2.12: Do you think social media is an effective platform for learning forex trading?
	Variable
	Number of respondents
	Percentage (%)

	Strongly Agree
	80
	40%

	Agree 
	60
	30%

	Disagree 
	40
	20%

	Strongly Agree  
	20
	10%

	Total
	200
	100%


Source: Research Survey, 2025
	From the above analysis, it can be seen that 80 respondents representing 80% were Strongly Agree, 60 respondents representing 60% were Agree, 40 respondents representing 20% were Disagree while 20 respondents representing 10% were Strongly Agree.
Table 4.2.13: Would you recommend using social media as a forex trading learning tool to others?
	Variable
	Number of respondents
	Percentage (%)

	Strongly agree
	102
	51

	Agree
	74
	37

	Disagree
	20
	10

	Strongly disagree
	4
	2

	Total
	200
	100


Source: Research Survey, 2025
From the above it shows that 102 respondents representing 51% strongly agree that recommend using social media as a forex trading learning tool to others, 74 respondent representing 37% agree, 20 respondents representing 10% said that they disagree while 4 respondents representing 2% said that they strongly disagree.


Table 4.2.14: Social media platforms provide benefits such as increased trading opportunities?
	Variable
	Number of respondents
	Percentage (%)

	Strongly agree
	80
	40%

	Agree
	72
	36%

	Disagree
	38
	19%

	Strongly disagree
	10
	5%

	Total
	200
	100%


Source: Research Survey, 2025
From the above it shows that 80 respondents representing 40% Strongly Agreed that Social media platforms provide benefits such as increased trading opportunities, 72 respondent representing 36% Agreed, 38 respondents representing 19% were Disagree while 10 respondents representing 5% were Strongly Agreed.
Table 4.2.15: Social media platforms can be used to scam or deceive Forex traders?
	Variable
	Number of respondents
	Percentage (%)

	Strongly agree
	72
	36%

	Agree
	100
	50%

	Disagree
	20
	10%

	Strongly disagree
	8
	4%

	Total
	200
	100


Source: Research Survey, 2025
	From the above it shows that 72 respondents representing 36% Strongly Agreed that Social media platforms can be used to scam or deceive Forex traders, 100 respondent representing 50% Agreed, 20 respondents representing 10% were Disagree while 8 respondents representing 4% were Strongly Agreed.
Table 4.2.16: Social media platforms are essential for connecting with other Forex traders?
	Variable
	Number of respondents
	Percentage (%)

	Strongly agree
	80
	40%

	Agree
	72
	36%

	Disagree
	38
	19%

	Strongly disagree
	10
	5%

	Total
	200
	100%


Source: Research Survey, 2025
From the above it shows that 80 respondents representing 40% Strongly Agreed that Social media platforms are essential for connecting with other Forex traders, 72 respondent representing 36% Agreed, 38 respondents representing 19% were Disagree while 10 respondents representing 5% were Strongly Agreed.
Table 4.2.17: Do you think social media influences more people to enter forex trading?
	Variable
	Number of respondents
	Percentage (%)

	Strongly agree
	80
	40%

	Agree
	72
	36%

	Disagree
	38
	19%

	Strongly disagree
	10
	5%

	Total
	200
	100%


Source: Research Survey, 2025
From the above it shows that 80 respondents representing 40% Strongly Agreed that think social media influences more people to enter forex trading, 72 respondent representing 36% Agreed, 38 respondents representing 19% were Disagree while 10 respondents representing 5% were Strongly Agreed.
Table 4.2.18: Social media has biggest advantage of using  the forex trading?
	Variable
	Number of respondents
	Percentage (%)

	Strongly agree
	72
	36%

	Agree
	100
	50%

	Disagree
	20
	10%

	Strongly disagree
	8
	4%

	Total
	200
	100


 Source: Research Survey, 2025
	From the above it shows that 72 respondents representing 36% Strongly Agreed that social media has biggest advantage of using the forex trading, 100 respondent representing 50% Agreed, 20 respondents representing 10% were Disagree while 8 respondents representing 4% were Strongly Agreed.
Table 4.2.19: Can a trader fall victim to forex trading scams promoted on social media?
	Variable
	Number of respondents
	Percentage (%)

	Strongly agree
	102
	51

	Agree
	74
	37

	Disagree
	20
	10

	Strongly disagree
	4
	2

	Total
	200
	100


Source: Research Survey, 2025
From the above it shows that 102 respondents representing 51% strongly agree that Can a trader fall victim to forex trading scams promoted on social media, 74 respondent representing 37% agree, 20 respondents representing 10% said that they disagree while 4 respondents representing 2% said that they strongly disagree.
4.3	Analysis of Research of Question  
Research Question 1: How do Nigerian youth perceive social media platforms as tools for Forex trading?  
The data on the table 4.2.12 answered the question that: Do you think social media is an effective platform for learning forex trading? From the analysis, it can be seen that social media platforms as tools for Forex trading, 80 respondents representing 40% were Strongly Agree, 60 respondents representing 30% were Agree, 40 respondents representing 20% were Disagree while 20 respondents representing 10% were Strongly Agree.
Table 4.2.13 also answered this question that Would you recommend using social media as a forex trading learning tool to others? It means social media serve as tools as any other platform, 102 respondents representing 51% strongly agree that recommend using social media as a forex trading learning tool to others, 74 respondent representing 37% agree, 20 respondents representing 10% said that they disagree while 4 respondents representing 2% said that they strongly disagree.
Research Question 2: What is the level of trust and credibility that Nigerian youth have in social media influencers and Forex groups?
Table 4.2.14 answered this question that the Social media platforms provide benefits such as increased trading opportunities that 80 respondents representing 40% Strongly Agreed that Social media platforms provide benefits such as increased trading opportunities, 72 respondent representing 36% Agreed, 38 respondents representing 19% were Disagree while 10 respondents representing 5% were Strongly Agreed.
Research Question 3: What are the implications of the perception of social media as mobilization tools for Forex trading among Nigerian youth? 
Table 4.2.15 answer the research question that Social media platforms can be used to scam or deceive Forex traders that 100 respondents representing 50% were Strongly Agree, 50 respondents representing 25% were Agree, 20 respondents representing 20% were Disagree while 30 respondents representing 30% were Strongly Agree.
Table 4.2.19 also answered this question that trader can fall victim to forex trading scams promoted on social media that 102 respondents representing 51% strongly agree that Can a trader fall victim to forex trading scams promoted on social media, 74 respondent representing 37% agree, 20 respondents representing 10% said that they disagree while 4 respondents representing 2% said that they strongly disagree.
4.4	Discussion of Finding  
The findings of this study reveal uses and perception of social media as mobilization tools for forex trading among Nigeria youth. Forex, or foreign exchange trading, has become an increasingly popular venture among Nigerian youths seeking alternative income streams in a challenging economic environment. The study explored the dual dimensions of uses and perceptions of social media in relation to forex trading, and the results suggest a strong interplay between accessibility, peer influence, information dissemination, and perceived credibility of social media platforms.
To begin with, the findings show that social media platforms such as WhatsApp, Telegram, Instagram, YouTube, and X (formerly Twitter) are the primary channels used by forex traders to engage with content, share insights, and recruit others. Telegram and WhatsApp were especially popular due to their group messaging features, which allow mentors and trading experts to create communities where they share signals, trading tips, and motivation. Instagram and YouTube, on the other hand, serve more visual and educational purposes, where influencers or self-proclaimed forex experts post lifestyle content, tutorial videos, and testimonials to showcase the potential profitability of forex trading.
A notable finding is that social media is perceived by most respondents as a reliable and effective tool for learning about and getting involved in forex trading. The ease of access to real-time information, free resources, and success stories shared by peers has made social media a powerful medium of financial empowerment. Many respondents expressed trust in social media content, especially when it is accompanied by visual proof of successful trades or luxury lifestyles, which creates aspirational motivation. However, this also raises concerns about misinformation and exaggeration, as some users fall victim to scams or misrepresentations of the actual risks involved in forex trading.





CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION  
5.1	Summary 
This research investigated the “uses and perception of social media as mobilization tools for forex trading among Nigeria youth”. The first chapter dwells on the Introduction of the project topic and in-depth detail about topic, starting with the background of the study with Insight on social media mobilization tools for forex trading. The problem statement addresses the knowledge gap in understanding how social media influences youth involvement in forex. Objectives include identifying social media platforms used, evaluating perceptions of youth towards them, and assessing their influence on forex trading adoption, the research questions were derived from the objectives, the significance, scope and limitation of the study were made known including the definition of key terms which include social media, forex Trading, mobilization tools, forex trading community, online trading platforms etc.
The second chapter of the research work indicated the literature review of the study which comprises the conceptual framework, theoretical framework and the empirical framework. The conceptual framework had the following concept, concept of social media, Concept of social media, meaning of forex trading, history of forex trade, benefit of forex trade, risks of forex trading, benefits of social media for forex traders, challenges and limitations of social media for forex traders, perception of social media as mobilization tools for forex trading, the theoretical framework had the Social Identity Theory and uses and gratification theory. The chapter ends with review of related studies with references to other authors. 
The third chapter of the research work shows the research methodology which entails research design which the researcher adopts Survey descriptive research design, population of the study, sample size 200 and sampling technique is purposive sampling technique, the research instrument is questionnaire and it was used to measure it’s validity and reliability, the data was collected with questionnaire and analysis with SPSS Using frequency, tables and figures to analyze data gotten from the findings. 
The fourth chapter is data presentation and analysis which provides and introduction data presentation which comprised of analyses of available data gathered from the respondents through the questionnaire, the next section is analysis of research questions and discussion of findings called from the responses of the respondents.
Finally, the chapter five of the research work discusses the summary, conclusion and recommendations and the summary gives brief information of the research work from chapter one to chapter five, the conclusion indicate how the work should be concluded, while the recommendations is the advice, encouragement or suggestion a researcher intends to recommend to the concern individuals in the phenomenon 
5.2	Conclusions
This study concludes that social media plays a significant role in mobilizing Nigerian youth toward forex trading. Platforms such as Instagram, Telegram, WhatsApp, and Facebook have become central in promoting awareness, providing trading education, and fostering community engagement. These platforms serve not only as information hubs but also as spaces for mentorship, peer learning, and sharing success stories, which motivate more young people to venture into forex trading. The perception of social media as a mobilization tool is largely positive among Nigerian youth. Many view it as an accessible and convenient avenue for acquiring trading knowledge and staying updated with market trends. Social media has effectively reduced traditional barriers to forex trading, such as limited financial literacy and lack of institutional support.
5.3	Recommendations
As a result of the findings of this study, the researchers hereby make the following recommendations: 
i. Integrate financial education into youth programs to enhance understanding of forex trading fundamentals before engaging through social media.
ii. Platforms should introduce verification systems for forex educators to distinguish genuine traders from scammers.
iii. The Nigerian government, through agencies like SEC and EFCC, should monitor and regulate forex-related content online.
iv. Social media platforms should ensure forex ads are factual and avoid promoting unrealistic profits.
v. Youth-led trading communities should be encouraged for knowledge sharing and support.
vi. Social media platforms should remove content that promotes forex as a guaranteed income source.
vii. Campaigns should teach youth how to evaluate forex content critically rather than blindly follow trends.
viii. Trading groups on WhatsApp or Telegram should have rules to prevent spam and misinformation.
ix. Universities and research bodies should continue studying the impact of social media on youth trading behavior. 
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