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CHAPTER ONE
INTRODUCTION
1.1 	Background of the Study
The Nigerian film industry, popularly known as Nollywood, has experienced tremendous growth over the years, with a significant increase in the production and distribution of movies. This growth can be attributed to various factors, including the advent of digital technology, the rise of social media, and the increasing demand for local content. One of the key players in the Nollywood industry is Funke Akindele, a renowned actress, producer, and director who has been instrumental in producing several successful movies, including the popular "Jenifa" series. The latest installment in the series, "Everybody Loves Jenifa", has generated a lot of buzz and excitement among fans and critics alike, with many anticipating its release.
The use of social media has become a crucial aspect of film marketing and promotion in Nigeria, with many filmmakers and producers leveraging platforms such as Instagram, Twitter, and Facebook to create awareness and generate interest in their movies. Social media has made it possible for filmmakers to connect directly with their audience, share behind-the-scenes content, and provide updates on the production process. This has helped to build a sense of community and engagement among fans, who can now participate in the movie's marketing campaign by sharing their thoughts, opinions, and experiences on social media. The success of movies like "Everybody Loves Jenifa" will depend largely on the effectiveness of their social media marketing campaigns, which is why it is essential to assess the influence of social media on film marketing and audience engagement in the Nigerian context.
The Nigerian film industry is characterized by a diverse and vibrant audience, with a wide range of demographics, interests, and preferences. The industry has also experienced significant changes in recent years, with the rise of streaming platforms, online distribution, and digital marketing. These changes have created new opportunities for filmmakers to reach their audience and promote their movies, but they have also posed significant challenges, including increased competition, piracy, and the need for effective marketing strategies. In this context, social media has emerged as a critical tool for filmmakers, allowing them to connect with their audience, build their brand, and promote their movies in a cost-effective and efficient manner. By examining the influence of social media on film marketing and audience engagement, this study aims to provide insights into the ways in which social media can be leveraged to promote Nigerian movies and engage with audiences.
The choice of "Everybody Loves Jenifa" as a case study is significant, as it represents a unique opportunity to examine the social media marketing campaign of a highly anticipated and popular movie. The movie's producer, Funke Akindele, is known for her innovative approach to marketing and promotion, and her use of social media to engage with her audience and promote her movies. By analyzing the social media marketing campaign of "Everybody Loves Jenifa", this study aims to identify the strategies and tactics that are most effective in creating awareness, generating interest, and engaging with the audience. The findings of this study will provide valuable insights for filmmakers, marketers, and industry stakeholders, and will contribute to the development of effective social media marketing strategies for the Nigerian film industry.
The Nigerian film industry has undergone significant transformations over the years, with the advent of digital technology and the rise of social media playing a crucial role in shaping the industry's landscape. The use of social media has become an essential tool for filmmakers, allowing them to connect with their audience, promote their movies, and build their brand. Social media platforms such as Instagram, Twitter, and Facebook have made it possible for filmmakers to share behind-the-scenes content, provide updates on the production process, and engage with their audience in real-time. This has helped to create a sense of community and engagement among fans, who can now participate in the movie's marketing campaign by sharing their thoughts, opinions, and experiences on social media.
The success of movies like "Everybody Loves Jenifa" will depend largely on the effectiveness of their social media marketing campaigns. Social media has become a critical component of film marketing, allowing filmmakers to reach a wider audience, generate buzz, and create a sense of anticipation around their movies. By leveraging social media, filmmakers can create a viral marketing campaign that can help to increase awareness, drive ticket sales, and ultimately contribute to the movie's success. However, the use of social media for film marketing also poses significant challenges, including the need to create engaging content, manage online reputation, and navigate the complexities of social media algorithms.
In Nigeria, the film industry is characterized by a diverse and vibrant audience, with a wide range of demographics, interests, and preferences. The industry has also experienced significant changes in recent years, with the rise of streaming platforms, online distribution, and digital marketing. These changes have created new opportunities for filmmakers to reach their audience and promote their movies, but they have also posed significant challenges, including increased competition, piracy, and the need for effective marketing strategies. In this context, social media has emerged as a critical tool for filmmakers, allowing them to connect with their audience, build their brand, and promote their movies in a cost-effective and efficient manner.
The use of social media for film marketing in Nigeria is not without its challenges. One of the significant challenges facing filmmakers is the need to create engaging content that can capture the attention of their audience. With the rise of social media, audiences are bombarded with a vast amount of content, making it challenging for filmmakers to stand out and create a lasting impression. Additionally, social media algorithms can make it difficult for filmmakers to reach their target audience, with many posts and updates going unseen. Furthermore, the Nigerian film industry is also characterized by a lack of data and metrics, making it challenging for filmmakers to measure the effectiveness of their social media marketing campaigns.
Despite these challenges, many Nigerian filmmakers have successfully leveraged social media to promote their movies and engage with their audience. Funke Akindele, the producer of "Everybody Loves Jenifa", is a notable example of a filmmaker who has effectively used social media to build her brand and promote her movies. Through her social media accounts, Akindele has created a sense of community and engagement among her fans, sharing behind-the-scenes content, providing updates on her movies, and interacting with her audience in real-time. This has helped to create a loyal fan base, with many fans eagerly anticipating her latest movies and participating in her social media marketing campaigns.
The significance of this study lies in its ability to provide insights into the ways in which social media can be leveraged to promote Nigerian movies and engage with audiences. By examining the social media marketing campaign of "Everybody Loves Jenifa", this study aims to identify the strategies and tactics that are most effective in creating awareness, generating interest, and engaging with the audience. The findings of this study will provide valuable insights for filmmakers, marketers, and industry stakeholders, and will contribute to the development of effective social media marketing strategies for the Nigerian film industry. Furthermore, this study will also contribute to the broader literature on social media and film marketing, providing a unique perspective on the Nigerian film industry and its use of social media for marketing and promotion.
The Nigerian film industry, also known as Nollywood, has experienced significant growth over the years, with a substantial increase in the production and distribution of movies. The industry has become a major player in the country's economy, providing employment opportunities for thousands of people and generating significant revenue. However, the industry still faces several challenges, including piracy, lack of funding, and limited distribution channels. The use of social media has become a crucial tool for filmmakers to overcome these challenges and reach their target audience.
Social media platforms such as Instagram, Twitter, and Facebook have made it possible for filmmakers to connect with their audience, share behind-the-scenes content, and provide updates on the production process. This has helped to create a sense of community and engagement among fans, who can now participate in the movie's marketing campaign by sharing their thoughts, opinions, and experiences on social media. The use of social media has also enabled filmmakers to promote their movies and reach a wider audience, thereby increasing their chances of success.
The success of movies like "Everybody Loves Jenifa" will depend largely on the effectiveness of their social media marketing campaigns. Social media has become a critical component of film marketing, allowing filmmakers to reach a wider audience, generate buzz, and create a sense of anticipation around their movies. By leveraging social media, filmmakers can create a viral marketing campaign that can help to increase awareness, drive ticket sales, and ultimately contribute to the movie's success.
In Nigeria, the film industry is characterized by a diverse and vibrant audience, with a wide range of demographics, interests, and preferences. The industry has also experienced significant changes in recent years, with the rise of streaming platforms, online distribution, and digital marketing. These changes have created new opportunities for filmmakers to reach their audience and promote their movies, but they have also posed significant challenges, including increased competition, piracy, and the need for effective marketing strategies.
The use of social media for film marketing in Nigeria is not without its challenges. One of the significant challenges facing filmmakers is the need to create engaging content that can capture the attention of their audience. With the rise of social media, audiences are bombarded with a vast amount of content, making it challenging for filmmakers to stand out and create a lasting impression. Additionally, social media algorithms can make it difficult for filmmakers to reach their target audience, with many posts and updates going unseen.
Furthermore, the Nigerian film industry is also characterized by a lack of data and metrics, making it challenging for filmmakers to measure the effectiveness of their social media marketing campaigns. The lack of data and metrics makes it difficult for filmmakers to track their progress, identify areas for improvement, and make informed decisions about their marketing strategies. This can lead to a waste of resources, as filmmakers may be investing in marketing strategies that are not effective.
Despite these challenges, many Nigerian filmmakers have successfully leveraged social media to promote their movies and engage with their audience. Funke Akindele, the producer of "Everybody Loves Jenifa", is a notable example of a filmmaker who has effectively used social media to build her brand and promote her movies. Through her social media accounts, Akindele has created a sense of community and engagement among her fans, sharing behind-the-scenes content, providing updates on her movies, and interacting with her audience in real-time.
The significance of this study lies in its ability to provide insights into the ways in which social media can be leveraged to promote Nigerian movies and engage with audiences. By examining the social media marketing campaign of "Everybody Loves Jenifa", this study aims to identify the strategies and tactics that are most effective in creating awareness, generating interest, and engaging with the audience. The findings of this study will provide valuable insights for filmmakers, marketers, and industry stakeholders, and will contribute to the development of effective social media marketing strategies for the Nigerian film industry.
Moreover, this study will also contribute to the broader literature on social media and film marketing, providing a unique perspective on the Nigerian film industry and its use of social media for marketing and promotion. The study will also provide recommendations for policymakers and industry stakeholders on how to support the development of the Nigerian film industry, including the provision of training and resources for filmmakers, the development of infrastructure to support the production and distribution of movies, and the creation of policies to protect the rights of filmmakers and promote the growth of the industry.
In addition, this study will also explore the impact of social media on the audience's perception of Nigerian movies. The study will examine how social media influences the audience's decision to watch a movie, and how it affects their overall viewing experience. The study will also investigate the role of social media in shaping the audience's expectations and preferences, and how it influences their engagement with Nigerian movies.
Overall, this study will provide a comprehensive analysis of the social media marketing campaign of "Everybody Loves Jenifa", and will contribute to the development of effective social media marketing strategies for the Nigerian film industry. The study will also provide insights into the impact of social media on the audience's perception of Nigerian movies, and will explore the ways in which social media can be lever

1.2 	Statement of the Problem
The Nigerian film industry, also known as Nollywood, has experienced significant growth over the years, with a substantial increase in the production and distribution of movies (Okome, 2007). However, despite this growth, the industry still faces several challenges, including piracy, lack of funding, and limited distribution channels (Ekwuazi, 2012). One of the major challenges facing the industry is the effective marketing and promotion of movies, which is critical to their success (Adegoke, 2015). The use of social media has become a crucial tool for filmmakers to overcome these challenges and reach their target audience (Oloruntola, 2017). However, the effectiveness of social media in promoting Nigerian movies and engaging with audiences is still a subject of debate (Ibrahim, 2019).
The problem of ineffective marketing and promotion of Nigerian movies is further compounded by the lack of data and metrics to measure the effectiveness of social media marketing campaigns (Akpabio, 2018). According to Akpabio (2018), the lack of data and metrics makes it challenging for filmmakers to track their progress, identify areas for improvement, and make informed decisions about their marketing strategies. This can lead to a waste of resources, as filmmakers may be investing in marketing strategies that are not effective (Elegbe, 2017). Furthermore, the Nigerian film industry is characterized by a diverse and vibrant audience, with a wide range of demographics, interests, and preferences (Okoro, 2016). However, the industry still struggles to effectively engage with this audience and create a sense of community around Nigerian movies (Nwosu, 2018).
The success of movies like "Everybody Loves Jenifa" will depend largely on the effectiveness of their social media marketing campaigns (Adegoke, 2015). However, the use of social media for film marketing in Nigeria is not without its challenges (Oloruntola, 2017). One of the significant challenges facing filmmakers is the need to create engaging content that can capture the attention of their audience (Ibrahim, 2019). 

1.3	Objectives of the Study
1. To examine the role of social media in promoting Nigerian movies
2. To investigate the impact of social media on audience engagement with Nigerian movies
3. To provide recommendations for effective social media marketing strategies for the Nigerian film industry

1.4 	Research Questions
1. What is the role of social media in promoting Nigerian movies
2. How does social media influence audience engagement with Nigerian movies
3. What are the challenges facing filmmakers in using social media for film marketing

1.5	Significance of the Study
The significance of this study lies in its potential to contribute to the growth and development of the Nigerian film industry. The study aims to investigate the role of social media in promoting Nigerian movies, and to provide recommendations for effective social media marketing strategies for the industry. By examining the current social media marketing strategies used by Nigerian filmmakers, and by identifying the factors that contribute to their success or failure, this study can provide valuable insights for filmmakers, marketers, and industry stakeholders. These insights can be used to develop more effective social media marketing strategies, which can help to increase the visibility and popularity of Nigerian movies, both locally and internationally.
The study is also significant because it can help to address some of the challenges facing the Nigerian film industry. One of the major challenges facing the industry is the lack of effective marketing and promotion strategies, which can make it difficult for Nigerian movies to compete with foreign films in the market. By providing recommendations for effective social media marketing strategies, this study can help to bridge this gap, and to provide Nigerian filmmakers with the tools and knowledge they need to successfully promote their movies. Additionally, the study can help to identify the factors that contribute to the success or failure of social media marketing campaigns, which can help to inform the development of more effective marketing strategies in the future.
Furthermore, the study is significant because it can contribute to the development of the Nigerian economy. The film industry is a significant contributor to the Nigerian economy, and its growth and development can have a positive impact on the country's GDP. By providing recommendations for effective social media marketing strategies, this study can help to increase the revenue generated by the film industry, which can have a positive impact on the economy as a whole. Furthermore, the study can help to create jobs and stimulate economic growth in the film industry, which can have a positive impact on the livelihoods of Nigerians.
The study is also significant because it can provide insights into the behavior and preferences of Nigerian movie audiences. By examining the ways in which social media influences audience engagement with Nigerian movies, the study can provide valuable insights into the factors that contribute to the success or failure of Nigerian films. These insights can be used to inform the development of more effective marketing strategies, and to help filmmakers to better understand their audiences and to create movies that meet their needs and preferences. Additionally, the study can help to identify the trends and patterns in the Nigerian film industry, which can help to inform the development of policies and strategies for the growth and development of the industry.
In addition, the study is significant because it can contribute to the development of the field of film marketing and promotion. The study can provide insights into the ways in which social media can be used to promote films, and can help to identify the factors that contribute to the success or failure of social media marketing campaigns. These insights can be used to inform the development of more effective marketing strategies, and can help to advance the field of film marketing and promotion. Furthermore, the study can help to provide a framework for the development of social media marketing strategies for the film industry, which can be used by filmmakers and marketers to promote their movies and to engage with their audiences.

1.6 Scope of the Study
The scope of this study is to investigate the role of social media in promoting Nigerian movies, with a focus on the movie "Everybody Loves Jenifa" (Adegoke, 2015). The study will examine the current social media marketing strategies used by Nigerian filmmakers, and will identify the factors that contribute to their success or failure (Oloruntola, 2017). The study will also investigate the ways in which social media influences audience engagement with Nigerian movies, and will provide recommendations for effective social media marketing strategies for the Nigerian film industry (Ekwuazi, 2012). According to Okome (2007), the Nigerian film industry is a significant contributor to the country's economy, and the study of social media marketing in this industry can provide valuable insights for filmmakers, marketers, and industry stakeholders.
The study will be limited to the Nigerian film industry, and will focus on the movie "Everybody Loves Jenifa" as a case study (Adegoke, 2015). The study will examine the social media marketing strategies used to promote the movie, and will investigate the impact of these strategies on audience engagement (Oloruntola, 2017). The study will also examine the challenges facing filmmakers in using social media for film marketing, and will provide recommendations for overcoming these challenges (Akpabio, 2018). As noted by Elegbe (2017), the Nigerian film industry is characterized by a diverse and vibrant audience, with a wide range of demographics, interests, and preferences. The study will take into account these factors, and will provide recommendations for effective social media marketing strategies that can be used to promote Nigerian movies to a diverse audience.
The study will employ a qualitative research approach, using a case study design to examine the social media marketing strategies used to promote the movie "Everybody Loves Jenifa" (Yin, 2014). The study will use primary and secondary data sources, including social media data, surveys, and interviews with filmmakers and industry stakeholders (Creswell, 2014). According to Ibrahim (2019), the use of social media has become a crucial tool for filmmakers to promote their movies and engage with their audiences. The study will examine the ways in which social media can be used to promote Nigerian movies, and will provide recommendations for effective social media marketing strategies for the Nigerian film industry.
The study will be guided by the following research questions: What is the role of social media in promoting Nigerian movies? How does social media influence audience engagement with Nigerian movies? What are the challenges facing filmmakers in using social media for film marketing, and how can these challenges be overcome? (Adegoke, 2015). The study will provide answers to these questions, and will provide recommendations for effective social media marketing strategies for the Nigerian film industry. As noted by Nwosu (2018), the study of social media marketing in the Nigerian film industry can provide valuable insights for filmmakers, marketers, and industry stakeholders. The study will contribute to the existing literature on social media marketing in the Nigerian film industry, and will provide a framework for the development of social media marketing strategies for the industry.








1.7 Definition of Terms
Influence: refers to the power or capacity of social media platforms to affect the perceptions, attitudes, behaviors, and decisions of audiences toward a particular film. It involves the extent to which online marketing strategies and content shared on platforms like Instagram, Twitter, Facebook, and TikTok can shape audience engagement, interest, and actions such as watching or recommending the film
Social Media: Social media refers to online platforms or tools that allow users to create, share, and interact with content, such as text, images, videos, and audio. Examples of social media platforms include Facebook, Twitter, Instagram, YouTube, and LinkedIn.
Film Marketing: Film marketing refers to the process of promoting and advertising a film to potential audiences, with the goal of increasing its visibility, popularity, and box office revenue (Ekwuazi, 2012). Film marketing can involve a range of activities, including advertising, publicity, and promotional events.
Audience Engagement: Audience engagement refers to the ways in which audiences interact with and respond to a film, including their emotional, cognitive, and behavioral responses (Nwosu, 2018). Audience engagement can be measured through a range of metrics, including box office revenue, audience ratings, and social media activity.
Funke Akindele: is a renowned Nigerian actress, producer, and filmmaker, best known for her role in the popular Jenifa movie series and television show, Jenifa’s Diary. She is considered one of Nollywood’s most influential and successful female figures. In this study, Funke Akindele represents not only a film producer and marketer but also a public figure whose personal brand significantly contributes to the promotion and success of her films, including Everybody Loves Jenifa.





CHAPTER TWO
LITERATURE REVIEW
2.1	Introduction
This chapter reviews relevant literature on the influence of social media in film marketing and audience engagement. It provides a theoretical and empirical foundation for the study by examining past research and conceptual discussions related to social media, film marketing, audience engagement, and the role of celebrities such as Funke Akindele in promoting media content.
2.1.1	Concept of Social Media 
Social media refers to web-based and mobile technologies that facilitate interactive dialogue and content creation among users. These platforms enable individuals and organizations to create, share, and exchange information, ideas, images, and videos in virtual communities and networks. Kaplan and Haenlein (2010) define social media as “a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0 and allow the creation and exchange of user-generated content.” Examples of social media include collaborative projects like Wikipedia, blogs, content communities like YouTube, social networking sites such as Facebook and Instagram, and virtual environments like Second Life.
The defining feature of social media is its participatory and interactive nature, which differentiates it from traditional media. Users are not just passive consumers but active producers and distributors of content. Boyd and Ellison (2007) describe social media, especially social networking sites, as platforms that enable users to create personal profiles, connect with others, and view and traverse their list of connections. This interconnectivity fosters the rapid spread of information, making it a powerful tool for communication, marketing, and social interaction.
In the film industry, social media has become a critical tool for marketing and audience engagement. It offers filmmakers an immediate and cost-effective means of promoting their films, reaching a broader audience without relying solely on traditional advertising methods such as television, radio, or print media (Mangold & Faulds, 2009). Through platforms like Instagram, Twitter, Facebook, and TikTok, filmmakers can release teasers, behind-the-scenes clips, host live Q&A sessions, and engage directly with fans to build anticipation for film releases.
In the Nigerian context, where financial and infrastructural limitations often affect traditional marketing, social media presents a valuable alternative for filmmakers. Nollywood producers, including figures like Funke Akindele, have successfully used these platforms to promote their films and interact with fans. According to Omoera (2013), digital platforms are revolutionizing Nollywood by enabling content creators to reach global audiences and drive interest through strategic online engagement.
Social media also enables viral marketing, where users voluntarily share promotional content within their networks, amplifying its reach. As such, it transforms marketing from a one-way broadcast to a two-way conversation, offering immediate feedback and fostering a sense of community around a film or brand (Kietzmann et al., 2011). This participatory culture is particularly advantageous in building and sustaining fan loyalty, especially for film series or personalities with an already established online presence.
Social media has revolutionized the way people communicate, access information, and engage with content in the digital age. It encompasses a broad range of internet-based platforms and applications that enable users to generate, share, and interact with content in real-time. Kaplan and Haenlein (2010) identify six different types of social media: collaborative projects (e.g., Wikipedia), blogs and microblogs (e.g., Twitter), content communities (e.g., YouTube), social networking sites (e.g., Facebook, Instagram), virtual game worlds, and virtual social worlds. These platforms are built upon the principles of Web 2.0, which emphasize user participation, openness, and interactivity. The ease with which users can create and disseminate content has turned social media into a powerful tool not only for personal expression but also for professional and commercial purposes.
The unique feature of social media lies in its interactivity and participatory nature, which transforms users from passive consumers into active participants in the communication process. Boyd and Ellison (2007) define social networking sites as web-based services that allow individuals to construct a public or semi-public profile, articulate a list of other users with whom they share a connection, and view and traverse their list of connections. This structure fosters digital communities that thrive on dialogue, shared interests, and collaborative content creation. As a result, social media platforms have become central to modern communication strategies across various sectors, including entertainment, journalism, education, and marketing.
In the realm of film promotion, social media plays a pivotal role in shaping how films are marketed and consumed. Unlike traditional media channels, social media offers immediacy, personalization, and direct communication between content creators and audiences. According to Mangold and Faulds (2009), social media functions as a hybrid element of the promotion mix, combining traditional marketing techniques with user-generated content and peer-to-peer interactions. For instance, trailers, posters, and promotional clips can be released instantly on platforms like YouTube or Instagram, reaching millions of viewers without the limitations and costs associated with television or print advertising.
Furthermore, social media enables two-way communication, allowing audiences to interact with film content, express their opinions, and influence others through likes, shares, and comments. This interactive dimension transforms marketing from a linear dissemination of messages into an ongoing conversation. Kietzmann et al. (2011) emphasize the strategic value of understanding the “building blocks” of social media—such as sharing, presence, conversations, and relationships—which are essential for developing successful promotional campaigns that resonate with target audiences.
In the Nigerian context, where the film industry (popularly known as Nollywood) operates with limited marketing budgets, social media provides a cost-effective and highly scalable alternative for promotion. Nollywood filmmakers, such as Funke Akindele, leverage their personal brand and massive online following to market films effectively. Through regular updates, humorous skits, behind-the-scenes content, and interactive sessions with fans, they are able to create buzz and build anticipation around new releases. As Omoera (2013) points out, the digital revolution has significantly altered the media landscape in Nigeria, empowering content creators to bypass traditional gatekeepers and reach global audiences directly.
Another critical aspect of social media in film marketing is its potential for virality. A single post or video can go viral within hours, attracting global attention and engagement. This rapid dissemination of content contributes significantly to word-of-mouth marketing, which has been proven to influence audience behavior and decision-making. Djafarova and Rushworth (2017) note that endorsements and promotions by celebrities and influencers on social media carry persuasive power that shapes consumer preferences, especially among younger demographics.
Moreover, social media offers robust data analytics and insights that help filmmakers understand audience preferences and tailor their content and promotional strategies accordingly. Platforms like Facebook and Instagram provide metrics on engagement, reach, demographics, and user behavior, allowing for targeted marketing and more efficient resource allocation. This data-driven approach is particularly useful for evaluating the effectiveness of campaigns and optimizing future efforts.
In conclusion, social media represents a transformative force in communication and marketing, especially in the film industry. Its interactive, participatory, and analytical features make it an indispensable tool for filmmakers seeking to promote their work, engage audiences, and build lasting relationships with fans. For Nigerian filmmakers like Funke Akindele, who already enjoy strong fan loyalty, social media is not just a promotional tool but a vital platform for storytelling, branding, and audience development.
2.1.2	Film Marketing in the Digital Era
Traditional film marketing relied heavily on established media channels such as television, radio, print advertisements, and billboards to create awareness and attract audiences. These methods, while effective for many years, often involved significant financial investment and limited direct engagement with potential viewers. According to Mangold and Faulds (2009), the rise of digital media, especially social media platforms, has transformed this landscape by introducing a hybrid element to the promotional mix. This hybrid approach combines the persuasive power of traditional word-of-mouth with the expansive reach and interactivity of digital outreach, enabling filmmakers to communicate directly and more personally with their audience.
In the Nigerian film industry, often referred to as Nollywood, budgetary constraints and infrastructural challenges have historically limited the scope of traditional marketing campaigns. As Adegbola and Oyedeji (2016) highlight, filmmakers increasingly rely on social media as a cost-effective and accessible alternative to promote their movies. Social media platforms like Instagram, Twitter, Facebook, and YouTube offer dynamic spaces for filmmakers to share promotional content, engage with fans, and build communities around their films without the heavy expenses associated with conventional advertising.
Digital marketing strategies in film promotion have evolved to include a variety of creative and interactive elements. Teaser trailers, for instance, are released online well ahead of a film’s premiere to generate curiosity and anticipation. Countdown posts and scheduled content releases maintain audience interest over time, while influencer collaborations leverage the reach of popular online personalities to expand a film’s visibility (Smith, 2020). Behind-the-scenes footage, live Q&A sessions, and interactive polls are also commonly used tactics to deepen audience engagement and make viewers feel involved in the film’s journey.
The effectiveness of these digital strategies lies in their ability to create buzz and foster a sense of connection between the film and its audience. Unlike traditional media, digital platforms allow for immediate feedback and viral sharing, amplifying promotional efforts organically through user participation (Mangold & Faulds, 2009). This interactivity not only broadens the film’s reach but also strengthens viewer loyalty and enthusiasm, which are crucial for box office success and sustained interest.
With the advent of digital technology, film marketing has transcended geographical boundaries and temporal constraints, allowing filmmakers to reach a global audience almost instantaneously. Social media platforms provide filmmakers with the unique advantage of targeting specific demographics through sophisticated algorithms that analyze user behavior and preferences (De Vries, Gensler, & Leeflang, 2012). This precision targeting ensures that promotional content reaches the most relevant audiences, increasing the efficiency and effectiveness of marketing campaigns. For example, a movie like Everybody Loves Jenifa, starring Funke Akindele, can be strategically marketed to fans of comedy, Nollywood enthusiasts, or followers of the actress across different social media platforms.
Moreover, digital marketing encourages content diversity, enabling filmmakers to create varied and engaging promotional materials. Apart from traditional trailers and posters, filmmakers now produce memes, GIFs, short skits, and interactive stories that resonate more with younger audiences who consume content primarily through smartphones and social media apps (Jenkins, Ford, & Green, 2013). This kind of creative storytelling not only entertains but also subtly markets the film by embedding it within popular culture and online conversations.
The use of influencers and online personalities has become a cornerstone of digital film marketing. Influencers, who often have large and loyal followings, serve as credible endorsers and amplifiers of film content. Collaborations between filmmakers and influencers can significantly boost a film’s visibility, particularly among younger and more digitally savvy viewers (Freberg, Graham, McGaughey, & Freberg, 2011). In Nollywood, actors like Funke Akindele leverage their social media influence by personally interacting with fans, sharing promotional content, and encouraging viewers to watch their films, thereby creating a more intimate and effective marketing approach.
Another important aspect of digital marketing is the opportunity for real-time audience engagement and feedback. Social media allows fans to comment on trailers, share their excitement, ask questions, and participate in promotional contests or live streaming events with cast members (Kietzmann et al., 2011). This engagement creates a sense of community and loyalty around the film, which can translate into higher attendance and word-of-mouth promotion. For example, the interactive campaigns for Everybody Loves Jenifa enabled fans to feel part of the film’s journey, increasing their emotional investment and eagerness to watch the movie.
Additionally, the analytics tools embedded within social media platforms provide filmmakers with critical data on how their marketing efforts are performing. Metrics such as engagement rates, reach, impressions, and demographic breakdowns help marketers understand what content resonates most with audiences and how to optimize future campaigns (Chaffey & Ellis-Chadwick, 2019). This data-driven approach reduces guesswork, making film marketing more strategic and measurable than ever before.
In conclusion, digital media and social platforms have revolutionized film marketing by offering filmmakers new, cost-effective, and highly interactive ways to promote their work. For Nollywood filmmakers, embracing these tools is not just a matter of keeping up with global trends but a strategic necessity to overcome local industry challenges and connect with diverse audiences worldwide. The case of Funke Akindele’s Everybody Loves Jenifa exemplifies how leveraging social media’s power can enhance film visibility, audience engagement, and ultimately commercial success in the digital era.
2.1.3	Audience Engagement through Social Media
Audience engagement refers to the active interaction between viewers and film content facilitated by digital platforms. Social media platforms such as Instagram, Twitter, Facebook, and TikTok enable audiences to participate in various ways, including liking, commenting, sharing, and providing real-time feedback on film-related posts. This level of interaction goes beyond traditional passive viewership, transforming audiences into active contributors who influence how a film is perceived and promoted. Jenkins (2006) describes this shift as the rise of participatory culture, where consumers of media become collaborators, co-creators, and promoters, blurring the lines between production and consumption.
Participatory culture is especially relevant in the marketing and reception of films like Everybody Loves Jenifa. Fans engage with content by creating memes, sharing their own reactions, posting fan art, or even producing video responses on platforms such as TikTok and Instagram. This grassroots promotion amplifies the film’s reach organically and creates a community of loyal followers who sustain interest long after the film’s initial release. As O’Reilly and Kerrigan (2013) argue, social media engagement helps build emotional connections between audiences and film brands, making viewers more likely to advocate for the film within their social circles.
Moreover, social media’s interactive features enable filmmakers and actors to communicate directly with their audience, fostering a sense of intimacy and trust. Funke Akindele, for instance, frequently interacts with fans through live sessions, Q&As, and behind-the-scenes content, making followers feel personally involved in the film’s journey. According to Smith (2020), such direct engagement humanizes celebrities and filmmakers, enhancing fan loyalty and encouraging more active participation. This two-way communication also allows filmmakers to gather immediate audience feedback, adjust marketing strategies, and address concerns or questions in real time.
Audience engagement on social media also plays a critical role in word-of-mouth marketing, which remains one of the most effective promotional tools in the digital age. When fans share their excitement or recommend a film on their personal networks, it creates a ripple effect that significantly broadens the film’s visibility and appeal (Mangold & Faulds, 2009). In Nigeria, where traditional marketing channels may not reach every demographic, social media word-of-mouth is especially valuable for extending the reach of Nollywood films to diverse and dispersed audiences.
Audience engagement on social media goes far beyond simple interactions such as likes and shares; it fosters a dynamic, ongoing relationship between filmmakers and viewers. This engagement is crucial in shaping the success and longevity of films in today’s digital environment. According to Jenkins (2006), participatory culture enables audiences to actively shape narratives and marketing outcomes through content creation and communal interaction. Fans of movies like Everybody Loves Jenifa often participate in hashtag campaigns, fan challenges, and online discussions, effectively turning viewers into brand ambassadors who help spread the film’s message and build hype organically.
Social media’s interactive nature allows audiences to co-create the promotional narrative, which adds authenticity and emotional depth to marketing efforts. For instance, when fans post reaction videos, reviews, or creative content inspired by the film, they contribute to a collective experience that reinforces the film’s cultural relevance. This kind of user-generated content can often have more persuasive power than traditional advertisements, as it comes from trusted peers rather than the filmmakers themselves (Kozinets et al., 2010). The viral potential of such content means that films can reach exponentially larger audiences, often across diverse geographic and demographic boundaries.
Another important aspect of audience engagement is the real-time feedback loop enabled by social media platforms. Filmmakers and marketers can monitor audience sentiment instantly, allowing them to adjust promotional strategies quickly. For example, if fans express particular excitement about a character or storyline, marketers might amplify related content or create spin-offs to capitalize on the buzz (Culkin & Smith, 2010). This agility in communication enhances the relevance and impact of marketing campaigns, making them more responsive and audience-centered.
The use of live streaming features on platforms such as Instagram Live and Facebook Live also enhances audience engagement by providing immersive, behind-the-scenes access to the filmmaking process. These sessions often include interviews with actors, director Q&As, or live premieres, creating a shared event experience that brings fans closer to the production. According to Schultz and Peltier (2013), these interactive experiences foster a sense of belonging and investment among fans, which can translate into higher attendance and stronger loyalty to the film brand.
Furthermore, the engagement facilitated by social media plays a pivotal role in extending the lifecycle of a film. Traditional marketing often focuses on the pre-release and immediate post-release phases, but social media engagement can sustain interest for months or even years through continued conversation and fan activities. This extended engagement helps maximize revenue opportunities, including digital downloads, merchandise sales, and sequels (Dolan, Conduit, Fahy, & Goodman, 2016).
In the context of Nigerian cinema, where traditional distribution channels may be limited, social media engagement is particularly significant. Fans of Nollywood films like Everybody Loves Jenifa often form tight-knit online communities that discuss and celebrate the film, helping to circumvent geographical and infrastructural barriers to film promotion and distribution. This grassroots level of engagement is critical for building a loyal fan base that supports the industry’s growth and sustainability (Adekoya, 2019).
In conclusion, social media-driven audience engagement is a multifaceted phenomenon that empowers viewers to become active participants in the film’s marketing and narrative. Through user-generated content, real-time feedback, live interactions, and community building, platforms like Instagram, TikTok, and Facebook have become indispensable tools for filmmakers like Funke Akindele in fostering strong audience connections and ensuring the commercial success of their films.
2.1.4	The Role of Influencers and Celebrities in Film Promotion
Celebrities and social media influencers wield considerable influence in shaping public opinion and consumer behavior, making them vital assets in film promotion. Funke Akindele, one of Nollywood’s most prominent actresses and producers, exemplifies this phenomenon through her robust personal brand and devoted fan base. Her active presence on platforms like Instagram, Twitter, and Facebook amplifies the reach and impact of her film projects, including Everybody Loves Jenifa. As Djafarova and Rushworth (2017) note, celebrity endorsements on social media enhance audience trust and engagement, making promotional messages more credible and compelling.
Funke Akindele’s promotional strategy leverages her relatability and authenticity, which resonate deeply with her audience. By regularly interacting with fans through comments, live videos, and humorous posts, she humanizes her brand and fosters a sense of personal connection. This ongoing engagement not only maintains interest in her films but also encourages fans to participate in spreading the word organically. According to Marwick and Boyd (2011), celebrities who use humor and authenticity on social media are better able to sustain audience attention and build loyalty over time.
Moreover, celebrities like Akindele serve as cultural icons whose endorsement can validate a film’s relevance within specific communities. In the Nigerian context, where Nollywood films compete with international content, the celebrity’s influence is crucial for drawing local audiences and cultivating national pride (Okigbo, 2018). Akindele’s role as both actress and producer also allows her to strategically tailor her social media presence to reflect the film’s themes and appeal directly to her followers, reinforcing brand consistency and message coherence (Khamis, Ang, & Welling, 2017).
Influencers, too, play an increasingly important role in film marketing by leveraging their niche followings to extend promotional reach. Collaborations between filmmakers and social media influencers create a multiplier effect, where content is disseminated across diverse audience segments that might otherwise be difficult to reach (Freberg, Graham, McGaughey, & Freberg, 2011). In campaigns for films like Everybody Loves Jenifa, influencers often share trailers, reviews, or themed challenges that encourage user participation, thereby increasing visibility and engagement.
In summary, the strategic use of celebrities and influencers on social media platforms has become an indispensable element of contemporary film marketing. Funke Akindele’s strong personal brand, authentic fan interactions, and effective use of humor exemplify how celebrity power can enhance promotional reach and deepen audience engagement in Nollywood’s evolving digital landscape.
In the contemporary digital landscape, celebrities and influencers have become pivotal to film marketing strategies, functioning as powerful intermediaries between filmmakers and audiences. Their large, dedicated followings enable them to shape trends, attitudes, and consumer choices effectively. Funke Akindele, a celebrated Nollywood actress and producer, exemplifies how celebrity influence can be strategically harnessed to promote films. Her expansive social media presence, which includes millions of followers, allows her to reach diverse demographic groups with tailored promotional content, making her a critical figure in the marketing ecosystem of Everybody Loves Jenifa.
The authenticity that Akindele projects on social media is particularly significant in building audience trust and loyalty. Unlike traditional celebrity endorsements that often appear scripted or commercial, her posts tend to blend humor, personal stories, and cultural references that resonate with her followers on a personal level. As noted by Djafarova and Rushworth (2017), this kind of authentic engagement enhances the perceived credibility of endorsements and increases the likelihood that audiences will respond positively to marketing messages. Funke’s consistent use of relatable humor and direct communication style encourages fans not only to consume but also to share and discuss her film projects, thus creating organic promotional momentum.
Furthermore, the dual role Akindele plays as both actress and producer of her films gives her unique control over how her brand and the film are presented on social media. She can align promotional content with the film’s narrative and values, ensuring coherence that strengthens brand identity. This synergy between personal and professional branding aligns with findings from Khamis, Ang, and Welling (2017), who argue that micro-celebrity culture thrives on this integration, whereby celebrities cultivate an image that blends their public persona with their creative output to deepen fan engagement.
Influencers also play a complementary role in expanding the promotional reach of films like Everybody Loves Jenifa. By collaborating with influencers who have niche followings—such as fashion bloggers, comedians, or youth culture enthusiasts—film marketers can tap into segmented audiences that may not be reached through mainstream advertising (Freberg et al., 2011). These influencers often create bespoke content, such as reaction videos, themed challenges, or exclusive reviews, which encourage their followers to engage with the film in more interactive ways. This influencer-generated content acts as a form of social proof, reinforcing the film’s popularity and encouraging wider viewership.
The cultural context in Nigeria further magnifies the importance of celebrity and influencer roles in film promotion. Nollywood operates within a media environment where traditional advertising budgets may be limited, and social media provides an affordable, scalable platform for outreach. Additionally, Nigerian audiences tend to place high value on celebrity endorsements because of the strong communal and relational ties that celebrities like Akindele have cultivated over the years (Okigbo, 2018). Her status as a role model and cultural icon not only drives film viewership but also helps legitimize the themes and messages conveyed in her films.
Lastly, the interactivity of social media allows celebrities like Funke Akindele to involve their fans in the promotional process, making them feel like stakeholders in the film’s success. This participatory dynamic increase fan investment and enthusiasm, which are critical for sustaining interest in the competitive Nollywood market. The symbiotic relationship between celebrities, influencers, and their audiences thus emerges as a cornerstone of effective film marketing in the digital age.
2.2	Theoretical Framework
2.2.1	Uses and Gratifications Theory
Uses and Gratifications Theory (UGT) provides a framework for understanding how and why individuals actively seek out particular media channels to fulfill specific needs and desires. Originally developed by Blumler and Katz (1974), UGT shifts the focus from what media do to people, to what people do with media. This approach emphasizes the audience’s active role in selecting media content based on their personal motivations, such as entertainment, information, social interaction, or personal identity reinforcement.
In the context of film marketing on social media, UGT helps explain why audiences engage with promotional campaigns like those for Everybody Loves Jenifa. Viewers may follow film-related content to satisfy diverse needs—seeking entertainment through trailers and behind-the-scenes clips, gaining information about release dates and cast interviews, or connecting socially by participating in discussions and sharing content within their networks. According to Ruggiero (2000), these gratifications motivate users to interact with media more intentionally, meaning that audience engagement with film promotions is not passive but purposeful and driven by individual expectations.
Furthermore, the theory suggests that the level of engagement a film campaign receives on social media can influence viewers’ decision-making processes. When audiences find that the promotional content meets their needs effectively, they are more likely to develop positive attitudes towards the film, increasing the likelihood of attendance or streaming. This aligns with the findings of Papacharissi and Mendelson (2011), who assert that gratifications obtained from social media platforms strengthen users’ involvement and loyalty, making these platforms powerful tools for film marketers.
UGT also highlights the social dimension of media use, where audiences derive gratification from feeling part of a community. Social media campaigns encourage users to engage not only with the content but also with other fans, fostering a sense of belonging and shared excitement around the film. This interactive and communal aspect of engagement is particularly significant for Nollywood films like Everybody Loves Jenifa, which thrive on fan participation and cultural relevance.
In summary, Uses and Gratifications Theory offers valuable insights into how social media film marketing operates by recognizing the audience as active agents who seek out media content to fulfill specific psychological and social needs. This understanding helps filmmakers and marketers design more targeted and effective campaigns that resonate with their audience’s motivations.
Uses and Gratifications Theory (UGT) is a widely recognized communication theory that provides critical insights into why and how audiences actively engage with media content to satisfy particular personal and social needs. As formulated by Blumler and Katz (1974), UGT challenges the passive view of media consumption by positioning the audience as active participants who select media deliberately based on their individual gratifications. This theory underscores the purposeful nature of media use, where audiences seek out specific media channels and content to fulfill desires such as entertainment, information acquisition, social interaction, personal identity reinforcement, and escapism.
In the sphere of social media and film marketing, UGT is particularly relevant because it explains why users choose to engage with promotional campaigns and how these interactions can influence their attitudes and behaviors towards a film. For instance, followers of Everybody Loves Jenifa on platforms like Instagram and Twitter might engage with Funke Akindele’s posts, trailers, or fan discussions to satisfy their entertainment needs by enjoying humorous or dramatic content snippets. Simultaneously, these platforms offer informational gratifications through updates on the film’s release dates, cast interviews, and event announcements, which keep audiences informed and involved (Katz, Blumler, & Gurevitch, 1973).
Additionally, social media enables a unique form of social gratification by fostering connections between fans and between fans and the film’s creators. According to Rubin (2009), the social aspect of media use is fundamental to audience engagement, as people seek not only content consumption but also social interaction and community building. For Everybody Loves Jenifa, social media campaigns create spaces where fans exchange opinions, share experiences, and participate in collective excitement, thus deepening their emotional investment in the film.
Another important facet of UGT in this context is the role of personal identity and self-expression. Audiences often engage with film marketing content to reflect and reinforce their own identities or cultural affiliations. This is particularly relevant in Nollywood, where films like Everybody Loves Jenifa resonate with local values, language, and experiences. Fans may share content or create user-generated media that expresses their connection to the film’s themes, contributing to a participatory culture that further amplifies the marketing reach (Jenkins, 2006).
UGT also suggests that the gratifications sought and obtained through media use can predict future media consumption behavior. When audiences derive positive experiences from engaging with film promotions—be it through enjoyment, useful information, or social bonding—they are more likely to develop favorable attitudes towards the film and choose to watch it. This dynamic highlights why understanding audience motivations is crucial for filmmakers and marketers aiming to design campaigns that meet these needs effectively (Palmgreen & Rayburn, 1985).
In summary, Uses and Gratifications Theory offers a comprehensive lens through which to understand audience engagement with film marketing on social media. It recognizes the active role of audiences in media selection and the diverse psychological and social needs that drive their interaction with promotional content. By leveraging these insights, marketers can craft more targeted strategies that resonate with viewers and enhance the overall success of films like Everybody Loves Jenifa.
2.2.2	Diffusion of Innovations Theory
Diffusion of Innovations Theory (DOI), proposed by Everett Rogers in 2003, offers a comprehensive framework for understanding how new ideas, products, or technologies spread within a social system over time. The theory emphasizes that the adoption of an innovation is a process influenced by communication channels, social networks, time, and the characteristics of the innovation itself. Central to DOI is the categorization of adopters into groups—innovators, early adopters, early majority, late majority, and laggards—each playing a distinct role in the diffusion process.
In the context of this study, social media represents a significant innovation in film marketing strategies that has transformed the ways audiences discover, engage with, and consume films. Social media platforms facilitate rapid and wide dissemination of promotional content, making it easier for filmmakers to reach diverse audiences efficiently and interactively. According to Rogers (2003), innovations are more likely to spread when early adopters and opinion leaders champion them. In the case of Everybody Loves Jenifa, celebrities like Funke Akindele function as influential early adopters and opinion leaders whose endorsements can accelerate the diffusion of the film through their networks.
These influencers leverage their social capital and credibility to shape audience perceptions and encourage adoption. By sharing trailers, behind-the-scenes footage, or personal endorsements on social media, they reduce uncertainty about the film’s quality and appeal, which is a critical factor in the adoption decision-making process (Valente, 1996). Their active participation helps bridge the gap between the innovation (new film content) and potential viewers, creating a ripple effect that encourages wider acceptance and viewership.
Moreover, DOI theory underscores the importance of communication channels in the spread of innovations. Social media’s interactive nature allows for two-way communication, unlike traditional one-way advertising mediums, enabling audiences to discuss, critique, and share film content instantly. This dynamic exchange contributes to faster diffusion as word-of-mouth spreads both online and offline (Greenhalgh et al., 2004). The viral potential of social media campaigns thus aligns well with DOI’s principles, offering filmmakers an effective tool for maximizing reach and engagement.
Diffusion of Innovations Theory (DOI), formulated by Everett Rogers in 2003, provides a vital lens through which the spread of new ideas, behaviors, or technologies can be understood within a social system. Rogers describes diffusion as the process by which an innovation is communicated over time among the members of a social system. This communication is influenced by factors such as the innovation’s perceived attributes, the communication channels used, time, and the social structure of the population. The theory identifies five categories of adopters—innovators, early adopters, early majority, late majority, and laggards—each representing a segment of the population that adopts an innovation at different stages.
In relation to film marketing, social media itself is an innovation that has drastically transformed the traditional modes of promotion. It serves as a critical platform for the diffusion of new films, allowing marketers and filmmakers to introduce and circulate promotional content rapidly and interactively. As Rogers (2003) notes, the diffusion process is more successful when innovations are championed by opinion leaders and early adopters, who influence others in the social system. In this case, Funke Akindele, as a renowned Nollywood actress and producer, plays a crucial role as an opinion leader. Her endorsements and interactions with her large fan base help accelerate the acceptance and popularity of Everybody Loves Jenifa by increasing the innovation’s visibility and perceived value.
Furthermore, the theory highlights that the perceived attributes of an innovation—such as relative advantage, compatibility, complexity, trialability, and observability—impact the rate at which it spreads. Social media film campaigns, with their immediate accessibility, interactive features, and visually engaging content, present a relative advantage over traditional marketing techniques. These platforms also allow potential viewers to trial the “innovation” through trailers, reviews, and snippets before committing to watching the full film, thereby reducing uncertainty and enhancing adoption rates (Rogers, 2003).
Communication channels, especially interpersonal networks and social media platforms, are central to diffusion. Social media facilitates multi-directional communication, enabling audiences not just to receive information but to participate in sharing and reshaping the promotional narrative. This participatory aspect aligns with Rogers’ emphasis on the role of interpersonal networks in reinforcing adoption decisions. For Everybody Loves Jenifa, fans’ sharing of promotional content, comments, and user-generated content creates social proof, which further propels diffusion and audience engagement.
Additionally, the time element in DOI theory explains how adoption does not occur simultaneously across all individuals but follows a process of gradual acceptance. Early adopters and influencers like Akindele spark initial interest, which is then picked up by the early majority as the film gains momentum. This gradual build-up is critical in generating sustainable buzz and ensuring the film reaches a broad audience. It also highlights the importance of timing in marketing campaigns, where strategic release of content can maximize impact and audience anticipation.
In the Nigerian film industry, where traditional marketing budgets may be limited, the DOI framework underscores the value of leveraging social media and influential personalities to drive adoption efficiently. The cultural resonance and relatability of Everybody Loves Jenifa coupled with strategic diffusion via social media thus create a powerful mechanism for audience growth and sustained engagement.
In conclusion, Diffusion of Innovations Theory provides a robust theoretical foundation to understand how social media innovations impact film marketing and consumption. By identifying the roles of early adopters, opinion leaders, communication channels, and the characteristics of the innovation, the theory informs strategies that enhance the spread and acceptance of films like Everybody Loves Jenifa in a dynamic digital environment.
2.3	Empirical Review
2.3.1	The study titled “The Role of Social Media in Film Promotion: A Study of Nigerian Movie Industry” by Ekeanyanwu and Obianigwe (2012) offers valuable insight into how digital platforms have reshaped the dynamics of film marketing within Nollywood. The primary aim of the research was to investigate how social media platforms influence both the promotion and audience engagement of Nigerian films. Grounded in the Uses and Gratifications Theory (UGT), the study examined the motivations behind audience interaction with social media film content, emphasizing that consumers are active participants who seek content that meets their needs for entertainment, information, and connection.
Using a quantitative methodology, the authors conducted a survey with 300 respondents across Lagos and Enugu and complemented this with interviews involving 10 Nollywood filmmakers. This dual approach provided a well-rounded perspective on both the audience’s behavior and the industry’s practical use of social media for promotional purposes. Their findings revealed that platforms such as Facebook and YouTube were the most frequently used for film marketing. Importantly, these platforms were not just used for broadcasting promotional material but also facilitated real-time communication between filmmakers and their audiences. This interaction was found to significantly increase anticipation and awareness ahead of a film’s release.
A critical takeaway from the study is that audience engagement directly contributes to the visibility and success of a film. By fostering a sense of community and participation through comment sections, live streams, and teaser content, filmmakers can generate organic interest in their projects. Based on these findings, the authors recommended that Nigerian filmmakers develop strategic social media plans that not only promote their films but also sustain audience interest and interaction over time.
This study is highly relevant to the current research on Everybody Loves Jenifa, as Funke Akindele is known for her active and engaging presence on platforms such as Instagram, TikTok, and Twitter. Her ability to connect with her audience in a humorous and personal manner mirrors the findings of Ekeanyanwu and Obianigwe. The empirical evidence provided in their work supports the notion that consistent, engaging, and strategic use of social media is essential for maximizing a film’s outreach and ultimately driving audience turnout. Therefore, this framework strengthens the justification for assessing how Akindele’s digital engagement strategy has influenced the success of Everybody Loves Jenifa.
2.3.2	The study titled “Social Media Engagement and Film Viewership: An Analysis of Nigerian Films” by Okoye and Nwachukwu (2021) provides a crucial empirical foundation for understanding the nuanced relationship between online engagement and actual viewership outcomes in Nigeria’s film industry. The researchers set out to examine how social media metrics—such as likes, shares, and comments—translate into audience behavior, particularly whether such engagement leads to increased cinema attendance or streaming views. Rooted in Diffusion of Innovations Theory (DOI) as proposed by Rogers (2003), the study viewed social media as a technological innovation that aids the spread of new ideas, such as film promotions, through opinion leaders and early adopters.
Utilizing a mixed-method approach, the researchers conducted a content analysis of 50 film-related posts across platforms like Instagram, Facebook, and Twitter, and carried out in-depth interviews with 15 social media managers and filmmakers. This allowed them to assess both the quantitative impact of engagement metrics and the qualitative insights of those responsible for digital promotion in Nollywood. A key finding from the study was that high engagement on social media was positively correlated with increased audience awareness. In other words, films that attracted more comments, likes, and shares tended to generate greater public interest and online visibility.
However, the study also noted a critical disconnect: high online engagement did not always result in commercial success. Some films that performed well on social media did not necessarily translate that popularity into ticket sales or digital views. This indicates that while digital buzz can increase awareness, it must be supported by other crucial factors such as content quality, timing, accessibility, and overall production value. The authors emphasized that engagement should not be viewed as a standalone strategy, but rather as part of a holistic marketing and content delivery plan.
This finding is especially relevant to the current study of Funke Akindele’s film Everybody Loves Jenifa. Akindele is known for her strong online following and regular content updates, which often create viral trends and fan conversations. However, as Okoye and Nwachukwu caution, social media attention alone is insufficient for guaranteed commercial success. For a film like Everybody Loves Jenifa to fully benefit from online promotion, it must also maintain a compelling storyline, high-quality production, and strategic distribution channels. Thus, the study contributes a balanced understanding of how social media functions as a powerful tool—but not the only one—in ensuring the success of Nigerian films.
2.3.3	The study titled “New Media, Old Obstacles: Investigative Journalism and Digital Constraints in Nigeria” by Okoro and Odoemelam (2014) provides a broader contextual understanding of the digital communication landscape in Nigeria, even though its primary focus is on investigative journalism. The purpose of the study was to assess how digital tools especially social media have affected the practice of investigative journalism in the country. Using the Agenda Setting Theory, which posits that media doesn’t tell people what to think but rather what to think about, the authors explored how journalists use digital platforms to highlight critical issues despite numerous challenges.
The research was conducted through qualitative interviews with 20 experienced journalists across major cities like Lagos, Ilorin, and Abuja. While acknowledging the potential of digital platforms to broaden reach and facilitate real-time interaction with the public, the study revealed that journalists still faced significant barriers, including limited access to official information, inadequate funding, threats to personal safety, and institutional resistance. These obstacles limited the full utilization of digital technologies, even as social media remained a vital tool for content dissemination and audience engagement.
One of the key takeaways from the study is that digital platforms alone do not eliminate structural challenges within Nigeria’s media environment. Although social media opens up new avenues for communication and storytelling, its effectiveness is often undermined by the lack of infrastructure, legal protections, and institutional support. The authors recommended that the Nigerian media industry must invest in improved digital infrastructure and implement safety measures to allow journalists—and by extension, other media practitioners to use digital tools more effectively.
While the study is not directly focused on film promotion, it is highly relevant to the present research on Everybody Loves Jenifa because it underscores the real-world limitations that affect how digital platforms are used in Nigeria. For filmmakers like Funke Akindele, the insights from this study offer a reminder that while social media is a powerful tool for audience engagement and marketing, its full potential is often shaped by the broader socio-political and technological environment. As such, understanding these systemic challenges helps frame the opportunities and constraints surrounding the digital promotion of films in Nigeria.















CHAPTER THREE
RESEARCH METHODOLOGY
[bookmark: _Toc140496238]3.0	Introduction
A research comprises defining and redefining problems, formulating hypothesis or suggesting solutions; collecting, organizing and evaluating data; making deductions and reaching conclusions; and at last carefully testing the conclusions to determine whether they fit the formulated hypothesis. Clifford Woody (2007). However, the success, reliability and validity of any research work is highly determined by the research method adopt by a researcher to collect data, collate data and analysis the data for comprehensive interpretation. Thus, this chapter is congealed to present the procedures followed in achieving the goals of the research.
[bookmark: _Toc140496239]3.1	Research Design
Research is a process of steps used to collect and analyze information to increase our understanding of a topic or issue". John W. Creswell (2008). According to Peil et al (2012), “research is usually designed to handle a problem, something which needs describing, explaining or improving and or about which more information is needed so that future occurrences can be predicted and policy decided. In this regard, research is a science of knowledge investigation concerned or problem. There are many methods used in collecting data, the method to be used in research depend on the purpose and nature of the study. Undeniable, the best method of studying attitudes, behavior and motive in social science remains the survey research method. Hence, it was adopted for this study. 
Survey method is one of the oldest research methods as defined by Kerlinger& Lee (2010). It is the process of collecting data from a population or a sample drawn from a population or with the purpose of reconnoitering relative incidence, occurrence or inter relationship among the variables of natural phenomenal. 
[bookmark: _Toc140496240]3.2	Population of the Study
Population of study for any research work has been variously defined by different scholars and their definitions jagged toward the same context. Avwokeni (2015) refers to populations of a research study as the set of all participants that qualify for a study. Wimmer & Dominick (2006) posited that population of a research study is a list of collection of subjects, objects, variables or concept in a defined environment which could be a group or class of variables, concept or phenomenal in a given study. The population of this study covered students in Kwara State Polytechnic, Ilorin. According to statistics uploaded to world of learning.org as amended in year 2020, the population of Kwara State Polytechnic students is about 25,000. (https://www.refworld.org/ 2023). Hence, the target population of this study is about 7,000 students in the departments of Mass communication, in the Institute of Information and Communication Technology (IICT), Kwara State Polytechnic, Ilorin.
[bookmark: _Toc140496241]3.3	Sample Size and Sampling Techniques
The research adopted multi stage sampling techniques;
Stage 1: The population of Kwara State Polytechnic, Ilorin is about 25,000, which consist of five institutes; Institute of Applied Sciences (IAS), Institute of Environmental Studies (IES), Institute of Finance and Management Studies (IFMS), Institute of Information and Communication Technology (IICT), and Institute of Technology (IOT) at this stage the study randomly selects Institute of Information and Communication Technology (IICT) out of the five institutes.
State 2: The research randomly selects Institute of Information and Communication Technology (IICT) which consist of three (3) departments; Department of Mass Communication, Department of Office Technology and Management (OTM), Department of Computer Science. This research randomly selects Department of Mass Communication.
Stage 3: The research selects Department of Mass Communication which comprises of 7,000 students both ND and HND.
Stage 4: ND 1 and 2 students are randomly selected which has 5,000 students
	
	Ward
	Population
	Size

	1
	ND 1
	2,600
	52

	2
	ND 2
	2,400
	48

	
	TOTAL
	5,000
	100


 The sample size for this study is one hundred (100).
[bookmark: _Toc140496242]3.4	Instrumentation
A Research Instrument is a tool used to collect, measure, and analyze data related to a researcher’s interests. Questionnaire is the major research instrument that will be used in this study. Saul Mcleod (2015) defined questionnaire as a research instrument consisting of a series of questions for the purpose of gathering information from respondents. Roopa & Rani, (2012) conceded that questionnaires is an effective means of measuring the behavior, attitudes, preferences, opinions, and intentions of relatively large numbers of subjects more cheaply and quickly than other methods. 
Since this study employs surveyed method of design, a close-ended questionnaire will be used to collect data. The questionnaire will be divided into three (3) parts. Part A conceptualized on introduction, B sought the demographic characteristics of the respondents, while part C contain items designed to obtain data on the research variables. 
[bookmark: _Toc140496243]3.5	Validity and Reliability of the Instrument
In order to ensure that relevant items were included in the questionnaires, extensive and relevant literature were consulted before instrument for data collection was constructed. A constructed questionnaire draft will be given to the project supervisor for scrutiny and adjustment. Fifteen (15) pieces of questionnaire was used to pilot test the validity and reliability of the research instrument among students in the department of Business Administration, Kwara State Polytechnic, Ilorin. Result from the pilot testing shows that the instrument valid and usable.
[bookmark: _Toc140496244]3.6	Method of Data Collection 
This instrument will be used to elicit demographic data and specific questions pertinent to the study. To ensure accurate data collection, questionnaires will be administered by researcher to respondents in their various locations. The researcher ensured that none of the piece of the questionnaires was issued to respondents who have a shallow ideology about the research topic. Thus, all questionnaires will be retrieved right at the point of administration.
[bookmark: _Toc140496245]3.7	Method of Data Analysis
The above instrument (questionnaire) that will be used will help in collecting an aggregate amount of data to be used in the study. The data obtained from the distributed questionnaires will be retrieved and analyzed using simple percentage and cross tabulation table method of data presentation (chi-square -χ2). 
















CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 Introduction 
The purpose of this study is assessing the influence of social media on film marketing and audience engagement of Funke Akindele latest movie everybody loves Jenifa. This chapter is concerned with the presentation and analysis of data gathering through the use of questionnaire distributed. One hundred copies of questionnaire were distributed and 100 copies were returned. This represented a return rate of 100 percent. 
Analysis of Demographic Data 
Question 1: What is your sex?
	Sex 
	No of Respondent 
	Percentage (%) 

	Male 
	65
	65

	Female 
	35 
	35 

	Total 
	100 
	100% 


The table above shows that out of the 100 respondents, 65 (65%) were male while 35 (35%) were females. This indicate that 65% of the respondents were male
Question 2: What age bracket do you belong to?
	
Age 
	No of Respondent 
	Percentage (%) 

	20 – 25 
	27 
	27 

	26 – 30 
	30 
	30 

	31 – 35 
	23 
	23

	36 – 40 
	13
	13

	40 & above 
	7
	7 

	Total 
	100 
	100% 


As indicated above, 27 (27%) of the respondents were between the ages of 20 – 25 years, 30 (30%) were between the ages of 26 – 30 years, 23 (23%) were between the age of 31 – 35 years, 13 (13%) were between the age of 30 – 40 years, 7 (7%) were between the age of 40 and above. This means that majority of the respondents (30%) of them were within 26-30 years old.






Question 3: Educational qualification of the respondents
	Qualification 
	No of Respondents 
	Percentage (%) 

	FSLC 
	13 
	13

	SSCE 
	3
	3

	ND 
	60
	60 

	B.Sc/HND 
	7
	7

	Others 
	17
	17

	Total 
	100 
	100% 


The table shows that 13 (13%) of the respondents were FSLC holders, 3 (3%) of the respondents holds SSCE results, 60 (60%) of the respondents were ND certificate holder, 7 (7%) had B.Sc/HND results while 17 (17%) had other related professional certificates. This indicate that 60% of the respondents (ND) were the highest.
Question 4: What is your occupation?
	Occupation 
	No of Respondents 
	Percentage (%) 

	Civil servants 
	6 
	6 

	Teachers 
	7
	7 

	Business 
	3 
	3

	Students 
	84
	84 

	Total 
	100 
	100% 


The table shows that 6 (6%) of the respondents were civil servants, 7 (7%) were teachers, 3 (3%) were into business while 84 (84%) were students. 
Question 5: What is your marital status?
	Marital Status 
	No of Respondents 
	Percentage (%) 

	Single 
	87 
	87

	Married 
	10
	10

	Divorced 
	3
	3

	Total 
	100 
	100% 


The table shows that 87 (87%) of the respondents are single, 10 (10%) are married while 3 (3%) are divorced. 






Question 6: Which of the following platforms is most commonly used by Nigerian filmmakers for promotion?
	Computer Literate 
	No of Respondents 
	Percentage (%) 

	WhatsApp
	15
	15 

	TikTok
	30
	30

	Instagram
	45
	45

	LinkedIn
	5
	5

	Total 
	100 
	100% 


The table shows that 15 (15%) of the respondents commonly use Whatsapp, 30 (30%) used Tiktok, 45 (45%) used Instagram, while 5 (5%) use LinkedIn. This means that majority of the respondents 45% of them said Instagram is the most commonly used by Nigerian filmmakers for promotion.
Analysis of Data from Survey (Questionnaire) 
Table 7: Response to item 7 
What type of content is most effective in promoting Nigerian movies on social media?
	Responses 
	No of Respondents 
	Percentage (%) 

	Behind-the-scenes footage 
	23
	23

	Official trailers 
	57
	57

	Text-only updates 
	10
	10

	Press releases
	10
	10

	Total 
	100 
	100% 


The table shows that 23 (23%) of the respondents, Behind-the-scenes footage, 57 (57%) Official trailers, 10 (10%) Text-only updates, while 10 (10%) through Press releases
Table 8: Response to item 8 
How frequently do Nigerian filmmakers use social media for movie promotion?
	Responses 
	No of Respondents 
	Percentage (%) 

	Daily
	65 
	65

	Weekly
	25
	25

	Monthly
	5
	5

	Rarely
	5
	5

	Total 
	100 
	100% 


The table shows 65 (65%) of Nigerian filmmakers use social media for movie promotion daily, 25 (25%) weekly, 5 (5%) monthly, while 5 (5%) rarely. 

Table 9: Response to item 9 
What is the primary purpose of using social media in Nollywood film marketing?
	Responses 
	No of Respondents 
	Percentage (%) 

	a) To archive film history
	7
	7

	To connect with sponsors 
	13
	13

	To increase visibility and reach 
	77
	77

	To recruit actors
	3
	3

	Total 
	100 
	100% 


The table shows that 7 (7%) of the respondents said the primary purpose of using social media in Nollywood film marketing is archive film history, 13 (13%) To connect with sponsors, 77 (77%) To increase visibility and reach, while 3 (3%) To recruit actors.
Research Question 2: What is the rate to which these people are exposed to the TV commercials, item 10, 11, 12 and 13 answers research question two. 
Table 10: Response to item 10 
How effective is social media compared to traditional media (TV, radio, print) in promoting Nigerian films?
	Responses 
	No of Respondents 
	Percentage (%) 

	More effective 
	40 
	40 

	Less effective 
	27 
	27

	Equally effective
	20
	20 

	Not effective at all
	13
	13

	Total 
	100 
	100% 


The table shows 40 (40%) of the respondents said social media is more effective compared to traditional media (TV, radio, print) in promoting Nigerian films, 27 (27%) Less effective, while 20 (20%) Equally effective, while 13 (13%) Not effective at all. 







Table 11: Response to item 11 
How likely are you to watch a Nigerian movie that trends on social media?
	Responses 
	No of Respondents 
	Percentage (%) 

	Very likely 
	60 
	60 

	Somewhat likely
	40 
	40 

	Not likely
	-
	-

	Never
	-
	-

	Total 
	100 
	100% 


The table shows that 60 (60%) of the respondents watch a Nigerian movie that trends on social media, while 40 (40%) Somewhat likely. 
Table 12: Response to item 12 
Which form of social media engagement most influences your interest in a film?
	Responses 
	No of Respondents 
	Percentage (%) 

	Likes
	13
	13

	Shares 
	27
	27

	Comments
	53
	53

	Trailer views
	7
	7

	Total 
	100 
	100% 


The table show that 13 (13%) said it is Likes is the form of social media engagement that influences their interest in a firm, 27 (27%) said it is the number of Shares, 13 (13%) said it is comments, while 7 (7%) said it is trailer views. 
Table 13: Response to item 13 
What motivates you to interact with film-related content on social media?
	Responses 
	No of Respondents 
	Percentage (%) 

	Entertainment
	25
	25

	Curiosity 
	14
	14

	Celebrity influence 
	56
	56

	Peer recommendation
	5
	5

	Total 
	100 
	100% 


The table shows that 25 (25%) said entertainment motivates them to interact with film-related content on social media, 14 (14%) said it is curiosity, 56 (56) said it is celebrity influence while 5 (5%) said peer recommendation. 



Table 14: Response to item 14 
How often do you share movie-related content (trailers, posters, reviews) on your social media?
	Responses 
	No of Respondents 
	Percentage (%) 

	Frequently
	47
	47

	Occasionally
	37
	37

	Rarely
	13
	13

	Never
	3
	3

	Total 
	100 
	100% 


The table shows that 47 (47%) of the respondents frequently share movie-related content (trailers, posters, reviews) on your social media, 37 (37%) occasionally, while 13 (13%) rarely and 3 (3%) never. 
Table 15: Response to item 15 
Which celebrity’s social media page has influenced your decision to watch a movie?
	Responses 
	No of Respondents 
	Percentage (%) 

	Funke Akindele 
	54
	54

	Toyin Abraham
	20 
	20 

	Odunlade Adekola
	13 
	13

	None
	13
	13

	Total 
	100 
	100% 


The table shows that 54 (54%) said Funke Akindele influence their decision to watch a movie, 20 (20) said Toyin Abraham, 13 (13) said Odunlade Adekola while 13 (13) said none of them. 

Table 16: Response to item 16 
What is the biggest challenge filmmakers face in using social media for film promotion?
	Responses 
	No of Respondents 
	Percentage (%) 

	Low audience engagement 
	10
	10

	High promotion costs 
	50
	50

	Poor internet connectivity 
	35
	35

	Lack of technical skills
	5
	5

	Total 
	100 
	100% 


The table shows that 10 (10%) of the respondents said agrees Low audience engagement is the biggest challenge filmmakers face in using social media for film promotion, 50 (50%) said it is High promotion costs, 35 (35%) said it is Poor internet connectivity while 5 (5%) said it is Lack of technical skills. 
Table 17: Response to item 17 
What limits the success of social media campaigns for Nigerian films?
	Responses 
	No of Respondents 
	Percentage (%) 

	Poor content quality
	20 
	20

	Limited reach 
	25
	25 

	Platform algorithms 
	35
	35

	All of the above
	20
	20

	Total 
	100 
	100% 


The table shows that 20 (20%) of the respondents said Poor content quality limits the success of social media campaigns for Nigerian films, 25 (25%) said Limited reach, 35 (35%) said it is Platform algorithms, while 20 (20%) choose all of the above. 
Table 8: Response to item 18 
How do you rate the consistency of filmmakers' social media promotion efforts?
	Responses 
	No of Respondents 
	Percentage (%) 

	Very consistent
	75
	75

	Moderately consistent
	15
	15

	Inconsistent 
	10
	10

	Not consistent at all
	-
	-

	Total 
	100 
	100% 


The table shows that 75 (75%) of the respondents rated consistency of filmmakers' social media promotion efforts to be very consistent, 35 (35%) rated it Moderately consistent, while 21 (21%) rated it Inconsistent
Table 19: Response to item 19 
How important is professional social media management for Nollywood film success?
	Responses 
	No of Respondents 
	Percentage (%) 

	Very important
	82 
	82 

	Important
	10 
	10 

	Slightly important
	6
	6 

	Not important
	2 
	2 

	Total 
	100 
	100% 


From the above table, 82 (82%) of the respondents agree very important is professional social media management for Nollywood film success, 10 (10%) said it is important, 6 (6%) said it is Slightly important, while 2 (2%) Not important.
4.3 Discussion of Findings 
The findings of this study provide critical insights into the influence of social media on film marketing and audience engagement with Funke Akindele’s latest movie Everybody Loves Jenifa.
1. Role of Social Media in Promoting Nigerian Movies
The results revealed that Instagram (45%), TikTok (30%), and WhatsApp (15%) are the most widely used platforms by Nigerian filmmakers for promotion. This aligns with the growing dominance of visual-driven platforms in Nollywood film marketing. The majority of respondents (77%) indicated that the primary purpose of using social media is to increase visibility and reach, reinforcing Mangold and Faulds’ (2009) argument that social media is a hybrid tool blending traditional word-of-mouth with modern marketing outreach. Similarly, official trailers (57%) and behind-the-scenes footage (23%) were identified as the most effective promotional content, showing that audiences prefer visual and engaging materials over text-only updates or press releases.
Furthermore, most filmmakers were found to engage in daily promotion (65%), suggesting a high level of consistency and frequency in social media usage. This finding resonates with the Uses and Gratifications Theory (Blumler & Katz, 1974), as audiences actively consume promotional content for entertainment, curiosity, or celebrity influence.
2. Social Media and Audience Engagement
The study showed that audience engagement significantly influences viewership decisions. A majority (60%) of respondents stated they were very likely to watch a Nigerian movie that trends on social media, while 40% said they were somewhat likely. This finding supports Okoye and Nwachukwu (2021), who noted that high engagement enhances awareness, though not always translating to direct commercial success.
The most influential form of engagement was comments (53%), followed by shares (27%). This suggests that interactive and participatory engagement (Jenkins, 2006) plays a stronger role in stimulating audience interest than passive reactions such as likes. In addition, celebrity influence (56%) was the strongest motivator for interaction, highlighting the importance of Funke Akindele’s personal brand and online presence in driving attention toward her film. Indeed, 54% of respondents admitted that Funke Akindele’s social media pages influenced their decision to watch a movie, more than any other Nollywood celebrity.
3. Challenges in Using Social Media for Film Marketing
Despite the opportunities, significant challenges remain. The findings revealed that high promotion costs (50%) and poor internet connectivity (35%) are the biggest obstacles to effective film marketing through social media. Additionally, platform algorithms (35%) and poor content quality (20%) limit campaign success, echoing Omoera (2013), who highlighted structural challenges in Nigeria’s digital media environment.
Respondents also emphasized the importance of professional social media management (82% very important) for Nollywood’s success. This shows that beyond content creation, strategic planning and professional handling of social media are essential for maximizing audience engagement and commercial returns.
4. Comparative Effectiveness of Social Media vs Traditional Media
Interestingly, 40% of respondents rated social media as more effective than traditional media (TV, radio, print), while only 27% considered it less effective. This confirms the paradigm shift in film marketing from traditional platforms to interactive digital spaces. However, the 27% who still value traditional media suggest that a blended approach remains beneficial, especially for reaching audiences with limited internet access.
Summary of Findings
· Social media (especially Instagram and TikTok) plays a dominant role in Nollywood film promotion.
· Audience engagement—particularly comments, shares, and celebrity influence—strongly drives interest in films.
· Funke Akindele’s strong personal brand significantly influences her fans’ decision to watch Everybody Loves Jenifa.
· Key challenges include high promotion costs, poor internet connectivity, and platform algorithm restrictions.
· Professional management of social media campaigns is critical for Nollywood’s sustainability and global competitiveness.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1 Introduction 
The main objective of this study was to determine the impact of television advertising on Etisalat market audience a study of Ilorin metropolis in Kwara state. Survey research design was adopted using the questionnaire for the gathering of data. 
Chi-square (X2) statistical analysis was employed to test the hypothesis directing the study to ascertain whether to accept or reject them. This statistical technique was considered most appropriate because of the nature of the variables involved. 
Following the analysis of data and discussion of findings, this chapter presented the summary of findings, conclusions and recommendations. 
5.2 Summary of Findings 
This study examined the role of social media in film marketing and audience engagement, using Funke Akindele’s movie Everybody Loves Jenifa as a case study. The research was guided by three core objectives: (i) to investigate the role of social media in promoting Nigerian movies, (ii) to examine how social media influences audience engagement, and (iii) to identify the challenges filmmakers face in using social media for film marketing.
The findings revealed that Instagram, TikTok, and WhatsApp are the most popular platforms for Nollywood filmmakers, with promotional content such as trailers and behind-the-scenes clips proving most effective in attracting audiences. Filmmakers engage in consistent daily promotion, reflecting the growing importance of digital platforms for visibility and reach. Audience engagement was found to be a critical factor in influencing viewership. Comments, shares, and celebrity-driven interactions—especially through Funke Akindele’s verified social media pages—were identified as the strongest motivators for movie interest. The celebrity’s personal brand and active engagement significantly influenced fans’ decisions to watch her film. However, the study also uncovered challenges such as high promotion costs, poor internet connectivity, platform algorithm restrictions, and lack of professional content management. Despite these limitations, social media was rated more effective than traditional media in film marketing, though some respondents still favored a blended approach.
 5.3 Conclusion 
The study concludes that social media has become an indispensable tool for film marketing in Nollywood, offering wider reach, interactive engagement, and cost-effective publicity compared to traditional media. Funke Akindele’s strong brand presence and creative use of Instagram and TikTok played a major role in boosting awareness and engagement for Everybody Loves Jenifa. The results confirm that social media not only promotes films but also creates a participatory culture where audiences influence the popularity of movies through likes, comments, and shares. This interactive process supports the Uses and Gratifications Theory (UGT) by showing how audiences actively engage with content for entertainment and social connection, while also reflecting the Diffusion of Innovation Theory (DOI), as filmmakers adopt digital strategies to reach wider audiences. Nonetheless, challenges such as high advertising costs, poor internet access, and platform algorithm restrictions hinder the full potential of digital film marketing in Nigeria. Addressing these issues is vital for Nollywood to compete effectively both locally and globally.
 5.4 Recommendation 
Based on the findings, the following recommendations are made:
1. Diversified Platform Use: Filmmakers should maximize Instagram, TikTok, and YouTube, while also exploring emerging platforms to reach wider demographics.
2. Professional Social Media Management: Nollywood producers should employ trained social media managers to design campaigns, optimize content, and monitor analytics for better audience targeting.
3. Quality and Creative Content: Consistent use of trailers, teasers, and behind-the-scenes footage should be complemented with interactive campaigns such as challenges, Q&A sessions, and fan contests to boost engagement.
4. Blended Media Strategy: While social media is effective, combining it with traditional media (TV, radio, print) will help reach audiences in areas with limited internet access.
5. Affordable Digital Marketing Training: Stakeholders (e.g., Nigerian Film Corporation, Nollywood guilds) should organize training workshops on digital marketing for filmmakers to enhance their competence in maximizing social media platforms.
6. Improved Internet Infrastructure: Government and telecom companies should work toward affordable and reliable internet access, which will enhance both content distribution and audience participation.
7. Policy Support: The Nigerian government, through the Ministry of Information and Culture, should create favorable policies that support digital media use in Nollywood, including tax incentives for digital promotion.
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QUESTIONNAIRE
Department of Mass Communication
Institute of ICT
							Kwara State Polytechnic, Ilorin
Dear Respondent, 
We are final year student of the above names Institution. The aim of this study is to examine the “Assessing the Influence of Social Media on Film Marketing and Audience Engagement of Funke Akindele Latest Movie Everybody Loves”. 
You are please requested to give or indicate your answers to the questions below to enable me carry out a successful research. This questionnaire is study for academic consumption only. 
Thanks for your cooperation. 
Researcher 
SECTION A
Pleased respond in strict confidence by ticking [ ] in the appropriate box that corresponds to your opinion. 
1. What is your Gender? (a) Male [ ] 	(b) Female [ ] 
2. What age bracket do you belong to? (a) 20 – 25 [ ] (b) 26 – 30 [ ] (c) 31 – 35 [ ] 
(d) 36 – 40 [ ] (e) 40 & above [ ] 
3. Educational qualification? (a) FSLC [ ] (b) SSCE [ ] (c) ND [ ] (d) B.Sc/HND Others[ ] 
4. What is your occupation? (a) Civil servant [ ] (b) Teacher [ ] (c) Business [ ] 
(d) Student [ ] 
5. What is your marital status? (a) Single [ ] (b) Married [ ] (c) Divorced [ ] 
SECTION B
6. Which of the following platforms is most commonly used by Nigerian filmmakers for promotion? a) WhatsApp b) TikTok c) Instagram d) LinkedIn
7. What type of content is most effective in promoting Nigerian movies on social media? a) Behind-the-scenes footage b) Official trailers c) Text-only updates d) Press releases
8. How frequently do Nigerian filmmakers use social media for movie promotion? a) Dailyb) Weekly c) Monthly d) Rarely
9. What is the primary purpose of using social media in Nollywood film marketing? a) To archive film history b) To connect with sponsors c) To increase visibility and reach d) To recruit actors
10. How effective is social media compared to traditional media (TV, radio, print) in promoting Nigerian films? a) More effective b) Less effective c) Equally effective d) Not effective at all
11. How likely are you to watch a Nigerian movie that trends on social media? a) Very likely b) Somewhat likely c) Not likely d) Never
12, Which form of social media engagement most influences your interest in a film? a) Likes b) Shares c) Comments d) Trailer views
13. What motivates you to interact with film-related content on social media? a) Entertainment b) Curiosity c) Celebrity influence d) Peer recommendation
14. How often do you share movie-related content (trailers, posters, reviews) on your social media? a) Frequently b) Occasionally c) Rarely d) Never
15. Which celebrity’s social media page has influenced your decision to watch a movie?
a) Funke Akindele b) Toyin Abraham c) Odunlade Adekola d) None
16. What is the biggest challenge filmmakers face in using social media for film promotion?
a) Low audience engagement b) High promotion costs c) Poor internet connectivity d) Lack of technical skills
17. What limits the success of social media campaigns for Nigerian films? a) Poor content quality b) Limited reach c) Platform algorithms d) All of the above
18. How do you rate the consistency of filmmakers' social media promotion efforts? a) Very consistent b) Moderately consistent c) Inconsistent d) Not consistent at all
19. How important is professional social media management for Nollywood film success? a) Very important b) Important c) Slightly important d) Not important
20. What do you think filmmakers need most to improve their social media marketing?
a) Training b) Better funding c) Influencer partnerships d) Government support




