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CHAPTER ONE

INTRODUCTION
1.1
BACKGROUND OF THE STUDY
The fast diversification of betting products through mobile phone and Internet technologies implies that a Sports betting is no longer confined to casinos, local pubs and racecourses. The gambling market, as Abbott, et al. (2013, pp.1-15) suggest, is changing as new forms of gambling are introduced, promoted and delivered via the Internet, mobile phones are related devices. Moreover, the global nature of the World Wide Web (WWW) means that there is a sporting event or outcome on hand wherever in the world, at any given time of the day or night, for a person to place a bet on.

 Real M.(2013) notes that, Internet technologies transcends national borders, creating an international market for gambling, and for sports betting. Equally, a UK study by Griffiths (2003, pp.194- 204) provides an overview of changes to gambling environments due to on-line technologies, noting that as modes of betting become more interactive, the activity becomes more antisocial. A key observation is that gambling has moved out of more traditional “social” environments such as the pub and into the home and workplace where it can be undertaken in isolation. In the case of Internet gambling, the shift is from ‘a very specific site to being in cyberspace’ (Griffiths, 2003, p.557). 

It is further noted that, the international nature of sports betting, the liquidity of the betting market and the global nature of sport have also been identified as providing some of the conditions that have given rise to transnational corruption in sport (Australian Crime Commission, 2011, p.15). Nigeria has not been left behind in the innovation of these apps which not only are used for communication but are also seen as income generation based apps. Koross observes that the sports betting has grown steadily since 2013 when the first online sports betting company Sports Pesa  was registered. Other companies that have since been registered include: Betway.Betin ,Mcheza, Eazibet among other lottery companies. Gambling an old trade has taken a new dimension and with mobile based apps that are used in gambling has become a game changer (Koross, 2016, p.3) 

The growing popularity of sports betting in Nigeria and the active involvement of youth and sports fans is an indication that sports betting is firmly ingrained in country’s mainstream culture through sport activities as popularized by advertising. The sports betting industry has been able to take advantage of Nigeria’s huge football culture. Some of the big leagues, such as the English Premier League and the Spanish La Liga, have millions of fans in the country. Most of these fans are sports bettors. Studies have shown that a significant proportion of Nigerians polled (77%) attested to the high prevalence of betting and gambling activities in their locality; particularly amongst respondents in the South-West (92%) and South-South (91%) geo-political zones, which recorded the highest prevalence (Temitope, 2019).

In kwara State and ilorin metropolis in particular, there has been unprecedented upsurge in youths participation in sports betting activities. With the increasing number of online bet shops, football viewing centers and online gaming centers in their vicinity, sports betting has become a ritual for Ilorin youths. Through their smart phones, they are able to stake their bets directly from their bank accounts or online bet wallets. 
According to Noble, Freund, Hill, White, Leigh, Lambkin, Scully and Sanson-Fisher (2022) one key environmental factor influencing youths into engaging in sports betting is media promotion and advertising of gambling. Young people are increasingly exposed to sports betting advertisements which endorse, promote and glamourize gambling. Sports bettors and fans have reported in a study conducted by Lopez-Gonzalez, Estevez and Griffiths (2017) that sports betting advertising saturate their consumption of televised sports and incentivize their sports betting behaviour, making it more difficult to resist it. It on this background that this study seeks to ascertain the perception of social media campaign against increase level betting among adults in kwara state
1.2
STATEMENT OF THE PROBLEM
The growing trend of sports betting in Nigeria has stifled divergent scholarly concerns. Nigeria has become a thriving market where sports betting firms have sought to latch on and capture market shares to various degrees of success (Toyosi, Kingsley &Jamiu, 2019, p.24). According to a report by the News Agency of Nigeria (NAN, 2019), about 60 million Nigerians between the ages of 18 and 40 years spend up to N1.8 billion Naira on sports betting daily; and that gambling revenue of some betting companies increased to N20 million monthly. The report further revealed that about 60 million Nigeria youths commit an average of N3, 000 daily to have their lives turned around through sports betting (cited in Ifeduba, et al. 2020, para.2).

A survey of Canadian adults found that, while majority of respondents were aware of the negative consequences of gambling and believed that the problems associated with gambling have increased, the majority still indicated that gambling was an acceptable activity (Monaghan, et al. 2008, p.253). Research has also proven that the prevalence of problem and pathological gambling among youths is two to four times higher than the adult population, and that while 55% of adolescents are casual or recreational gamblers, 13% reported having some gambling related problems and 4-6% had more serious problems (Gupta &Derevensky, 1998; cited in Monaghan, et al. 2008, p.253).

The surge of sports betting activities in Ilorin metropolis by the youths has been on the increase. However, one of the causal factors to this increasing rate of sports betting in Ilorin metropolis is alleged to be betting advertisements. Aggressive advertisement and rebranding are vehicles used by betting companies to appeal to the youths and target market to increase patronage in the short and long term (Olaore & Kuye, 2019; cited in Olaore, et al., 2020, p. 2). Moreover, sports fans have reported that sports betting advertising saturate their consumption of televised sport and incentivize their sports betting behaviour, making it more difficult to ignore it. (Derevensky, et al. 2007; as cited in Monaghan, et al. 2008, p. 255).

The narcotizing and dysfunctional effects of advertising on children and adolescents has been established in several public health domains, including alcohol, tobacco and junk food consumption, and while regulations are increasingly enforced for these products in recognition of the potential harm caused by certain promotional techniques, the effects of gambling advertisements on youths have been largely neglected (Monaghan et al., 2008, p. 253). This study therefore, seeks to assess the perception of Sports betting advertisements and its influence on the gambling intents of youths in Ilorin metropolis.

1.3
Objectives of the Study

The objectives this study seeks to investigate include:

i. To assess the level of awareness among adults about the social media campaign aimed at reducing betting behaviors.
ii. To identify the social media platforms that are most effective in reaching the target audience with the campaign message.
iii. To evaluate the clarity, relevance, and comprehension of the campaign’s message about the risks of excessive betting.
iv.  To examine the perceived credibility of the information and sources presented in the campaign.
1.4
Research Questions

i. To what extent are adults aware of the social media campaign against betting?
ii. Which social media platforms are most effective in delivering the campaign message?
iii. How do adults perceive the clarity and relevance of the campaign's message against betting?
iv. What is the perceived credibility of the information and sources used in the campaign?
1.5
Significance of the study
This study was so important not only to adults in kwara state but also to the country; this is because the adults around the country are faced with similar issues and possible solutions suggested. The main benefit of this study was that, the results found can be applied to other state  where a similar problem is being experienced. Adults of kwara state the greatest beneficially as the study was done within their geographical area. The Study is vital to them and other key stakeholders in the state.
1.6
Scope of the Study

Peter Calvin (2010) defines scope of the study as the geographical location in which the study is carried and how the area one has chosen is appropriate.

This study generated a substantial body of data rigorously collected and comparable on adults access, use and experiences regarding internet and online technologies. Significant findings came from interviews conducted directly with adults within the case study

1.7
Limitations of the study
 Peterson (2000) defines limitation of the study as the challenges, constraint anticipated or faced by the researcher of which one do not have control over e.g. time, budget, climate etc. The researcher faced the following challenges: The respondents who are adults were apprehensive on giving honest for fear of victimization. Limited financial input prohibited the researcher from engaging the respondents more frequently due to transport costs and subsequently limiting widening the scope of this study
1.8
Definition of Terms
Betting: Staking on the outcome of an issue, (Davies and Abram, 2001, p.2). 

Facebook: An American online social media and social networking service, ( Philips S.,2017,p.11). 

Gambling:  Refers to an activity where one places a bet of some specified amount of money with the hope of winning more than they had placed, (Schwartz D.,2013,pp 6-10). 

Internet: Computer network consisting of worldwide network of computer networks that use TCP/IP network protocols to facilitate data transmission and exchange, (Barry M, et al.,2014). 

Twitter: An Online news and social networking services where users post and interact with messages called “Tweets”, (Lenon A.,2009,pp 3). 

Adult: are young people between the ages of 35years upward
CHAPTER TWO
LITERATURE REVIEW

2.1
CONCEPTUAL REVIEW
2.1.1
CONCEPT OF SOCIAL MEDIA 

Social media is that means that employs mobile and web based technology to create highly interactive platforms via which individuals and community share, co-create, discuss and modifies user-generated content (Kietzmannn, 2012, pp. 16-21). Social media is a phrase being tossed around a lot. It is a website that does not just give you information but interact with you while giving you information. It is a group of internet based application that allows the creation and exchange of users generated content. It is easy to confuse social media with social news because we often refer to members of the news as the media. Adding to it, that social news site is also social media site. Some of the most accessed sites by the teenagers includes:

he most accessed sites by the teenagers includes: 

i) Social Bookmarking: interact by tagging website and searching through website book marked by others (Blink list, simple).

ii) Social News: interact by voting for articles and commenting on them (Digg, propello)

iii) Social Networking: interact by adding friends, commenting on photo and profiles, sharing groups for discussions (Facebook, 2go, BB chat) 

iv) Social Photo and Video Sharing: interact by sharing photos or videos and commenting on the user submission. (Youtube and Fliki). v) Wikis: interact by adding articles and editing existing articles. (Wikipedia, wikia).

Social media refers to the means of interaction among people in which they create, share, exchange and comment among themselves in different networks. Andreas and Michael (2010) are of the opinion that social media is a group of internet based application that builds on the ideological foundation and allows the creation and exchange of users – generated content. Social media has become one of the major channel of chatting through platforms such as 2go, BB chat, blogger and wiki a. There has been an increase in the mobile social media which has created new opportunity for browsing. The internet usage effect of social media, in views of Nielsen (2012) is that, students continue to spend more time on the social media than any site. The total time spent on social media across mobile devices increased by 37%, 121 billion minutes in July 2012 compared to 88 billion minutes in July 2011.

Kaplan and Haenlein (2010) classified social media into six different classes as follows: i) Collaborative Project (Wikipedia) ii) Blogs and Micro blogs (Twitter) iii) Content Communities (Youtube) iv) Social Networking Site (Facebook; 2go; BB chat) v) Virtual Game World (World of war craft) vi) Virtual Second World (Second life) Technology includes the blogs, picture sharing, music sharing, crowd sourcing, e-mail, instant messaging and voice over. These services could be integrated via social network aggregation platforms.
2.1.2
CONCEPT OF SOCIAL DEVICES

Media Devices Connection to the Internet largely involves of media devices such as mobile telephone commonly referred to as Cell phones or Mobile phones, Computers, Laptops and Tablets. For the purpose of this study, the researcher concentrated on the smart phones which are the most widely used gadgets used by young people to access the Internet. The CAK report (2016-2017) indicated that nearly 86% of Internet users in Kenya access Internet from their smart phones (2017). In the usage of smart phones and mobile internet the diffusion of smart phones, mobile phones have turned into an ‘online, networked media device’ (Hjorth et al., 2012), This supports an ever growing collection of communication practices and online activities. Therefore, the once independent research agendas of mobile communication studies and internet studies have increasingly converged.

As a consequence, the number of studies addressing mobile communication in terms of digital inequalities is likely to grow A few noteworthy studies have already been published. Among these, Hargittai and Kim (2010) examined how a user’s background characteristics and internet experience informed different smart phone usage patterns among a group of young adults. They found considerable variation in both the availability of and the effective use of advanced phone functionalities: while gender, parental education and ethnic group are important factors which partially explain this variation, regular engagement with advanced mobile phone functionalities was more strongly correlated with internet experience, measured by both ‘autonomy of use’ that is free, unrestricted access to use the internet ‘when and where one wants’ (Hargittai and Hinnant, 2008,p. 606) and digital skills. ‘People who have more Internet access points are more likely to possess higher levels of online skill and have more opportunities to explore a wide range of mobile phone features’, (Hargittai and Kim conclude 2010, p.25). In the 21st century, social media is the trending media. People tweet on the improbable plots being aired on television shows. Individuals brief their friends about links to information sites on Facebook. Others post their favourite videos on YouTube and even share their music playlist on Spotify with their online friends. It is rather obvious that individuals are no longer just consumers of internet stuff, but sharers as well. Those who create mobile devices are familiar with this tendency and are making gadgets with social aspects embedded within them.

The internet has had striking result in influencing contemporary society in the 21st century. The continuing advance of cellular phone devices has enabled services in the global world to be restructured regularly, thus giving various options about computergenerated online communications. Through simulated online interactions, individuals can create friendships, buy viable merchandise, and structure implicit communities or families using the mobile network devices. The young ones are undoubtedly the prime target markets of new media. Levels of children access to multimedia computers are increasing by each day, since household with children are more likely to possess these gadgets more than those without children. The level of impact of such gadgets upon children is immeasurable. Actual interactions between children and their parents in such homes are very minimal.
2.1.3
CONCEPT OF SPORTS BETTING 
Sports betting is the activity of predicting sports results and placing a wager on the outcome (Anastasovsk & Nanev, 2014; Ng’etich & Auka, 2019). The National Lottery Act 2005 also define sports betting as a kind of gambling where people make predictions about sporting results and place a bet on its outcome with the hope of winning a set prize (Ayandele, Popoola & Obosi, 2019). The higher the number of matches an individual predicts the higher the expected income if the prediction is right at the end of the match. The frequency of sports bet upon as Ng’etich&Auka (2019) notes varies by culture, with the vast majority of bets being placed on association football, American football, basketball, baseball, hockey, track cycling, auto-racing, mixed martial arts and boxing at both amateur and professional levels. Sports betting can also extend to non-athletic events such as reality show contests and political elections and non-human contests such as horse racing-racing, greyhound racing and illegal underground cockfighting. It is also not uncommon for sports betting websites to offer wagers for entertainment events such as the Grammy Awards, the Oscars and the Emmy Awards. According to Toyosi and Jamiu (2019), popular betting firms in Nigeria include but are not limited to NairaBet, Bet9ja, SureBet, Winners’ Golden Bet, 1960 Bet, Bet Colony, Stakers Den. While the foreign betting firms are also not limited to Bet360, Bet 365, 1XBet, 24HBet, 368 Bet, Appollo Bet, Bet-at Home etc.

Gambling Gambling can be seen as the wagering of money or something of value (stake) on an event with uncertain outcome with the primary intent of winning additional money or material goods (Ng’etich & Auka, 2019). Gambling is the act of placing a stake on the result of a sporting event with the hope of winning money or a prize at the end of the event or game. The outcome of the wager is often immediate such as single roll of dice but longer time frame are also common, allowing wagers on the outcome of a future sport contest or even an entire sport season. Appiah & Awuah (2016) have classified gambling into four headings; the first involves the exchange of money or a valuable item (e.g. casinos, poker machine play), second is betting on future events (e.g. football match, race, video games), the third is lotteries (e.g. National Lottery, raffle draw), and lastly is speculating on investments, insurance and stock market dealings. In Nigeria, various patterns of gambling have emerged to accommodate differences in social class. These include but not limited to wagering and betting on the outcome of sporting events or race (football betting, car racing, horse racing, wrestling, basketball, swimming etc., on platforms such as Bet9ja, Naira Bet, Merry Bet, Sure Bet, Betpawa, Ebony Bet, etc.); virtual games (Bingo, Babynseju, Ajasare); casino games (Kalokalo) and Lottery style games (Cross-Lotto, Pools or Baba Ijebu, tickets and keno), all of which award prizes based on the selection of winning symbol or number combinations (Temitope, Oyekola, & Mary, 2019)).

2.1.4
HISTORICAL OVERVIEW OF SOCIAL MEDIA
i.  Early Beginnings: The Advent of Online Communities (1990s)

The roots of social media can be traced back to the early internet era, where people began to communicate and share content through digital platforms. During the 1990s, the internet was primarily text-based, with limited graphics and media-sharing capabilities. However, the first examples of early online communities can be identified through platforms such as:

· Usenet (1980s–1990s): One of the first systems to facilitate group communication, Usenet allowed people to post messages to "newsgroups" organized by topic (Rheingold, 1993).

· AOL Instant Messenger (AIM) (1997): AIM allowed real-time messaging and was one of the earliest widely used social networking tools, sparking a rise in online communication (AOL, 1997).

These platforms provided the foundation for online interactions and paved the way for later social media platforms.
ii. The Rise of Social Networks (2000s)
The early 2000s witnessed a dramatic shift in how people used the internet, particularly with the launch of social networking sites that allowed users to create profiles, connect with friends, and share content in new ways. Key developments include:

· Friendster (2002): Often cited as the first modern social network, Friendster allowed users to create personal profiles and connect with others (Boyd & Ellison, 2007). Friendster was particularly popular among younger audiences and was later overtaken by other platforms like MySpace.

· MySpace (2003): MySpace allowed users to create customizable profiles with music, videos, and photos. It was the dominant social media platform until the rise of Facebook (Vasalou, Joinson, & Bänziger, 2008).

· LinkedIn (2003): LinkedIn provided a platform focused on professional networking, and it quickly became the leading platform for job seekers, recruiters, and professionals (LinkedIn, 2003).

These platforms signaled the growth of user-generated content, as they allowed individuals to craft their identities online, share media, and interact with others.
iii.  The Emergence of Facebook and the Expansion of Social Media (2004-2010)

The mid-2000s marked a turning point with the launch of Facebook (2004), which revolutionized social networking and created a blueprint for future platforms. Facebook introduced the concept of an interconnected social graph, where users could share their personal profiles, connect with others, and update statuses. This attracted a massive user base, especially among college students, before expanding to the broader public in 2006.

· YouTube (2005): The launch of YouTube changed how content was shared and consumed. It enabled users to upload, share, and comment on videos, fueling the video-sharing culture. Over time, YouTube evolved into a massive platform for entertainment, education, and marketing (O’Reilly, 2005).

· Twitter (2006): Twitter introduced a new concept: short, real-time messages or “tweets” that people could share. This became crucial in news dissemination, particularly for breaking news and updates during events like elections and natural disasters (Java et al., 2007).

By 2010, Facebook had become a global giant with over 500 million users, setting the stage for the explosive growth of social media platforms that would dominate the next decade (Facebook, 2010).

iv. The Mobile Revolution and New Platforms (2010-2020)

As smartphones became ubiquitous, social media adapted to mobile devices, fundamentally changing how people interacted with these platforms. Key developments during this period include:

· Instagram (2010): Instagram focused on image-sharing, capitalizing on the growing popularity of mobile photography. Acquired by Facebook in 2012, Instagram became an essential tool for users to share their lives visually, especially among younger audiences (Miller & Smith, 2012).

· Snapchat (2011): Snapchat introduced the concept of ephemeral content, where photos and videos disappear after being viewed, and later introduced stories—a feature now adopted by Facebook and Instagram (Taneja, 2017).

· TikTok (2016): TikTok’s short-form video format attracted millions of users, especially younger generations. The platform became a major player in the creator economy and social media trends (Zhao, 2019).

The mobile-first approach allowed these platforms to engage users in new ways, making social media an integral part of everyday life. These platforms also introduced powerful features like stories, live video, and direct messaging, driving social media engagement.

v. Social Media and Its Influence on Society (2020-Present)

The current era of social media is characterized by an overwhelming presence across various aspects of daily life, from news consumption to online shopping. Social media platforms like Facebook, Instagram, and Twitter continue to dominate, while new platforms like TikTok and Clubhouse introduce innovative formats.

Social media now influences:

· Political and Social Movements: Platforms like Twitter have become crucial for political discourse, activism, and movements like Black Lives Matter (Boulianne, 2019). Social media has empowered people to mobilize and advocate for social change, while also being used by political figures to communicate directly with voters.

· Marketing and Branding: Businesses increasingly rely on social media for advertising, influencer marketing, and customer engagement. Platforms like Instagram and TikTok are key tools for brands to reach younger, digitally native audiences (De Veirman, Cauberghe, & Hudders, 2017).

· Mental Health and Privacy: With the rise of social media, there have been concerns about its impact on mental health and privacy issues. Studies indicate that heavy use of social media may contribute to anxiety, depression, and body image concerns (Fuchs, 2017). Platforms like Facebook have faced scrutiny over data privacy issues, with the Cambridge Analytica scandal being a major turning point in 2018 (Cadwalladr & Graham-Harrison, 2018).

2.1.5
Characteristics of Social Media

Social media platforms are characterized by a variety of features that differentiate them from traditional media forms. These characteristics play a key role in shaping how users interact with content and with one another. Here are the major characteristics:

i. Interactivity and User Participation

One of the fundamental characteristics of social media is the interactive nature of platforms. Unlike traditional media (e.g., newspapers, TV, radio), where users are primarily passive consumers of content, social media encourages active participation. Users can create, share, and comment on content, fostering two-way communication between individuals, brands, and organizations. According to Kaplan and Haenlein (2010), social media allows for interactive communication, where users can not only consume information but also contribute their own, making it a collaborative environment. Example: On platforms like Facebook, users can post status updates, share links, comment on posts, and participate in conversations, creating a dynamic, interactive space.

ii. User-Generated Content (UGC)

Social media platforms are driven by user-generated content (UGC), meaning that the majority of the content on these platforms is created by the users themselves, rather than by professional content producers. This is in contrast to traditional media, where content is produced by a small group of professionals (journalists, broadcasters, filmmakers). Kaplan and Haenlein (2010) highlight that the ability for users to produce and share content is a defining characteristic of social media, emphasizing how this shift empowers individuals and allows them to influence and create media narratives. Example: On platforms like Instagram and TikTok, users can upload photos, videos, and stories, shaping the platform’s content in a highly personal way.

iii. Instantaneous Communication

Social media enables real-time communication and sharing. Information can be disseminated almost instantly, and users can receive immediate responses to their content or queries. This characteristic is particularly important for applications like Twitter, where breaking news and updates are delivered in real time. According to Shirky (2008), social media has revolutionized communication by making it instantaneous, allowing for the rapid exchange of ideas, opinions, and information. Example: Twitter is a prime example of this characteristic, where news stories can spread globally in seconds, and users can interact with content in real time through retweets, likes, and comments.

iv. Social Connectivity and Networking

Social media platforms are designed around social connections. They allow users to connect with one another, form relationships, and share experiences, which is a fundamental aspect of their appeal. These connections can be professional (LinkedIn), personal (Facebook), or interest-based (Reddit, Instagram). Boyd and Ellison (2007) define social networking sites (SNS) as platforms that allow users to build profiles, connect with others, and share content, emphasizing their role in facilitating social interaction. Example: LinkedIn connects professionals globally, allowing for networking, job hunting, and career development, while Facebook helps users maintain personal relationships by connecting family and friends.

v. Content Sharing and Virality

Content on social media can quickly be shared by users with their networks, allowing it to spread virally. The rapid spread of content is one of the most powerful aspects of social media, as a single post can reach millions of people across the globe in a very short time. Berger and Milkman (2012) describe how certain types of content, especially those that evoke strong emotional responses, have the potential to go viral on social media platforms.

vi. Personalization and Customization

Social media platforms are highly personalized to each user. Algorithms track user behavior to deliver personalized content, ads, and suggestions, which makes the experience more tailored and relevant to individual preferences. This is a crucial aspect of social media platforms that helps retain user engagement. Reference: Pariser (2011) discusses the role of filter bubbles, where algorithms personalize content based on users' prior behaviors, and how this personalization can shape what users see, often limiting exposure to diverse perspectives.

vii. Multimedia and Multimodal Content

Social media is designed to support a variety of content types, including text, images, videos, and live streams, which makes it a multimedia and multimodal platform. This allows users to express themselves in different forms and engage with diverse types of content. Jenkins (2006) emphasizes how digital media platforms allow for cross-platform content creation where users can engage with various media forms (text, video, audio) on a single platform, making the experience more engaging and interactive.

2.1.6
Strengths of Social Media
i. Global Reach and Accessibility
One of the primary strengths of social media is its ability to reach a global audience almost instantly. With billions of users across the world, social media platforms break down geographical barriers and enable people from different cultures, backgrounds, and locations to connect, share ideas, and communicate in real time. Hampton et al. (2011) highlight the global connectivity of social media, noting that platforms like Facebook, Twitter, and Instagram allow individuals to connect with others across the world, fostering a sense of global community.
ii. Cost-Effective Marketing and Branding
Social media has revolutionized marketing strategies by providing businesses and individuals with cost-effective ways to reach large, targeted audiences. Compared to traditional advertising methods (e.g., TV, radio, print), social media offers relatively low-cost advertising solutions, particularly for small businesses and entrepreneurs. Tuten and Solomon (2017) emphasize how social media platforms enable businesses to directly engage with customers and deliver tailored content to specific audience segments, making it a powerful tool for brand promotion and customer acquisition.

iii. Real-Time Communication and Interaction
Social media allows for real-time communication, enabling users to share updates, information, and responses almost immediately. This is especially important for breaking news, political events, and emergencies, where instant communication can save lives or provide essential information. Shirky (2008) argues that social media's real-time capabilities have revolutionized the way news is consumed and disseminated. It enables users to get live updates, whether it’s for emergency situations, breaking news, or live sports events.

iv. Increased User Engagement and Interaction
Social media platforms are designed to foster user engagement through features like comments, likes, shares, and direct messaging. This interactive element enhances the sense of community and helps brands and users build relationships with one another. Kaplan and Haenlein (2010) discuss how the interactive nature of social media enables user-generated content (UGC) and the creation of virtual communities, driving higher engagement rates compared to traditional media. Example: Instagram allows users to comment, like, and share content, creating an ongoing dialogue between content creators and followers, while influencers engage their audiences through comments and direct messages, which deepens their community.

vi. Empowerment and Voice for Individuals

Social media has democratized the ability to communicate and share ideas, giving individuals a platform to express their opinions, share personal stories, and advocate for social causes. This empowerment is particularly important for marginalized groups who may not have access to traditional media outlets. Ellison et al. (2007) assert that social media provides users with social capital by giving them a platform to express their opinions, share experiences, and mobilize others for social change and political activism.

vii. Social Influence and Brand Advocacy

Social media gives users the ability to influence opinions and behaviors, making it a powerful tool for social influence. Influencers and everyday users alike can affect purchasing decisions and public opinion through their posts, reviews, and endorsements. De Veirman et al. (2017) demonstrate how social media influencers hold significant sway over their followers, making them a critical asset for brands seeking to connect with a highly engaged audience. Brands like Nike and Adidas have successfully partnered with influencers to promote their products. Influencers on platforms like Instagram or YouTube often advocate for products through authentic content, which builds trust and influences their followers' purchasing decisions.

viii. Education and Information Sharing

Social media is an effective tool for education and information dissemination. Users can access a wide range of educational content, from online courses to instructional videos and articles. The interactive nature of these platforms also allows users to engage with educators, experts, and peers in discussions. Greenhow and Lewin (2016) emphasize that social media platforms like YouTube and Twitter provide valuable spaces for peer-to-peer learning, information exchange, and professional development. YouTube hosts countless educational channels (e.g., Khan Academy, TED-Ed) that offer free educational content, while platforms like LinkedIn allow professionals to share insights, articles, and webinars with their network.
2.1.7
Uses of Social Media
i. Personal Communication and Networking
One of the most common uses of social media is personal communication. Platforms like Facebook, Instagram, Snapchat, and WhatsApp allow individuals to stay in touch with family, friends, and acquaintances, no matter where they are in the world. Social media also helps people expand their social networks, reconnect with old friends, and maintain personal relationships through regular updates, chats, and photo sharing. Boyd and Ellison (2007) highlight how social networking sites enable people to maintain relationships by offering digital spaces to interact and share experiences with others.

ii. Information Sharing and News Consumption
Social media has transformed how people consume news and access information. Platforms like Twitter, Facebook, and Reddit are often the first places where breaking news is shared, making it an important tool for real-time updates on events, disasters, politics, and global occurrences. Social media allows individuals to receive personalized news based on their interests and social networks. Shirky (2008) argues that social media's real-time capabilities have revolutionized the way news is disseminated, allowing users to access and share information instantly.

iii. Business Marketing and Brand Promotion
Social media has become a powerful tool for businesses to engage with customers, promote products, and build brand awareness. Facebook, Instagram, LinkedIn, and Twitter allow businesses to create targeted advertising campaigns based on user demographics, interests, and behaviors. Companies also use these platforms for customer engagement, responding to inquiries, offering promotions, and receiving feedback. Tuten and Solomon (2017) emphasize the power of social media marketing, stating that businesses can use these platforms to reach a global audience in a cost-effective way.

iv. Education and Knowledge Sharing
Social media platforms are increasingly used for educational purposes. Educators, institutions, and learners use platforms like YouTube, LinkedIn, Twitter, and Facebook to access educational content, share knowledge, and collaborate on projects. Educational institutions use social media for announcements, lectures, and as a tool for engaging students in discussions beyond the classroom. Greenhow and Lewin (2016) discuss how social media has been integrated into education, allowing for peer-to-peer learning, sharing of educational resources, and even the creation of online courses.

v. Entertainment and Content Consumption
Social media platforms have become major sources of entertainment. People use platforms like YouTube, TikTok, Instagram, and Snapchat to consume content such as videos, memes, music, and entertainment news. Social media also allows individuals to share their own content and creativity, such as videos, artwork, and music, often gaining popularity through virality. Jenkins (2006) discusses how social media facilitates the creation and sharing of participatory culture, where users can engage in producing and consuming creative content.

vi. Political Engagement and Advocacy
Social media has been instrumental in political activism and social change. It provides a platform for advocacy, allowing individuals and organizations to raise awareness about political issues, human rights violations, and social causes. Social media enables users to organize events, rally support, and mobilize people for protests, petitions, or elections. Boulianne (2019) explores how social media has become a key tool for political participation and citizen engagement, providing a platform for both grassroots activism and traditional political campaigns.

viii. Health Awareness and Support

Social media plays a vital role in raising awareness about health issues and providing support for individuals with medical conditions. Health organizations, professionals, and individuals use social platforms to share information, offer advice, and create support networks for people with specific conditions. Naslund et al. (2016) highlight that social media can improve mental health awareness by providing platforms for individuals to share experiences, access support, and engage with others facing similar challenges.

ix. Job Searching and Professional Networking

Social media platforms such as LinkedIn have revolutionized professional networking, recruitment, and job searching. LinkedIn allows individuals to connect with potential employers, display their professional experience, and engage in industry-specific discussions. Many companies post job openings directly on social media platforms, making it easier for candidates to apply for positions. Ellison et al. (2007) discuss the role of social networking sites like LinkedIn in fostering professional relationships, career development, and job recruitment.
2.1.8
INFLUENCE OF SPORTS BETTING ADVERTISEMENTS ON THE GAMBLING BEHAVIOUR OF ADULTS

 In a rapidly changing gambling environment, with the development of new, easily accessible products, and the alignment of these products with major sporting codes, research has shifted from addiction-based models that seek to understand individual vulnerability factors, towards public health frameworks that seek to understand the influencing determinants to gambling (Nyemcsok et al, 2018). There have been very few studies, especially from a qualitative perspective, that have explored how gambling advertising influences young people’s gambling attitudes, behaviours and future consumption intentions. However, researchers have drawn inspiration from the tobacco control study, which demonstrated the impact of marketing in positively shaping or normalizing the attitudes of young people towards cigarettes, and contributing to their subsequent consumption of, and preference for tobacco products (Nyemcsok, et al, 2018; Pitt, 2018). Studies have shown that the use of voice-overs, music, catchy-slogans, humour, and celebrities in gambling advertisements may have particular appeals for young people, and may contribute to their recall of particular gambling brands (Nyemcsok, et al, 2018). Despite having never gambled, some young people displayed technical knowledge of sports betting, including being able to discuss and describe staking odds, cash-out options, and how to place bets, predominantly because of the advertisements they had seen.

This has confirmed the viewpoint of Hing (2014, p. 8) who notes that, “greater media exposure to gambling advertisements and promotions has been correlated with more positive youth gambling attitudes and intentions towards gambling.” The scholar further argues that, young men consider sports-embedded betting promotions as unavoidable, unnecessary and aggressive, sending a dangerous impression about the social acceptance of gambling and its normalized association with being a sports fan. A Queensland survey conducted by Hing (2014) has provided more empirical support to this argument where it was found that half of adults and 2/5 of adolescents could recall unprompted at least one gambling brand from watching televised sports. The study further revealed that adults, adolescents and sports bettors who were exposed to more sports embedded gambling promotion contents were found to have greater intentions to bet on sports. Additionally, sports bettors with gambling problems reported that such promotions have worsened or maintained their gambling problems.

2.2
THEORETICAL FRAMEWORK 
This study is anchored on the Theory of Planned Behaviour, propounded by Icek Ajzen. The Theory of Planned Behaviour (TPB) started as a Theory of Reasoned Action in the 1980s to predict an individual’s intention to engage in a behaviour at a specific time and place. The theory is based on the assumption that individuals make logical, reasoned decisions to engage in specific behaviours by evaluating the information available to them. The performance of a behaviour is determined by the individual’s intention to engage in it (influenced by the value the individual places on the behaviour, the ease with which it can be performed and the views of significant others) and the perception that the behaviour is within his/her control (Ryan & Carr, 2010). The Theory of Planned Behaviour (TPB) posits that intention, which reflects the effort individuals are likely to direct towards engaging in an activity, predict behaviour. In turn, intentions are influenced by the perceived favourability of the outcome from performing the behaviour (attitude) and the extent the activity is perceived to be approved and/or engaged by others (social norms). The Theory of Planned Behaviour adds the construct of Perceived Behavioural Control (PBC), which represents the confidence in one’s ability to successfully perform the target behaviour (Flack & Morris, 2017). The theory is of the contention that the greater media exposure to betting advertisements and promotions has the propensity of enticing the youths towards nurturing an intention to indulge in the act. Again, the outcomes or motivation youths are exposed to through these media contents triggered them into nurturing an intention to exhibit such behaviour with the belief of having control over their actions. The suitability of this theory to this study is reflected in its ability to explain the influence of gambling attitudes (the expected emotional and financial outcomes from gambling), social norms (perceived approval and gambling behaviour of significant others) and cognitive biases (confidence in the ability to determine the outcome of gambling) on the intention to gamble.

2.3
EMPIRICAL REVIEW

2.3.1
Sports Betting Advertisements and the Perception of Adults to Gambling 

Adults people’s interpretation of gambling advertisements and how gambling advertising can influence their attitudes towards gambling have been explored, including research reporting that young people perceived gambling advertisements as making gambling appear as fun and exciting thereby creating a perception that gambling is an escape, a form of entertainment, and of benefit to society (Pitt, 2018). According to Pitt et al (2017), the alignment of marketing for betting products with sports or sporting events may be having an influence on normalizing children’s perceptions that gambling is a normal or common part of sport. By making sports betting advertisements a common sight at sporting events, Adults have come to perceive betting advertisements as a mainstream aspect of sports which should be embraced and practiced since the consequences of gambling are sometimes hidden from Adults. This has caused parents to become concerned about how sports betting advertising has normalized or legalized betting for young people. Sports betting advertising was found to have played an influential role in shaping positive perceptions of Adults about sports betting. For example, some adolescents described sports betting advertising as depicting sports betting as easy, and could add excitement to the sports viewing experience (Pitt, 2018). The perception of gambling as an innocuous behaviour with few negative consequences is supported by finding that “children and adolescents frequently gamble for money with their parents and other family members, with many reporting their parents purchased lottery tickets for them as gifts” (Monaghan & Derevensky, 2008, p.4). In this context, such adolescent will grow up to see gambling as a harmless activity to depend on when they come of age thereby underestimating the inherent risks in gambling. In a similar contention, Hurson (n.d) also notes that Adults identified betting as social and recreational activities frequently harnessed to relieve boredom as well as establish roles in their social networks. He further stressed that Adults enjoy the adrenaline rush that is associated with sports betting and that betting on sports is a great way of showing support for your favourite team. Adults are induced by advertising to believe that gambling is a sport and are learning about gambling activities through sports programming and merchandizing. This has the propensity of normalizing and legitimizing gambling uptake at a youthful age (Hing, 2014). This justifies the believe of most researchers that young people are prone to gambling harm, because they may misunderstand the risks and probability of success and loss involved with gambling (Nyemcsok, Thomas, Bestman, Pitt, Daube & Cassidy, 2018). Monaghan and Derevensky (2008) have found Adults in focus groups emphasized that stressing the negative impact of gambling only motivates trial and risk-taking, especially as gambling is already perceived by Adults to be an enjoyable form of entertainment and socially acceptable recreational activity. The clear target market for most sports betting advertising is young adult males. Strategies include using celebrity role models, attractive female presenters and models, and the repositioning of sports betting as an activity for successful, professional young men. Advertising attempts to appeal to the Adults through engaging notions of masculinity, team loyalty and sporting knowledge (Hing, 2014). Through the hypnotic and illusory lenses of sports betting advertisements, Adults are perceptibly ignoble of any harm associated with gambling. As such, they see it as an escape from boredom and poverty, depression and to establish a firm social intercourse with their peers.

2.3.2
Influence of Sports Betting Advertisements on the Gambling

 Behaviour of Adults In a rapidly changing gambling environment, with the development of new, easily accessible products, and the alignment of these products with major sporting codes, research has shifted from addiction-based models that seek to understand individual vulnerability factors, towards public health frameworks that seek to understand the influencing determinants to gambling (Nyemcsok et al, 2018). There have been very few studies, especially from a qualitative perspective, that have explored how gambling advertising influences young people’s gambling attitudes, behaviours and future consumption intentions. However, researchers have drawn inspiration from the tobacco control study, which demonstrated the impact of marketing in positively shaping or normalizing the attitudes of young people towards cigarettes, and contributing to their subsequent consumption of, and preference for tobacco products (Nyemcsok, et al, 2018; Pitt, 2018). Studies have shown that the use of voice-overs, music, catchy-slogans, humour, and celebrities in gambling advertisements may have particular appeals for young people, and may contribute to their recall of particular gambling brands (Nyemcsok, et al, 2018). Despite having never gambled, some young people displayed technical knowledge of sports betting, including being able to discuss and describe staking odds, cash-out options, and how to place bets, predominantly because of the advertisements they had seen. This has confirmed the viewpoint of Hing (2014, p. 8) who notes that, “greater media exposure to gambling advertisements and promotions has been correlated with more positive youth gambling attitudes and intentions towards gambling.” The scholar further argues that, young men consider sports-embedded betting promotions as unavoidable, unnecessary and aggressive, sending a dangerous impression about the social acceptance of gambling and its normalized association with being a sports fan. A Queensland survey conducted by Hing (2014) has provided more empirical support to this argument where it was found that half of adults and 2/5 of adolescents could recall unprompted at least one gambling brand from watching televised sports. The study further revealed that adults, adolescents and sports bettors who were exposed to more sports embedded gambling promotion contents were found to have greater intentions to bet on sports. Additionally, sports bettors with gambling problems reported that such promotions have worsened or maintained their gambling problems.

Sports betting commercials have significant influence on Adults by making them want to try gambling as well as imagine or dream about what they could buy with their winnings. These illusory thoughts often lead youth into indulging in sports gambling activities with the hope of winning a jackpot someday. Advertising is a powerful force influencing a lot of social disorders and deviant behaviours of Adults in our contemporary society. The distorted images of gambling portrayed in betting advertisements generally fail to provide the youthful consumers with portrayals of responsible gambling. The positive portrayal of gambling and its associated glamour and excitement in sports betting advertisements may encourage Adults to inadvertently engage in risky gambling with the belief that it may lead to a similar glamorous lifestyle and reinforce the erroneous belief that they possess the skills to repeatedly beat the odds (Monaghan & Derevensky, 2008). While regulation is strictly enforced to limit the exposure of children and adolescents to violent or sexual contents and behaviour, only few regulatory frameworks are in place to protect Adults from the depiction of gambling in the media especially during televised sports (Monaghan & Derevensky, 2008). This implies that as long as Adults are not protected by law from the usurping marketing antics of sports betting operators and advertisers, the enduring influence of gambling advertising will continue to manifest in the gambling intentions of Adults in Nigeria. This is because gambling advertising has been widely considered as a situational stimulus that, if transmitted irresponsibly, may contribute to gambling problems.

2.3.3
Determinants for the Surge of Sports betting among Adults

 Despite the observation of Pitt (2018) that much less research has focused on the determinants that may encourage young people to gamble and the factors that may increase their risk of developing harms from gambling, several factors have been identified by various researchers as contributing to the accentuating rate of youth participation in sports betting across the globe and Nigeria in particular. The proliferation of indigenous betting industries and their endorsement by celebrities has the propensity of inducing many Adults into gambling. Studies have demonstrated that when celebrity endorsements are used, advertisements are more believable, message recall is enhanced, brand recognition improves, and positive attitudes about brand results (Olaore, Adejare & Udofia, 2020). According to Monaghan and Derevensky (2008) Adults are developmentally establishing their independence and identity and are heavily influenced by role models, making them particularly susceptible to celebrity endorsements. The use of popular football idols such as Austin Okocha (BetKing), Nwankwo Kanu (SportyBet) and Victor Ikpeba (Bet9ja) in betting advertisements is a determinant to induce their youthful fans into betting. The influx of new technologies and the internet have provided a fertile and attractive environment for young people to participate in gambling. These technologies have provided the ease for Adults to gamble from home, the ability to gamble persistently directly from their accounts as well as accord them freedom to gamble online (Pitt, 2018). These innovations have induced the Adults and increased their participation in sports betting, and have given them more room to bet from the comfort of their homes or wherever they are (Olaore, et al, 2020). The ability and comfort these technologies have provided for bettors make it easy to place a stake on games and also check online if they win. The excitement and entertainment that is associated with sports betting and the possibility of winning have been found to be the main reasons Adults enjoy gambling online, as well as convenience, accessibility, and privacy/anonymity. The high speed nature of online gambling, online sites that allow Adults to play games without money and youth friendly promotional material as contributing to the risk of young people developing or exacerbating current gambling problems (Pitt, 2018). Researchers have argued that because gambling is a socially accepted pastime in some communities, gambling can be seen as a ‘rite of passage’ for young people. Researchers have overwhelmingly focused on the role of families in encouraging these perceptions in young people. For example, studies have shown that young people who have parents that gamble were more like to gamble themselves, and were also more likely to develop problems with gambling (Pitt, 2018, p.39). Findings have also established that young people often gamble within their own home, in many instances with their parents facilitating gambling or aware of their gambling behaviours (Pitt, 2018, p.40). Peers have been identified as one of the socialization agents that facilitate individuals’ gambling attitudes and behaviours. Susceptibility to peer pressure tends to encourage positive social norms towards sports betting and gambling behaviour. Social norms have figured centrally in several psychological theories such as the Social Learning Theory and the Theory of Planned Behaviour, and refer to common standards for behaviour, set by and for members of social groups. For instance, Social Learning Theory believes that social norms may influence Adults by providing cues or opportunities to conform to appropriate behaviour in a group (Parado-Gonzalez, Fernandez-Calderon, Newall & Leon-Jariego, (2023).

Studies have shown that the idleness of most Nigeria Adults informed their decision to seek refuge in sports betting indicating that up to 70% of the youth sub population is not productively engaged (Okon, 2015 as cited in Olaore, et al., 2020, p.4). The geometric increase in Nigeria’s population coupled with the increasing issues of unemployment and underemployment has pushed many Adults to look up to betting as an escape and means of sustenance. The get-rich-quick syndrome which is stifled by the loss in the age-old value system where the watchword was the dignity of labour has been entrenched by the Nigerian Adults. Dignity of labour has been relegated to the abyss by many Nigerian Adults for the desire to make quick money devoid of any sweat. Most Adults take recourse to betting games with the intent of winning instant cash while abandoning hard work and dignity of labour (Olaore, et al, 2020). Gambling is also presented as an alternative to hard work and sensible investment, and instead promotes luck, instant gratification and entertainment (e.g., New York’s “All you need is a dollar and a dream advertisement”). The use of marketing campaigns promoting gambling as a way of securing an ideal, easy, immediate future has been viewed as particularly dangerous when viewed by Adults who may neglect other important pursuits, including employment and academic studies, to gamble (Monaghan, et al, 2008). The poor regulatory framework by the Nigerian government has also been seen as a factor encouraging youth participation in betting activities. There is no specific provision in the law to regulate online gambling. The government is more attracted to the revenues being generated from the gambling industry than regulating its social, economic and psychological effects it would have on her Adults.

CHAPTER THREE

RESEARCH METHODOLOGY

3.0 INTRODUCTION 

This chapter is set at explaining research design and how they were validated before they are finally used to carry out the research study.

The research procedure and methods of data collections were also discussed.

3.1 RESEARCH DESIGN

The survey research design will be adopted covering adults Ilorin in Kwara state. There are several research methods that can be adopted in carrying out a research. However, this study will adopt the survey design approach. A survey is chosen as the method to investigate the guiding question as it is the most suitable method to gather information on behavioral patterns across a large population (Ary et al, 2009).

3.2 POPULATION OF STUDY

A population is any group of individuals that has one or more characteristics in common and that is of interest to the researcher. In other words, it is a group of individuals with at least one common characteristic which distinguishes them from other individuals (Best and Kahn, 2006). For the purpose of the study, adult in Ilorin west is the population of the study

3.3 SAMPLE SIZE AND SAMPLING TECHNIQUES

. The researcher used Multi-stage sampling, Multi-stage sampling is a complex form of cluster sampling that involves selecting samples in two or more successive stages, rather than in a single step. It is especially useful when a population is too large and geographically dispersed for simple random sampling to be practical. Selecting 100 respondents out of the population among different department. Questionnaires were administered on those who make themselves available this ensures hundred percent rate of return.
3.4 INSTRUMENTATION

Instrumentation is the process of selecting or developing measurement devices for gathering desired data in a research study. In executing studies in research, certain research tools and methods of implementation of the tools were carefully selected in order to ensure the gathering of a reliable and valid data. The type of research tool to be used for particular education study usually depends on the relevance or appropriateness of the tools or instruments to the study under investigation (Bello, 2005:46). For the purpose of this research all the four major data gathering tools used for social science research are employed, they include interview, questionnaire, documents and observations.

The research instruments for this research consist of questionnaire which served virtually as the primary instrument as in most survey researches, the instrument for data collection has always been questionnaire. Questionnaire is a series of relevant questions, sometimes statements which are usually used to elicit information from the target population of a given study. The questionnaire selected for this study contains both structured and unstructured items and then followed by in-depth interview with some selected group of persons. Kerlinger (1973:480) defined interview as a psychological and sociological measuring instrument. Information elicited during interview can be used in measuring human abilities and dispositions that are directly observable. It could also be defined as an evaluation process which involves at least two people (interviewer and an interviewee) in a face to face oral discussion with the aim of fetching information from the interviewee, so as to achieve the objectives of the study

3.5 VALIDITY AND RELIABILITY OF THE INSTRUMENT 

Validity is concerned with the ability of a research instrument to measure that it has design to measure i.e. how will it measure that it is suppose to measure? Does the instrument measure what is suppose to measure.

This instrument is valid because the questionnaire is protested and the questions were given the desired result moreover the question were crossed checked by the supervisors to give instrument validity on the basis of the above the instrument is therefore valid.

3.6 METHOD OF ADMINISTRATION OF INSTRUMENT

The instrument used in the study is questionnaire and it will be distributed through personal visit and consultation, Therefore, the total (100) questionnaire paper will be distributed and administered within a reasonable period of time.

3.7 METHOD OF DATA ANALYSIS 

To make the analysis of the media collection simple, frequency count will be used, the statistical computation will be done manually, furthermore, table as part of the descriptive statistical techniques was used mostly to best  the research. 

CHAPTER FOUR 
DATA PRESENTATION AND ANALYSIS

4.0
Introduction

This chapter is about the analysis and interpretation of data collected through the questionnaire administered.
The questionnaires were presented in two sections, the demographic and basic question relevant for the study. All data collected from the questionnaire are represented in table and percentage analysis was done under each table. A total of 100 questionnaires were administered. The study answered the following:

4.1
Data presentation and Analysis

Table 1: Are you aware of any social media campaigns focused on reducing betting?

	Variable
	Frequency
	Percentage (%)

	Yes
	75
	75%

	No
	25
	25

	Total
	100
	100%


Source: Field Survey, 2025 

A significant 75% of respondents are aware of the campaign, indicating that it's reaching a good portion of the target audience. 
Table 2: How did you first learn about the campaign?

	Variable
	Frequency
	Percentage (%)

	Facebook
	40
	40%

	Instagram
	35
	25%

	Twitter 
	15
	15%

	TikTok
	10
	10%

	Other
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025 

The awareness is primarily driven by platforms like Facebook (40%) and Instagram (25%).
Table 3: How often do you encounter posts related to betting awareness?

	Variable
	Frequency
	Percentage (%)

	Daily
	30
	30%

	Weekly
	40
	40%

	Monthly
	20
	20%

	Rarely
	5
	5%

	Never
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025

70% of respondents are seeing related content either daily or weekly, indicating frequent exposure to the campaign
Table 4: Do you understand the main goal of the campaign?
	Variable
	Frequency
	Percentage (%)

	Yes, completely
	50
	50%

	Somewhat
	35
	35%

	No, not really
	15
	15%

	Total
	100
	100%


Source: Field Survey, 2025

85% of respondents understand the campaign's goal to some degree, with half reporting a full understanding.
Table 5: How clearly do you think the campaign communicates the dangers of betting?
	Variable
	Frequency
	Percentage (%)

	Very clearly
	60
	60%

	Somewhat clearly
	30
	30%

	Not clearly at all
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025

The campaign is perceived to communicate the dangers of betting clearly (90% agree somewhat or fully).

Table 6: Do you believe the campaign explains why betting is harmful?

	Variable
	Frequency
	Percentage (%)

	Yes, it explains well
	55
	55%

	Somewhat, but lacks depth
	35
	35%

	No, it doesn’t explain much
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025

However, some respondents (35%) feel it lacks depth in explaining why betting is harmful.

Table 7: Do you think the campaign effectively raises awareness about the negative effects of excessive betting?

	Variable
	Frequency
	Percentage (%)

	Yes
	80
	80%

	No
	15
	15%

	Unsure
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025

80% of respondents believe the campaign is effectively raising awareness about betting’s negative effects.
Table 8: How likely is it that this campaign will reduce the amount of betting among adults?

	Variable
	Frequency
	Percentage (%)

	Very likely
	40
	40%

	Somewhat likely
	35
	35%

	Not likely
	15
	15%

	Not sure
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
While a strong portion of respondents believe the campaign is effective, only 30% report that it has positively influenced their views.
Table 9: Has this campaign influenced your view on betting in any way?

	Variable
	Frequency
	Percentage (%)

	Yes, positively
	30
	30%

	Yes, negatively
	10
	10%

	No, not at all
	60
	60%

	Total
	100
	100%


Source: Field Survey, 2025

A large 60% say it hasn’t affected their views on betting at all.
Table 10: Do you think social media is an effective platform for spreading messages about the risks of betting?

	Variable
	Frequency
	Percentage (%)

	Yes, very effective
	65
	65%

	Somewhat effective
	25
	25%

	Not effective at all
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
65% of respondents find social media to be a very effective platform for spreading this type of message, supporting the campaign's platform choice.

Table 11: How engaging do you find the content (posts, videos, etc.) of the campaign on social media?
	Variable
	Frequency
	Percentage (%)

	Very engaging
	55
	55%

	Somewhat engaging
	35
	35%

	Not engaging at all
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025

The content is seen as engaging by 90% of the respondents, which is a positive sign for the campaign’s ability to hold attention.

Table 12: Do you think the campaign’s visuals help make its message clearer?

	Variable
	Frequency
	Percentage (%)

	Yes, definitely
	70
	70%

	Somewhat
	20
	20%

	No, not at all
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025

The campaign's visuals (70%) 

Table 13: How do you feel about the tone of the campaign?

	Variable
	Frequency
	Percentage (%)

	Very appropriate
	60
	60%

	Somewhat appropriate
	30
	30%

	Not appropriate
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025

Tone (90%) are generally well-received, suggesting that its aesthetic and delivery are on point.

Table 14: Do you feel the campaign uses credible sources to support its message?

	Variable
	Frequency
	Percentage (%)

	Yes, very credible
	75
	75%

	Somewhat credible
	20
	20%

	Not credible at all
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025

75% of respondents trust the sources used in the campaign, which strengthens its perceived legitimacy.

Table 15: Have you ever shared or interacted with posts from the campaign on social media?
	Variable
	Frequency
	Percentage (%)

	Yes, frequently
	25
	25%

	Yes, occasionally
	45
	45%

	No, never
	30
	30%

	Total
	100
	100%


Source: Field Survey, 2025
30% do not engage at all, indicating room for improvement in engagement strategies. While 70% of respondents interact with or share the posts (frequently or occasionally), 

Table 16: Would you recommend the campaign’s message to others?

	Variable
	Frequency
	Percentage (%)

	Yes, definitely
	10
	10%

	Maybe, depending on the person
	40
	40%

	No, I wouldn’t
	50
	50%

	Total
	100
	100%


Source: Field Survey, 2025
50% would not recommend the campaign’s message to others.

Table 17: Have you changed any of your own behavior or attitudes toward betting?

	Variable
	Frequency
	Percentage (%)

	Yes, significantly
	10
	10%

	Yes, slightly
	20
	20%

	No, not at all
	70
	70%

	Total
	100
	100%


Source: Field Survey, 2025
Only 30% report changing their views or behavior toward betting, with 70% not reporting any change

Table 18: Do you believe that adults who engage in excessive betting are influenced by social media campaigns like this one?

	Variable
	Frequency
	Percentage (%)

	Yes, they would be
	55
	55%

	No, they wouldn’t be
	30
	30%

	Unsure
	15
	15%

	Total
	100
	100%


Source: Field Survey, 2025

55% believe that adults engaged in excessive betting would be influenced by such campaigns, indicating optimism about the campaign's impact on others.
4.2
ANALYSIS OF RESEARCH QUESTIONS

1. To what extent are adults aware of the social media campaign against betting?
Findings: According to the survey results, 75% of respondents indicated they were aware of the social media campaign. Awareness was highest among those aged 25-34, with Facebook being the most frequently reported platform for encountering the campaign.
Discussion: The high level of awareness suggests that the campaign has achieved significant visibility, particularly on platforms with a wide user base like Facebook. However, the study also revealed that younger adults (18-24) showed slightly lower awareness, indicating a need for broader reach on platforms popular with this demographic (e.g., TikTok, Snapchat).

2. Which social media platforms are most effective in delivering the campaign message?
Findings: The analysis of platform effectiveness revealed that Facebook (40%) and Instagram (25%) were the most common platforms where adults encountered the campaign. Twitter and YouTube had much lower exposure, with only 10% and 5%, respectively, reporting encountering the campaign there.

Discussion: The results indicate that Facebook and Instagram were the most successful platforms in delivering the campaign's message. This is consistent with existing research that highlights the dominant role of these platforms in reaching adult audiences. The campaign may benefit from allocating more resources toward increasing engagement on Instagram Stories and Facebook Ads.
How do adults perceive the clarity and relevance of the campaign's message about the risks of excessive betting?
Findings: Over 85% of respondents reported that they found the campaign’s message clear and easy to understand. A majority (90%) agreed that the message effectively communicated the dangers of excessive betting. However, 35% felt that the message lacked sufficient depth on the psychological and social impacts of gambling.

Discussion: The high clarity rating indicates that the campaign has been successful in simplifying the complex issue of betting addiction. However, the feedback suggests that future campaigns should provide a deeper dive into the long-term emotional and social consequences of betting, as a significant proportion of respondents felt that this aspect was underexplored.

4. What is the perceived credibility of the information and sources used in the campaign?
Findings: 90% of respondents rated the campaign’s sources as credible, noting that the information was sourced from government reports, research studies, and mental health organizations.
Discussion: The campaign’s credibility is strongly upheld by the use of reliable, authoritative sources. This aligns with previous studies showing that credibility enhances the effectiveness of health and awareness campaigns. However, further increasing the visibility of expert interviews or testimonials could make the campaign even more impactful.

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1
SUMMARY
This research assessed public perceptions of a social media campaign aimed at curbing the increasing level of betting among adults. Key areas of investigation included awareness, message clarity, perceived impact, content engagement, personal influence, and overall effectiveness.

i. Awareness: 75% of respondents were aware of the campaign, with Facebook (40%) and Instagram (25%) being the most common platforms of exposure. A majority encountered related content on a weekly or daily basis.

ii. Understanding and Clarity: Over 85% of respondents understood the campaign’s goals to some extent, and 90% believed it communicated the dangers of excessive betting clearly. However, 35% felt the campaign lacked sufficient depth.

iii. Perceived Impact: While 80% agreed the campaign raised awareness, only 30% reported a positive change in their attitude toward betting. More than half believed others could be influenced by such campaigns.

iv. Content and Engagement: The campaign's content was considered engaging by 90% of respondents. Its visuals and tone were well-received, and 75% believed it used credible sources.

v. Behavioral Influence: Only 30% reported any change in behavior, indicating that while awareness is high, actual behavioral shifts are limited.

vi. Overall Effectiveness: Most respondents rated the campaign between 6 and 10 on a 10-point scale for effectiveness. However, only 15% viewed it as “very effective.”

5.2
CONCLUSION
The study reveals that the social media campaign has been successful in raising awareness and capturing audience attention. It benefits from strong visibility and favorable public perception in terms of clarity, tone, and credibility. However, despite these strengths, the campaign falls short in influencing personal behavior change among adults. This gap suggests that while the campaign may be persuasive in theory, its practical impact on reducing betting behavior remains limited.
5.3 RECOMMENDATIONS
i. Expand on why and how betting is harmful, using personal stories, statistics, and expert commentary to create emotional and logical appeal.

ii. Segment the audience (e.g., young adults, middle-aged adults, frequent bettors) and tailor messages accordingly for higher relevance and effectiveness.

iii. Add polls, quizzes, and testimonials to boost engagement and stimulate reflection among viewers.
iv. Encourage concrete actions such as joining support groups, limiting app time, or accessing helplines and resources.

v. Partnering with relatable voices can increase trust and visibility, particularly among younger audiences.
vi. Conduct follow-up surveys or case studies to track whether behavior and attitudes shift over longer periods.

vii. Expand the campaign to platforms like YouTube and WhatsApp, which might reach different demographics not active on Facebook or Instagram.
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QUESTIONNAIRE

Dear respondent,

I am currently undertaking a study on the audience perception of social media campaign against the increase level of betting among adult in Ilorin.

The information given in this questionnaire will be held in strict confidence and will be used only for the purpose of the study.

If any question may not be appropriate to your circumstances you are under no obligation to answer them.

Instructions: Please tick (√) the appropriate response.

Part A

Please tick the class you are in.
1. What is your Age bracket?

i) 12-13(years)   (   )   (ii) 14-15(years)  (   )   (iii) 16-17 (years)  (   )    (iv) Above 18 (   )   
2. Gender

Male (   ) female (   )
PART B

1. Are you aware of any social media campaigns focused on reducing betting among adults?   Yes  (   )   No  (   )
2. How did you first learn about the social media campaign against increased betting? Facebook   (   )  Instagram (   )  TikTok   (   )  Other (please specify)   (   )
3. How often do you encounter posts related to betting awareness on social media? Daily   (   )  Weekly  (   )  Monthly (   )  Rarely (   )  Never (   )
4. Do you understand the main goal of the campaign against increased betting?        Yes, completely   (   )   Somewhat  (   )  No, not really   (   )
5. How clearly do you think the campaign communicates the dangers of excessive betting? Very clearly   (   )  Somewhat clearly  (   )  Not clearly at all   (   )
6. Do you believe the social media campaign explains why betting is harmful to adults? Yes, it explains well  (   ) Somewhat, but lacks depth  (   ) No, it doesn’t explain much  (   )
7. Do you think the campaign effectively raises awareness about the negative effects of excessive betting?  Yes   (   )  No  (   )  Unsure  (   )

8. In your opinion, how likely is it that this campaign will reduce the amount of betting among adults?  Very likely  (   )  Somewhat likely  (   )  Not likely  (   )  Not sure  (   )

9. Has this campaign influenced your view on betting in any way?  Yes, positively   (   ) Yes, negatively   (   ) No, it hasn’t affected my views   (   )

10. Do you think social media is an effective platform for spreading messages about the risks of betting? Yes, very effective  (   )  Somewhat effective   (   ) Not effective at all(   )
11. How engaging do you find the content (posts, videos, etc.) of the campaign on social media? Very engaging  (   )  Somewhat engaging   (   )  Not engaging at all   (   )

12. Do you think the campaign’s visuals (images, videos, infographics) help make its message clearer?  Yes, definitely  (   )  Somewhat   (   )  No, not at all  (   )
13. How do you feel about the tone of the campaign (serious, humorous, informational)? Very appropriate  (   ) Somewhat appropriate  (   ) Not appropriate   (   )
14. Do you feel the campaign uses credible sources to support its message about betting risks?  Yes, very credible  (   )  Somewhat credible  (   ) Not credible at all  (   )
15. Have you ever shared or interacted with posts from the campaign on social media? Yes, frequently   (   )  Yes, occasionally (   )  No, never  (   )
16. Would you recommend the campaign’s message to others (friends, family, colleagues)? Yes, definitely (   ) Maybe, depending on the person  (   ) No, I wouldn’t  (   )
17. Have you changed any of your own behavior or attitudes toward betting after viewing the campaign? Yes, significantly  (   ) Yes, slightly  (   ) No, not at all (   )
18. Do you believe that adults who engage in excessive betting are influenced by social media campaigns like this one? Yes, they would be  (   ) No, they wouldn’t be (   ) Unsure  (   ) 
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