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CHAPTER ONE

INTRODUCTION
1.1 Background to the Study

Sociel media vvas coined from the two operating words
context,

g social and media. Social, in this
simply means the inferaction between individuals of common inferest, a group,
of even 4 community, And media as the name implies. is the medium, chamnel, or
platform on which allows for creation and exchange of user-generated contents. Social
media is less than two decades in existence but have gained widespread acceplance. Tn
2003, Linkedin was launched and this was followed by Myspace and Faceback in the
year 2004. Due fo the characteristies of Facebook, it received u wider acceptance in soeial
circles more than others (Bacon 2011). Youlube was launched in 2005 followed by
: Twitter, followed by others such as Blogging, Google+, Instagram, Finterest, Podeasting,
Snapchat, etc. All these have gained more than one billion users worldwide in just aver
ten years of existence

As the name implies, social media networks is regarded as sites where individuals could
socialize, meet old and new friends and interact with each other. Just as the friternet was
applied into business organizations from the military, so also the commercial value of
social media networks became apparent and gained the attention of business managers
and became the best friends of marketers in virrually ull organizations with presence on

hip building and i ions are the major reasons for the adoption

the internet. R

of sacial media networks by indi
ites and views them as platforms on which to. intetact dircetly with

iduals, however, iong leverage the ubiqui

usage of these si
omers for their goods and services.

existing and new cust ;
shift from the traditional methods of interacting with customers

This'is a clear paradigm e o
than one customer can Ipe reached esily and cheaply as well with just a lick of

as more than

the button. ‘Bersonal interaction

answered with ease (Assad and Gomez 201 1),

with customers instills smooth feeling of loyalty and

questions are

1



ms shdy ‘Eﬂs Ut to unravel the effectiveness of social media networks adopted by
yerious busingss organizations can serve as a strategi¢ tool for arganizational marketing
management. It is believed that this study will assist Abraham Adesanya Polytechnic,
jebu-Igbo and management on the suitable platform for
outside world,

exposing the school to the

1.2 Statement of the Problem

Abraham Adesanya Polytechnic is still relatively new to public knowledge since s 13

years of inception. Most times people do not get to know the school when it gels

; mentioned. This is practically as a result of lack of social media presence. Students’
: usage of social media is one of the only ways through which the school is really known.
; This Jack of social media presence is not attracting the needed development Lo the school.
Stakeholders and brands are not finding the school as a solid ground to market products
& or organize events in because the public does not really know the sehool. Hence the need
for the school to infuse social media advertising in bringing in more students and
extensively promoting the school’s image. The study looks at how it is possible for the
school to engage prospective students on social media by eslablishing itself on all social
media platforms so as o drive in more admission in years to come.

1.3 Objectives of the Study

Four objectives will guide the study: ‘
APOLY students to social media. h
students in AAPOLY.

To know the exposure of A
To know the most used social media sites by
w social media adverts influcnce students choice of school

¥ can use social media adverts in driving public attention to

To know ho
To know how AAPOL

& o

the school:

1.4 Research Questions

To adequately achieve fts objectives of this study, the following research guestions were
o adequately

raiied:




. Howexposed are AAPOLY students to social media?
- What i3 the most used social inedia sites by swdents in AAPOLY?

How do social media adverts influence students’ choice of schoal?
4. How can AAPOLY use social media adverts in drivi

1
2,

W

ing public attention to the school?
1.5 Scope of the Study

The study will cover public social media users and get their perception on the school.
Adverts will be created on social media platforms like Twitter, Facehook and Tnstagram.
This is important so the researcher can precisely know how much the public knows the
school. However, 1o do this, the researchers will make use of varfous platforms to get
your results. Asides that, advert contents will be created by the researchers and such will
consistently be pushed so as to pull the public’s attention in the shortest time possible.

1,6 Significance of the Study

The relevance of this study cannot be over emphasized. The research will help to
publicize the school to its prospective students. Since making the school go public is the
aim, the platforms like (Twitter, Instagram and Facebook) will go a long way in making
that possible. The study will have a pusitive impact on the school and by extension; the
students who will be encouraged to flaunt their identity as students of the school. It is
also expected that the results will provide a decper understanding of the social media
phenomenon at hand, especially within the Nigerian academic context.

1.7 Definition of Terms

Effect:To have a strong effect on someone or something

Social Media: Websites and applications that enable users to create and share content or
A 2 S

to participate in social networking.
ommunication that employs an openly sponsored message to

Advert: A marketing o
promote or sell a service, prod
Promote: To support of actiyely
Image:A representation of the external

uct or idea.
encourage (2 cause. Yenture, stc.)

form of & person or thing iri art,

: k'



LITERATURE REVIEW
1.0 INTRODUCTION

Social media is such an
it i o sver-prosent patt of our lives that it is nearly impossible 10
ine activi i PR
ty without coming into contact with it at one point of another. Ttis

also. becoming diffic P “ =
& ult to avoid social media in offline channels as well - consider

hashtags and d n i
: : P on posters, or television shows and ads sending viewsrs (© their
social media accounts.
v il o L
Today, citizens extensively use Information and Communication Technologies, not onky

for professional purposes but also in their social life and consequently arc demanding 10

ipteract with government with similar teals. Therefore, citizens expectations for a

modern, open, and effective govemment seclor are rising, On the other hand, govemment

agencies including academic intitutions, face austerity MCISULES and an intensive seratiny
of their budgets, Jeading to govermments to look for new forms of innovation for their

QWN SETVICES (Lagos & Kutsikos, 2011}
This economic situation together with the increasing citizens’ demand Jor casier, hassle-
free and seamless interaction with the Goverament, greater transparency and aocess ©
{nformation, lead government agentics 10 explore new \0als Tike new digital technology
and web 2.0 applications (open sourcé of not) that will eas¢ financial pressure and
improve the quality of public services (Nasiopoulos ef al., 2011 Nasiopoulos et al.s

2011b),

All this online sh

oration is facilitated DY social media. In social media’s

aring and collab
early days, chat rootus. and social networks enabled indivi
th one anothe!

{nteract Wi
the capabikiliae: o

duals to ‘meet-up’ online 10

¢ and share their views and ideas The social

diseuss topics. 3 i,
L L iate informing, entertaining and
media by theil u

nee.

a contagions
is ‘most Tikel

f educating.

“inflaming’ the audie - i
& yence’: which the conventicnal

Above all, they possess
This potential

and outreaching infl
y what Osshenye (2012:52) refers 1 8

media lack-

ial media.”




2.1 REVIEW OF RELEVANT LITERATURE
1.1.1 SOCIAL MEDIA

Social media were d
. lefined by ]:(apla.n (2016) as a group of intemet based applications of
the Web 2,0 that allow the creation and exch

R ge of 1 : d content. Accordi -10
B s e, s ategorized by thrc social presence they confer to its

o 4 y the self-presentation/self-disclosure they allow. The
ﬁmam"‘"m’.Of this kind of communication lays in creating and sharing content in fts rapid
dissemination speed and its global reach (Hakala, Niemi & Kohtamaki, 2017). Unlike
waditional advertising, social media is a two-way communication.

Almost all business-oriented education institutions are involved in social media

(Asderaki & Maragos, 2012) realizing the cost e[fectiveness of such
platforms. It is important to distinguish between social media and social networking sites.
Social media is the environment in which social networking takes place. Soclal
networking sites empower the consumer ta share and communicate information with
other users by creating and accessing to personal profiles. Users are held together by pre-

established personal relationships, sharing themselves with others.

Consequently, social networking sites (SNS) are classified as a way of communication

that allows a medium level of social presence and a hiph self-presentation,

Unlike social networking sites, online communities bring together people with a commion

interest; people the user may not know or may want to know, Any person can be part of
any eommunity While social networks are individual-centred, content sharing plattorms
y iy

le join online content communities maily to share media

(CSP) are [youp-ce,mred Peop!
: s, videos, and musie to bel
2018). Blogs ar¢ platform:
ntinuous text updates
brief texts and publishin

nefit the group (Mlaiki, Walsh & Kalika, 2017;
such as photo

Sacial mediatoday,
users, The desirable co

s that allow users to post messages for other
are then viewed by the network. Micro-
o g then in micro-blogging platforms
blogging consists of Writing
(MBP) (Twitier, 2018)-



Rogers and Croke (2012) # -
e medm)as(mnd out in theit US based study that 38% of the future
& valuable resource when deciding where to entol. Facebook

jsthe preferred social netw:
5 orking site used by 98% of universitics and colleges in the US,
followed by Twitter with 84% of accepiance,

5:::;:3”;::1::‘:3 :;015) argue that tweets and retweets act a3 an endorsement

: engagement (Ashley & Tuten, 20185), users interact online
with other u?els by clicking (clicking on the media type), liking (clicking the ‘like’
button), sharing (sharing link with others), and commenting posts (making a remark).
Each type of involvement requires different levels of commitment and effort from the

user (Oviedo, Mufioz, Verdugo & Mejias, 2014).

2.1.1.2 SOME SOCIAL MEDIA CHANNELS AND THEIR STATS

1. FACEBOOK

Facebook has become the most dominant personal social network in the world. As of late
June 2017, 2 billion users are now registered on the platform (that is nearly a thied of the
world’s population), and more than 1.2 billion of them are active on Tacebook daily-

Because users are spending so much time on Facehook, advertisers and marketers want Lo

capitalise on this audience. Facebook originally presented a means of forming and

maintaining online social networks for communities of users who already shared real-

interests and getivities. Butnow, in the reatm of social networking, it

world connections,
person fo connect with them online, Social

is unnecessary to have met someone in

d new meaning for the term ‘friend’, with many connections existing

networks create

solely online. . .

1 Iso choose to falluvb users’ public posts without being Facebook friends with
sers can als e

them. Facebook has 2 number of ways for brands and organisations to use the platform to
en. Faceboo

clude business pages, adverts, promoted posts.

1 customets. These in
Jos, Such marketing efforts are especially:

even direct online &
6

connect with potentia

app prometions. and now




helpful 10 small businesse
3. Facebook enables content ereation and disteibution, and

allows brands to en, g e

, platform for the implementation of a digital
marketing strategy. Facebook has not only changed social med o haniiie
sers access content on the Iternet. S
Many users already receive most of their news and sntertainment content through their
News Feed on Facebook. Mark Zuckerberg intends to make Facebook the dominant
channel through which users access content and online services. In 2014, Zuckerherg
announced the plan to take on Google as a search engine and make Facebook the means
through which users access the web (Edwards, 2014). It could be arpued that Facebook is
no longer a social media platform, but a media platform that offers a social community as
one of its many facets.

Some Features

Pages

Personal profile pages remave much of the anonymity of the Internel. Users of social
networks reveal a great deal of information about themselves, from basic demographics,
ocation, to nuanced lists of likes and dislikes. By divulging this

such as age, gender and 1

information to the network, they are sharing it with the networks' advertisers. For

marketers, the accessible personal information is like gold and can be used for targeted
marketing, While only de-identifi
unaware of the data that is amassing ©
ks, Social networks do offer priva¢

od data can be accessed for marketing, users arc often
n their online profile, For users, this can lead to

E 5 y management control options for users, but
privacy ris

the default setting

activated in user seftings.

shares information. Different levels of information contral must he

Reaction Buttons
The Facebook Reaction butto
content with theis sogial circle:
‘Love’, ‘Haha', “WoW

ns allow users o share their feeling about & certain piece of
The reactions include the eriginal iconic ‘Like’ button.
s +gad’ and «Angry’- The Like bution can also be used on websites
P



outside of the Facebook 1
eeosystem, which allows visi
content easily, lows visitors

5 10 recommend this site and
and spot if their fr .
T ir friends have liked the same content. The use of the like
cke: o
28 a performance indicator for business Pages, to quantify

the amount of reach and eny
P gagement for a piece of content. Liking content signifies that
$ e G
el ¥ interacted with it, while liking a brand Page does not prove
C T T

epeated engagement. For this reason the number of likes on a brand Page
can be seen as a vanity metric.

News Feed

News Feed is the term used for the stream of content users see when they log on to
Facebook. It's a selection of recent posts and updates from friends, and brands with
which they have eonnected on Facebook. Facebook uses an alporithm (o determine what
information to show in cach user’s news feed. This algorithm is called the News Feed
Algorithm. According to an official Facebook update. the following lactors are
considered by the algorithm before it displays content in & user’s news [eed:

+ Who posted it? — If you engage regularly with this person or Dbrand, Facebook will show

you mere of their content

Whether the conteal is a photo, article or video can carry ditferent

» Type of content —
weight in the algorithm.

The number of likes, shares and commnents.

+ Interactions —
« Recancy - When the content was creates
elevancy seore that is calcul

d or posted, Stories are ordered, or shown at all,

o ing to the ated from the factors listed above. Auser is
according to
more likely to interact with content that is displayed in their News Feed, 50 it is vital to
ikely
nt takes this algorithm int

ensurs that your page conte!
Facebook Connect ‘ 9
ers can conveniently Jogin to services Of websil

cebook Comnect. Users can grant permission for profile

1ails by using Fa i :
ared between pagebook and the service they have logged in to. Users

o consideration.

tes other than Facebook with
Facebook uss
the same login de

information to be s
8
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ime of writing, purchase:
i wm Lea; h‘:ﬁe rarely done directly from Facebook, without the user
» 1aving previously seen a sales-driving advert.

2. YOUTUBE
Creating and sharing content f¢
nt for i
o ) r fiee is one of the hallmarks of social media, and
‘auTube is considered the largest of the
s - content creation and sharing websites. The key
Wor ¢ is free: there are no fees for joining, wheth . i fowi
e , whether you are uploading ot ¥iewing
s i id-fi i
. um paid-for membership such as YouTube Red can provide
ed features. i 3 i
: This means that such sites aftract an enomous audience. In fast
according to Alexa rankings, YouTube is the sceond largest website in the world, after
= 1 : ;
Google! (Alexa, 2016). YouTube is now owned by Google and thus hay the benefit of
receiving prime results in the Google SERP.
YouTube encourages distribution of its content and allows videos to be embedded gasily
into other websites.

Online video consumption continues to grow year on year as bandwidth gets faster and

cheaper. Sharing video content is easy with YouTube. Anyone can upload videos

simple devices ‘such as webeams and mobile phones or on liggh-end

captured on
professional cameras. Some stats on YouTube:
+ Over 1.3 billion active users
+ Over 60% of users are male

+ 50% of users ar¢ between 25 and 44 years old

« 300 hours of video ar¢ uploaded ev
eds of millions of hou

ery minute
«nent watching YouTube
+ Bvery day. hundr rs are spen 2

+3.25 billion hours o' '
+ More than half of YouTube views come fro
+ The number of hours spent watching YouTul

2007).

{ content are watched cach month

m mobile devices
be is up 60% from 2016 (FortneLords,




Some Features
YouTube is simple to use,

videos, However,

Unrepist
gistered users can watch most of the publicly available

logging in’ wi
with ¥ S
e Yol ot Your Google account. or following the simple
s vides additi ~ 5
i eiber ot i tional benefits, Registered users can upload an
§, Comiment on i - 5
e and add video responses to videos, and subscribe
. ch their attention and interest. Frequently enhanced functionality
catures conti
: i mtinually push YouTube to deliver bigger and betier services to its
ever-increasing user be e
; g user base. YouTube allows individuals and businesses o own a channe]
an the site.
They can brand and customise the channel as they like and manage the content that is

created and shared. Viewers subscribe to various channels and get updates on new

osts, have

content. Vioggers, video bloggers. who ereate monthly weekly or even daf

popular and some vioggers eam money and make a lving through

become increasin

their YouTube programs.

Promotion on YouTube
5 1o marketing through YouT ub
other contens on the site, The second is

There are two aspect . The first is paid advertising by
promoting video content next o, of during,
having a brand channel, which provides analytics and community features.
st of advertising option:

Just TWo of the many Ways {he site can be leveraged for

¢ managed through Google
d Video marketing chapiers. H
hared on Your brand channel should not be 1o

YouTube has a ho: <. YouTube’s Promote Your Video feuture and
YouTube Fan Finder are
promotion, Adverts can also b
a advertising a0

perfect for content marketing: Content 8 :
r value 10 your Vi

promotional, but should offe eriaiic . i
: o enteriain ViEWers and encourage them to
ers, but if yo!

aceepted by view

AdWords. See more about this
ix the Social i aving a brand channel is
in the Social medt

ewers, Some promotion is expected and

u want
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subseribe and continue to tune
2110 view vour ¢ i
offer value. ¥our content, it is necessary that the content

3, INSTAGRAM

Instagram (instagram.com! :
) is & mobile-based photo app that allows you to take a picture

ith your
‘;’:liged mzh:::u:::e?m :nc:hm add an interesting artistic filter to make it laok
in then be shared on Instagram itself and on other social
networks for followers to view and comment on. People love to share photos, images, art
and funny pictures online. Images tend to attract higher engagement than text-only posts.
Some statistics on Instagram as of 2016:
« 700 million monthly users
+ 400 million daily active users
+32% of people online use Instagram
« Over 40 billion photos shared.
s 50% of internet users between I8 and 29 use Instagram, compared to anly 33% of
internet users aged between 30 and 49 years. (Omnicore. 201 Tay

Some Features

Users have a profile and & unique usemarne. On thyeir profile, users post images o videas
gs and tag other uscrs who may appear in the image or video ar
particulatly appeal to and who might wish to engage with

direct posts, which are posts sent direetly to up 10 15

They can include hashta
who they think the post would
it. Instagram also provides for

rs, Thisisa useful feature for businesses to engage with key influencers, who

specific use
followers. Users follow other users or brand

may in turn share the post with all their
pages that they find interesting.

Posts can bo liked, bY double tapping the
commented on. Each user has an activity feed
users they follow, as well as how people have ¢

(Kirschner, 2015 nstag! 50 offers Sheppini on Instaj
ram al ki g on

? r image, & cription of the product and how mud

ger I s b th

on item to find a lar

picture oF tapping the heart icon, and
which provides the recent activity of the
npaged with what they have posted

gram. Users will be able to tap

des
12




costs, There will also be a link thay takes users direct]
purchase that speeific product, (Facebook 2017b), :
promotion of Intagram ) ;

to the website where they can

With over 400 million daily
¥ users, Instagram is one of the world’s Tirgest mobile social

media platforms. Its benefit lies i i
5
I ; in boosting brand relevance through eyecatching visual
conten potential larpe audiences. Business pa d i
e . ss pages and posts cost nathing Lo set up, but
E media plat apram i g
" platforms, Instagram is becoming a pay to play space. Brands

need to use pro

ee promoted posts 1o reach a more éxtensive audience than they would with
simple organic reach,

Brands can promete posts without a business page, but da not have aceess (0 analytics
and data about their users and their engagement with posts and ads. The large number of
potential followers and the analytics data provided [or business accounts provides

marketers with key information about potential cusiomers

To benefit from Instagram’s analytics tool, Follower Insights, brands need a business

profile, which can automatically be linked to their Facebook Page. Their contact

information will be imported direotly and any Instagram followers will be able to contact

the brand through Instagram.
Because Instagram is owned by Facebook, it integrates with Facebook's adversising
interface, making posting acro
connect with the right communit
monitor competitors and their posts
those that are popular

enable tracking of mentions and shares and

Rare hashiags can make

<5 these channels seamless. Brands necd to ensure they

jes so that they reach the right followers, but alzo need to

and followers. Brands should use hashtags in every

and actually used by their audience. Hashtags

st, preferably
g : tends to-make centent discover able.

content Jess easy for pownu‘al customers or users to find: But,
g 1d get lost among a million other
i shta means your content COW
only using popular hashtags
e unique hashtag. 7
#food renders millions of
‘ d for SEQ. Understanding your audierice is crucial as

marketed and publicised well, can make your content

posts. A mo:
casier fo find. For example:

thesk results, Hashtags 8¢ als0|g00

results, while fivegan will nartow

13



g brand, and monitoring thej
1 eir .
engagement is necessary to ensure that your posts are

relevant. Business profiles c:
©an promote posts directly and can specify the business

objective and call te action
i - Budgets and time periods for the i Iso b
tailored 1o the brand, promotion can also be

4, TWITTER
Twitter is the most . 2
L popular microblogging setvice. Microblogging is a form of blogying
ial WS @ user to i q] e
e publish short text updates, usually limited to 140 characters, which
can ]
: y anyone or restrieted o a specific community. Twitler

{(www.twitter.com) was launched in July 2006. These 140-characiers posts, called tweets,

are usually short thoughts or links to interesting articlcs. Twitter boasts over 328 million
monthly active users, with 100 million of those active daily sharing over 500 million
weets every day. Twitter was thought to be a platform for older users, but lalest stats
show that nearly 40% of usersare between 18 and 29 years old, compared to atound 30%

ars old, Twitter is definitely a platforn that users

of users being between 30 and 49 ¥
access on the go, with over 80% of Twitter users accessing the site from their mobile
phone (Omnicore, 2017b)

Some Features
Each user on Twitter will have a unique usermame denoted with @ and their chosen

F[L‘rcbsmku cs. Tweets can be directed

name, for example s for www.twitler com/robstok
1o a specific user simply by typin| art of the tweet. This is also

r twitter handle. Lik

g their @usemame at the st

o Instagram, Twiticr users use hashtags 1o categorise

known as thei
hrase prefaced with the # symbol for example,

their posts by adding 2 word or P!

ot lick ather tweets that share this 1@

8 . 1k that you can © ick to see other twel o 2
Ihe hashtag will become 2 1in

Users can also choose 1© follow & hashtag, 0
with that 1ag, whethez they follow the user who

information gt evenis such as confe

ges from the event by followin;

eaning that they will see all public messages
posted it ornot. This can be a very useful

rences. Tf you're not at the event, Yor

way of collating ¢ the hashtag, For those at the cvent,

can still follow messa

14




i

all tagged messages can be broadeast in a shared |
location.

very frequently in a shott time, jt ¢ i If a hashtag or keyword is used
s It can beco : . e
ofia user’s tweet stream, me a irending topic and is displayed to the left

Events of global interest
usually feature heavily, but sometimes brands can trend. 100

although not always 5

; meci: 2 qwm‘frei‘\’;i‘;“s“ fcas.ons) IF a tweet is considered noteworthy, it can be
: . Retweeting means reposting somebody else’s tweet (o your

own profile, along with their username. Twitter automatically displays this as a reu;-eet.

A quote retweet allows you to retwest another post, and include 4 comment about the

weet as well.

Promotion on Twitter
Twitler has become a popular and important marketing 100l for many organisations,
brands and individuals. Many brands use it successfully for rapid cusiomer service, Tor

example, @jetblue @klm and @dstveare. Twitter fias become @ great market research

and consumer insights tool. The ability to search for brand keywords on Twilter and track

indirect conversations, offers huge insight to brands. Its immediacy allows for news to be
broadcast io dedicated followers and fans first. as pop star Lady Gaga has done with

). Dell lists several Twitter channels {urww.dell comfowitler),

single releases (@ladygaga
many of which exclusively relea
self-service advertising options;
se include Promoted

se offer information (@delloutlet). Twitter has a scries of

which are covered in detail in the chapter on Online
adyertising, The! Tyweets, Promoted Accounts and Promoted Trends.
ertising. The
5.SNAPCHAT )
hed in 2011 Tt is a mobile messaging service that sends photos.
ings, but the messag
o download and fre
ular with teenage audiences, who 52
are under 25 though fhi
twork. Around 35% of users admitted to

Snapchat was launc 2
¢ only lasts for ten secorids and then
videos, texts and draw

disappears. Snapehat 1s ree ¥

e to send messages. Snapehat has proven
em (o enjoy the cphemetal nature of

extremely popP s is changing rapidly, and 28% of

the app. 71% of Spapohat users .
the most important social ne

US teens consider it
15




all tagged messages can be bro
adeast
I a shared Jocation. If a hashtag or keyword is used

yery frequently in a short time_
4 2, it can beeq : E
of a user’s tweet stream, e a trending topic and is displayed to the left

Events of global intere:
st usually feature heavily, but sometimes brands can trend 00

although not always fi 4

;tw“i: £ qmgymi;g;“s“t‘ffas?ns). If & tweet is considered noteworthy, it can be
e " o etwesting means reposting somebody else’s twest 10 your

awn profile, along with their username. Twitter automatically displays this as a retweet.

A quote retweet allows you to retweet another post, and include 4 comment about the

nweet as well.

Promotion on Twitter

Twitter has become a popular and important marketing tol for many organisations,
brands and individuals. Many brands use it successfully for rapid cusiomer service, Tor
s become ¢ great market research

example, @jetblue @klm and (@dstveare. Twiner b

@)

and consumer insights tool. The ahility to search for brand keywords on Twiller and track
indirect conversations, offers huge insight to brands. Tts immediacy allows for news to-be
ed followers and fans first. as pop star La

| Twitter channels (www.dell com/twitler),

broadcast to dedicat dy Gaga has done with
[adygaga). Dell lists several

single releases (@)
ase offer information ;

many of which exclusively rele: @cellowety Tritler it
selfservice advertising options, which are covered in detail in the chapter on Online
advertising. These include Promoted Tweets, Promoted Accounts and Promoted Trends.
5. SNAPCHAT '
Snapehat launched in 2011, ltis 2 imobile messaging Service {hat sends photos,
Snapohat was laune 1.
videos, texts and drawings, Bt the messag
fi
disappears. Snapchat is free 10 download and fre
o audiences: who 38

ar with teenags
are under 25, though

ant social network, Around 35% of users admitted to

15

o only lasts for ten seconds and then
e to send messages. Snapchat has proven
em (0 enjoy the ephemeral nature of
~ exbemely popud nis is changing rapidly, and 28% of

the app. 71% of Snapchat Users

US teens considet it the most imPe



using the app because the content g
with 60% contri i disappears. I 2017, there were 166 million daily act
users; o.contributing content daily ion daily active

Over 9 000 snaps are shared per second i
platform receives 10 billion dail R i
haily video views. The ave
_ + g rage user spends 30 minutes a day
on the app: Snapchat has s )
43 million m-p as scen. exponential revenue growth, In 2014 its revenue wes US
E ; Hus y o =

- . grew to US $50 million in 2015, US $404 million in 2016 and &

whopping projected US $1 billion for 2017 (Techerunch, 2017).

Some Features

Users have a profile and use the app to share Snaps. A Snap is en image that the user can
modify with filters or the drawing tool. A filter can denote the outside temperature, your
speed, time, location and more. The Draw tool allows users 1o draw over the photo or

video, with a full colour spectrum, and Type allows them 10 aonetale and add

personalized text. Users can also add Geofilters and sponsored lenscs fo the photos. both

of which have proven strong marketing tactics for brands.
Another popular Snapchat feature is Snapchat stories. These stories are Lroups of images

her as a kind of mini-movie, that is available for a user’s followers ©

or videos, put toget
view for 24 hours (Webwise, 2016).

Promaotion oo Snapchat
napchat Snapchat can be used for sharing vatious content

be value added contenit, in the
t can be starytelling content, taking your audience

any culture and

Marketing and advertising on 5

with your audience. This can either

form of how to-s, latest
industry matetial, and relevant tips; O X
behind the scenes of

values and providing @ B

your pusiness 07 showeasing aspects of your comp:
Jimpse ino the brand. Geofilters and sponsored lenses ate glso
(once to €NgaEe with the prand on the platform. Brands pay &
1

ch as US §750 000 & day, to provide branded filters and il

great ways to get your aud

daily rate, sometimes 3 U

hate.
Lenses for users to PIaY ith and S




your page should incorporate your key gy
ases and key

(,ptimisad for search engines, words to ensure. your site is

gome key tips for a great
it £168% company page include:
1. Highlight your business entities with
; ; fith a showease page
2. Share engaging conient regularly
3, Dptimise for searc i &
h engines using keywards
4, Target prospective candidates with a Carecrs tab
5. Use an eye- ing c i
5 eye-catching cover image to grab user arrention (Edgecomb, 2016).
Showcase pages
LinkedIn also has Showcase pages, which provide a way for companics 10 highlight their
individual brands, specific products, or new initiatives. Shuwease pages are an extension
of Company pages. A dedicated page helps drive engagement, and allows businesses 1o
share specific content with a targeted audience. L inkedln users can now follow only the
are interested in. Showease pages art designed to build

aspects of your business they
d LinkedIn suggests using Sponsorcd

relationships with relevant LinkedIn members, an
Content and Sponsored InMail for more campaign-hased marketing efforts

LinkedIn Groups

LinkedIn Groups allows for with other professionals and businesses

your company to join
outside of your immediate circle of contacts. It broadens cxXposuIe and connects your
business with others in your industry Tt provides 4 platform for you @ share industey
establish your busin

attracts visil

ess 85 4 thought leader. Participating in Group

expertise and
tors to your company page. Groups help extend

otentially
structive feedback from relevant professionals

nt and prc\’tdc cons
mn about target audi
oin Groups that
a Group jncreases

’ discussions also P
the reach of your conte!
Groups share jnformatio
insights, 1t is important to j

content 01

ences and provide markel researchers with
gre relevant to your business and interests,
raffic to your page and your website. Ta
Sharing company i

: dnfm i as overly promotional in Groups and only pushing your own agenda,
avoid being secn
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1948, there was only one Ml
can boast of 129 Universities, 87 Pui)ﬂml::i: ; 2;'“ i
of Education, 36 Colleges of Ariciliuee s,S'J Monotechnics, more than 60 Colleges
Technical Colleges and 108 Innovative an:i v C?ﬂeges of Health Technelogy, 132
VEIs). ocational Enterprise Institutions (IEls &
2.1.1.4 SOCIAL MEDIA USAGE AMONG TERTIARY INSTITUTIONS

Since the last two decades, the higher education market, whether on the national or the
international level, has become extremely competitive. For Whisman (2011). it is
imperative for institutions 10 follow & clear-cut differentiation and marksiing positioning.

In order to achieve the required differentiation, branding became the name of the game

(Kizilbash, 2011). Universities following a business-oriented path, and renaming courses
as products, have been object of debate amongst scholars and practitioners {Durkin &
McKenna, 2011). Mainly Faculty have difficulty in accepting this management jargon

believe that institutions in higher education themselves become brands, while others have
questioned the value of branding in the education sector

Despite criticism, branding activities evoke associations and images, Among other
factors, the visual imagery is considered by prospeetive students while comparing
universities, Universities are increasingly using soclal media channels for branding
inck Stagno, 2011).

delivering useful information about

interaction, the srudent  engagement, and

PUIposes (Constaminides & Zi
the ingtitution; 2) in

Universities may benefit, 1) in
studam—m—smdcnl

strengthening  the - i
) puilding the campus community. Institutional

life, and 3
since it imp
\urrent, and potential students, alurnni, parents.

involvement in campus 2 o o
Brand ior challenge lies communicating, effectively, off-line and
anding s a majo! s
onling; with such diverse stakeholders as ©
s enti and ne

faculty, staff, the scientific
Social media marketing js effe : R
while empowering the CODSUTET 0 meur.ac « "

rable jmpact o1

20

through social medi

community ws agencies (Constantinides et al2011)

ctive for pranding purposes and communicating ohjectives.

side rand image {Xia, Chunling & Yujie,
4 has & €D




2012). ‘Several  authors haye

Te] &
commusities (VBC) (Schembri potted e imporiace of building viruel brend
. Latimer, 2016;) through social media. A VBC can be

defined as the ageregation of
users that share the same interest in a brand. Branding and

consumption  efforts meet. “Wh
Yneneves

SERE r members frust a VBC, incremses in users’
eng igher levels of loyalty are
ist ; Y present Hakala, et al (2017).

.2.1.5 Impact of Social Media on Education
As per the survey of previous . A
B ir i previous research, 90% of college students usc social networks.

chnol as shown a rapi 7 i 2

d apid development by introducing small communication devices
and we can e it

use these small communication devices for accessing social networks any

time anywhere, as these gadgets include pocket computers, laptops, iPads and even
simple mobile phones (which support internet) ete. Wagas Tarigy, Madiha Mchboob., M.
Asfandyar Khan , FaseeUllah, (2012). For the purpose of education social media has been
used as an innovative way.
eiter way, in the educational classes’

Siudents should be taught to use this tool in a b

media just being used for messaging or texting rather than they should lzarn o figure out

how to use these media for good. Social medis has increased the quality and ratc of
udents. With the help of social media studen!
Kkly with each through various social sites like Facebook, Qrkut.

013). Itisalso important for student:

collaboration for st 15 can easily communicate

or share information quic!
and Instagram etc Gitanjali (2 s to do some practical
work instead of doing paper work.

o enhance their knowledge skills.

They can also write blogs for Teachers as well as for

themselves t

§ OF SOCIAL MEDIA

2216 ADVANTAGES AND CHALLEI

PROMOTIONS
People are finding it easi

through traditional media ch

i i tol
opportunity to interact with €U
se to engage ¥

er to switeh off of ignore rraditional advertising, particularly
annels such a3 T or radio. Social media gives brands the
mers through relev
ith on their terms:

ZL

ant and targeted communications that

customers can ¢hoo!
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“Punctionalist sociol i
o X
the various needs an:;:see “Nngm! 1974) viewed the media as serving
society- -
social control and S

This,

al 5 : cultural continuity,
e ms“p:oi:':;‘h;:; of public information of al kinds.
viduals ‘also use media for related
purposes such &s personal guidance, relaxation, ad i {
arxd ey Birmatiin? s Iela , adjustment, information
:mil:o:plzzoz.::;::: zt::ams that the :n‘ldim\cc has various needs thal prompl
3 y media or media content, Therefore, the focal point is
that the theory is of the notion that there are distinet benefits the media message
consumers envisage to gel from any medium they would exposc themselves to. Onee the
medium does not deliver 1o the people those purposcs, necds and or benefits they
anticipate from the organ, the tendency is that they (the audience) will desert the very
channel or content that does not satisfy them.
The import is that the media audience is not an “idle’ soceer spectator thut accepts what
his football team plays; failure of a medium io satisty the audience’s basic desire
10 search fo
has it that the first research conducted on the

regularly will give them room - another medium. Lazarsfeld and Stanto.
1944, 1949, cited by McQuail (2010:423)

s theory “dates from the early 19405, and focused on the reasons for

uses and gratification:

the popular appeal of different radio programmnies. especially 5080 aperas™ and quizzcs,
wspaper reading.”

imer (2011:1) developed b
(udies where the audience i
m the content of the mediaor 2 media propramme

and also looked at daily ne' :
i W y Katz, Blumler, & Gurevitch

The theory was according 10 We
(1974). The theory 15 applicable 105
use based on an anticipated penefit fro -
i 5 T 14

5 g - s opr discourse here Spring
T gl '[Al'l" ?« usage of the social media channels depends largely on the
‘-‘n'!Versity b gerive from them (the social media channels). The import is that
jon they denve :

aention o media pmducnons o
(the media services) offer

s free to choose whal 1o

t the students in the

specitic satisfact r services strictly om the bases of the

the public give to thie USEIS.

satisfactions which they -




G

So, the
content they consurme.

dizectly or ind;

pates actively in determining the very media

(nee more, the teory could be viewed as
ooks into why the university. co v very relevant to this study as it (the sudy)
it mmunities i : Z
siedia in Nigeria. within our coverage radius use the social
Therefore, this study focuses on ascertaining the
media serve for their users th : g the purposes and the benefits which the new
T G ;
B i s that invariably sustain their usage. It presupposes that there
action: = .

ey s the new media provide to the public without which thelt usage

would have been wa ¢
: mned. Hence, the uses of the social media have been in existence for
jears, it is an indication - certainly ; -

¢ that they certainly provide meaningful gratifications 10 those who

use them.
This study shall unearth the henefits or gratifications which the social media or the new

media present to promoting a polytechnic in Ogun State Nigeria.

Just as all commercial commaodities have definite needs they provide theiv satisfuctions o

the consumers, in a much similar way, all media and or their conients are envisaged o
ise, the audience in {heir discretion could jettison

heir users. Otherw
a “profitable consumption.”

play certain roles to U
the very media or 2 media conjent that tends not to present

Such profitable consumption in
satisfactions which 1
¢ uses and gratificati
the media of the

e context of this study i3 referred 10 as gratifications,

purposes, benefits or he social media pmvidc 10 those who use them

The major mphasis 0 the ons theory is that the user of the audience
emphasis

art in the choice of

hat (gratific

cetical significa?

media content heor she consumes; and
t or the media offers. From the

ations) the content
i of uses and gra(iﬁcatinns theory Lo this study

plays a great p
his is determined bY ¥
argument above the theo
Tias been made clear:



2.4 EMPIRICAL FRAMEWORK

ghabnoor and Singh (2016) i %
) in Social Media its Tmpact with Posit 2
Aspects concluded thus: with Positive and Negutive

As the technology is growing the social medi
. 3 edia has become the routine for each and every

person, peoples are seen addicted with these tech "
L is echnology every day. With different fields
its impaet is different on people. Social - -

i i . ial media has increased the quality and rate of
allaboration for s 5
- 1 ) tudents. Business uses social media to enhance an organization’s

rlormance in vario vays s .
pe 3 us ways such as to accomplish business objestives, inereasing

I sales Sontion v

annual sales of the organization. Youngsters are seen in contact with these media daily
Social media has various merits but it also has some demerits which affect people
negatively. False information can lead the education system 1o failure, in an organization
wrong advertisement will affect the productivity, social media can abuse the society by
invading on people’s privacy, some useless blogs can influence youth that can hecome

violent and can take some inappropriaie actions. Use of social media is beneficial but

should be used in a limited way without getting addicted

Also, Joana and Maria (201 8) in Social Media as a Marketing Tool {for Eurnpean and
North American Universities and Colleges, concluded thus:
On all the prominent social media, US universities benefit from & substantial higher

s than their counterpart, European users favour Facehook. Linkedln,

number of follower:

Twitt d. at last, Insta o G is marginal. Jn the US the preferred
witter, and, at last,

gram. Participation 1

Linkedn, G+, Twitter, and Instagram, Our study agrees with

soclal media are Facebook: s i
Smith (2010) and Barnes and Lescault {201 1) thm-, fm‘m the putsp_cm; of . e jismr
Facebook is the most popular social networking St for hoth regions. Consequently,
several practical implications €47 be
When wniversities’ data ©% publicatio!
followers, contradictions

posting are Facebook and

drawn.

s are contrasted W
were found. For poth regions, the most popular sosial media for
Twitier €% wwed by Youtube, Instagram, and

ith users’ choices to ENZAES a5

acque, Tl

25



Linkedis. In Eaurope,

the social
networking site i
despite the fact that it is the second opti site LinkedIn is neglected as a matketing tool,
Option for users, This same conclusion is valid for the

1/8: Linkedin is also the seco) .
1 option for followers, but fifth in t
there are more G+ than Twitter follower, v erms of posts. Moreover,
8.

Priorities should be reset. Regarding user enga
{ollowers, equality of means between the two gl::wm‘dmwfmd e
pacebook, Pinterest, Flickr and Youtube. Differenc '“’C_" . W"Flfs w“'“f ["_““d ‘ror
I Tt oo n £5 exns.t for the social media LinkedIn.
= popular in the US, but not in Furope, and Tavitter
attracts visibly more followers than in the ELL In terms of practical implications, it would
be advisable for European universitics and colleges 1o raise the number of tweets.
Mangold and Faulds (2009) already identified Twitter as an effective way Lo oreate strong

hrand communities.

Despite the popularity of Facebook, Twitter is also more indicated for interactions
between brands and users (Smith, 2010y, Users fallow more than one T¥pe of social
media, In European higher education institutions, high correlations at the 0.01 level were
B, Linkedln, G+, Instagram, Youtube, ‘and Twitter

found between the number of F
en of them with values pigher than 900,

In total, 11 correlations are present; sev
ould be advisable for European universities and

tical implications. it wi
angold and Faulds (2009) alseady identificd

followers.

In terms of prac

colleges to raise the number of tweets. M
Twitter as an effective way © create strong brand communities. Despite e popularicy of
more indicated for {nteractions between brands and users

Fagebook, Twitter is also
(Smith, 2010)




CHAPTER THREE
RESEARCH
31  Introduction METHODOLOGY
This study ?s aimed at finding out how effects i
ge-of terilary institutions. Th ctive social media adverts are in promoting the
i A the promess G i i chapter gives a description of the method used in data
used in analyzing the data
A i ata collected. That is, this chapter will
in the re: E v
puil search design, population, sampling of the population and so on
33 Study Area g
s study wi v o
This study Pﬂuld be conducted among students, staif and other stakeholders of Abraham
Adesanya Polytechnic, Ijebu- i
'y . ytechnic, [jebu-Igbo. This is because the study is centered around an
educational institution with a Public Relations setting.
14  Population of the Study

Population can simply be defined as the count of number of residents within 2 political

and geographical boundary such as & town, a nation or the world. Population is also the

{otal pumbers of inhabitant of o particular geographical location About 30 respondents

will be served questionnaires.
35  Source of Data

This can simply be referred to as whert
ering one

e the information orl inates from, Whils camying
out this research, we will be consid source of data which is: Primary data
ers gotten from respondents- The answers: will be derived from the

1 be approved bY {he supervisor-

which are the answ
questionnaire that wil
36  Research Instrument . ‘

2 be Jefined as AWY device constructed for recording of
i mg.mnnenthﬂz‘“ cans of & be used for solving the

Gl

researcher will
@ straghire of

g Techniques

athering information @

stionnaire. Closed ended

measuring data. It is = e
make

research problems. The

questions will be used in

ize and sampl

the queslionnairc.

3.7 Sample S
27




A sample is 2 representative of ¢
& of the whole population, Sampling is talken to any population

45 & representative of that populasi :

e LT on. Sample s the actual number of & part of the study
of population that 18 objectively selected for ik LG
o entire population e t the purpose. Sampling is necessary becayse

e cannof i =
i © studied as it may be too large and cannot be controlled.
The samiple size of the study is approximated 1o 30
35  Method of Data Analysis
The researcher will make use of descriptive statistics by the use of raw data and simple
percentages. The analysis is based on the assumption that responses from interviews
represent the opinions of the listeners and that answers given to the questions asked were

given in at most good faith.




CHAPTER FOUR
DATA ANAL
YSIS Al N
40 INTRODUCTION ND PRESENTATION

In this section of the research a clq, uestiomnal
e study was made from th o stiomnal
i 4 : m the returned questionmaires

. : in simple percentage of tables.
.A.ualysw imd interpretation were equally carried out. The guestionnaires Were
administered to different people in various communities,

However, this chapter deliberated and analysis the series of information gathered
from our respondent and judiciously checks the strengih of our hypothesis. The
sesearcher deemed it fit to employ simple percentage method in analyzing the collected
data and chi-square were used in testing the hypothescs.

Table 1: shows that the distribution and return of the questionnaire admivistered to
the respondents,
4.1 DIQTRIBK'TIO’\' AND RE'TURN OFQUEQTIUNNAI

7 Re Responses —L U\alrlhuuon i ﬂtﬁ:d__:T
= —— F= 30 |
| Rtspunduu | el C
. £ n
Total S

-
Source: field sur survey 2020

ws all the total of 30 questionnaires distributed on the field, 30 was
s

The ahove table sho'

filled and returned.
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rable 413

workljob of the respondents
— i,
Option
Percentages "‘
—Civil servant 80% J\

P)E;Lreptencur 5 e L I
6.6% |

"_ Wﬁ_‘( oo

Total 1 S —
‘ | 2 | T00% |

— —

Table 4.1.3 above reveals of 24 respondents representing 80% are students, 10% are civil

servants, 6.6% are entreprencurs and only 1 of the respondenis is @ trader.

RESEARCH QUESTION 1: How expased arc respondents t0 social media?
Question 4: How often do you use the social media?

[ Option Tif_FT@.my_fTP_
e e e T
Everyday ‘ 8 |
— Weerly | %

i use social media very

while 23.3% of the

s that majority of the sespondents don
| media eVEry day,

e table above revedt :
ndents Use social

‘offen, 26.6% of the TespO
tespondents use social medid wﬁckl)'-



estion 5: Which of the: A
Qu ¢ social media platforms do Vol e »
& most?

g Responses ¥
Tequency P
Percentages

o L
= Twitter ‘_'_\7—“]’_7 |
//—L\# 233% —
WhatsApp 5 |

| % |

TLW G
rr
[ Total T ‘
- T % |

L | | e

Instagram

JEEE=a
Facebook

The table above shows that majority of the respondents use WhatsApp the most, 23.3%
of the respondents use Twitter, 16.6% of the respondents use Instagram, while 20% of the

respondents use Facebook.

Question 6: Do you also us¢ social media to socialize
s —

T Rapeaas | P
e
= e =

| e

e
al Ve W majority @ S nts alway social media to
Th jorl {he respondents always use gocial
ajort! f
¢ wble above shOWs that

socialize and wransact:



ESEARCH QUESTION 2:
Do schools use socjal media enough for publicity?

question 7: 1s your school on social mediay
g ?!

Responses

Frequs e
neicy Percentages |

Ne et il

it \ : I‘ 67% [
Total ﬂ 30 \ 00% *JI

1 — s

The table above shows that majority of the respondents indicates that their school is on

social media.

Question 8: How often does your school social media handle converse with the public?

Percentages |

_\r};eﬁmcy ‘
{.i_ff_sf—a‘r———?& .

Jlf*—v”‘T

= _Iﬁrflf_i_i

O TR
Ouly during huge

| occasions e S
Total T 30 | —
i _ e

pondents affirm that theit school social

rity of the res

erse with the publie only durif

hows that majo!

The table above Sl g huge ocoasions.

madia handle conV



Question 9: Do you faney your sehools
Responses § social media engagement?

Freque e
kil Percentages |

=t T ]‘
s

: Al
L((—ﬁ\_‘ \ e
T =
e e —

S o O 1

he table gbove shows 5
; shows that majority of the respondents faney their school’s social media

engagement.

RESEARCH QUESTION 3: How do social media adverts influcnce student’s ehoice

of school?

Question 10: Students tend to be attracted to schools with a good social media

engagement

[ Responses "_*F_r@?n?* T “Percemiages |
i als

| Strongly agree

e |

| s RREE S,

| Strongly disagree I

D o

e R T e

\ Undecided ,JO_)’{L_
R

e | "
agree that students tend

spondents strongly

iority of the r&
hows that majort
The table above S 5 agoods edia engagement:

1 be attracted t0 schools W1

34




Juestion 11: Schools with et
Perfect social
Pn:spe‘m"e stofbuts: 1al media ads will gain the attention of more

Percenfages

1

T s |
m:m y sagree

J\ o6 |

_’_ —

{

D)sagree 3
L’fUn—declded ‘ 0 I
\ | |‘ [ |

o . L

Total ‘ £l I W |

‘ 4"—‘—4L |

The table above shows that majority of the respondents stron ly agree that schiools with

ive students.

perfect social media ads will gain the attention of more prospecti

Question 12: Schools with a good number of promingnt alumni s likely to admit

students.

A
‘ Responses

Stongly 8Eree

| e
| Disagree

" Undecided



fhe table above shows that majoriry
! of the re;
good nunber of prominent alumni are el spoidents strongly agree that schools with
€ly 1o admit student
s.

RESEARCH QUESTION l
4: How can
" 5 AA] i
public attention? POLY use social media adverts in driviag

Question 13: The PR unit of
the school should use social media platforms to push morg

publicity.

e _ - —
‘ esponses | Frequency | Percentages o
b oS s

14 P

[ Strongly agree |
LT
|

- |
Agree | W |
|

T

‘f—’s‘,@ﬁam—g{;'

1 I

Di ische_

~ Total

ondents strongly 2aree {hat the PR unit of

hat majority of the resp

The table above shows t

{he school should use soci: push more publicity

al media platforms 0

Question 14: Bi weekly social pmedia engagements o2 help the school gamer public
i . Bi-

g ({_,{,,{_){;_,_,7_7
—— T Freauer®y | Percentages

[T Response e
| = o W% |
[ Suwongly a8ree e | 3|

SAlodai = 36.6% \

atiention.




The table above shows that majority
v majority of the respondents agree that Bi-weekly social media
engags t Ip the school gamer public attention
pgements can help th Re on.

tion 153 s who social L
are nedia inclined should be given access to amplify

storics and events in the schoal.

AR .
[ Responses [ Frequency ‘ Percentages

P
i Strongly agree
L
| Agree

Sirongly disagree

[T Disagree

‘F*T@cﬁd—er*
= e P A —
[ Total 7‘ 30 i 7_1_&

T bove shows that majority of the respondents affirm that students Who Efc
o A (¢ Shows i

Ip e Jould be giver access to amplify stories and svents in the school

show!

soclal-media inclined




CHAPTER FIVE
and R

s
¥, Conel

Jopic: Effect of Social Media Advers i
i 3 in Pr o
5.1 Introduction omoting the Image of Tertiary Institutions
The study was based on the effict of
3 - mass media adv s ;
social media 23 a tool for advertising th Edlal advert on corporate image: It hinges on
e sch i e s
students, In the study, the researchers used 0.0 fi1s s porpettinn ArhinEs )
o the social media platform of the school to:run
mission purposes, trendi
s ling events and other forms of pulblicity.5.2
Summary i
The result of 5 ;
_‘“ result of the research was expected duc to the predicted reach the posts will get. The
features of the post include contents that are captivating and readily capable of pulling
attention of potential students to the school
Since the Twilter account of the school has already gamered fans an the platform, it was

suggested by {he supervisor that the researchers use the sehool’s platform for the

publicity. This was made possible when the account details were gotten and utilized by
the researchers.
5.3 Conclusion
The study has successiv
titutions.

ely looked at how social media can be & [actor to promoting the
image of tertiary ns

5.4 Recommendations
nals who can handle

the expertise of profession

should employ
be able to utilize {he social media platforms

nit pmper!y o
me after time.

1. The management
{he Public Relations U

1o publicize the school t
or to almost sin,glchsmdediy attract publics to the school

handler 5o the work will be seamless.

The social media has the pow
unif slTould employ &

The Public Relations
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ADESANYA POLYTECHNIC

Dear respondent, QUESTIONNAIRE

1am a final year student of the department of M;

instituti ass Communication in the above-named
institution and I am conducting a res 2

ial media ad " sarch which requires your responses on “Effect of
soein verts in promating the image of tertiary institutions”.

Plense, your eandid answers are required to the questions in the questionnaire, Note that
this exereise is for academic purpose only. Your responses will be treated with utmost
confidentiality. To guarantee your anonymity, do not write your name on the
questionnaire.

Thank you

Please tick [ ] appropriately.

L.SEX:

Male[ |Female[ ]

2. EDUCATIONAL Ql'ALlFlCATlON: OND[
3. WORK/JOB:

Student [ | Civil Servant [ ] Entrepreneur [ ]
i u use social media? Everyday [

JHND[ ]

1 Weekly [ 11 don’t use social media
4. How often do yo

[ 1] ?

5. Which of these social media platforms do you use the most?
! C k[ ]

Twitter | ] WhatsApp [ JIns28™" [ ].Fa z};n: m,ls o

6. Do you also use social media 1 socialize an

Yesf |Nof ] il
7.1s your school on social media?

Yes[INo[ 1 2 s‘m o m'dia pandle converse with the public?
8 How often does your 50 i %

1
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Method of Productipy
- Content DevetupmemlEdiling

Creating the posts for i PUPOSS will be hangjeq by the rescarchers fnvolved, Editing

vill or may be superyiseq B the supervisor. Content creation is imporiant 10 make sure

@ study. Contents that are soclal-media-inclined
and educationally patterneq Will be created for this study,

. s o {he researchers will follow other academic platforms
L e platform, ; i
After using th .sc}u:o[!s plat ]é_ {n posting adverts contents for publicity,
j choal’s handl
re

n‘%mbeposmd"
% a7
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We are expec.‘fug You |
rack again. Com, io 4

" the Timberiyng

i Let'y &8l Your acadomic Journey on
rakam Adesany,

Polytechne, Tiebu-Igho and Kicksiart

= Relp you aehieve them, Come to Abraham

: : d Star o degree! Follow us and Check details
in our bio.

You can mq, i
ke our school Your alma mater. W gre ready to welcome you with

open arms. Come 1o Abraham Adesanya Poipioctnic. Ay ICT Polytechnic th
takes pride iy EVing best academics 1o 1is Stydents. Follow us and check omr bio

Jor details.

Itis the hope of the researchers that the social media adverts will be viabie in alfracting

more audiences for the school,




ebessapy || A "'ojio4 |

HAodeswioosejeoy;0 Aq pamojjoy
eusbiN ‘unBg ngafy ‘epabjy
/Bunpaflodeefu

uoneanpy

dluysaijog eluesapy weyeiqy

Buimoyo 4 S18mojjoy Sisog

LL 0sg 9

U

EOOL D agy "HLS . g0




0 Wi St by
200 poss abous the ooy #6985 10 the social media hundles and
fora timeframe of 3 days. This strategy is

iwwhﬁfﬂsnm Th

NS Means tha daily, the researchers involved
will post shoar 20 POSES per day with the hashtag,

Boived i Shs studv are 10, Because prospective students might start making

Tere will be people singled 10 answer to those questions.
15 of the impressions and reach will be done to

e impect of the job.




