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ABSTRACT

The effects of social media adverts on corporate image are quite phenomenal due to the
wide reach of the tool in increasing reach for brands and or¡;¡anizations alike. Aiany
corporate organizations including higher insrirutions have pulled many audiences W
thrnm:lves using the social media a:,· a ermr:ise pfo(form 10 urn to
gain admission in their schools. The Uses ahd Grarificarions
study to /Uríher gather momentum wui pul the re.1ean:h on u

rn·earchers i.se the school's social media ¡tlarform (fmllf'r) '""'·' "'•'"'"""R
that will further pub/frise the schuol and p/ocr? it rn rhe
irha may be pmenrial studenrs or may hc1w .friends wl1n
.:.-"1100/, The research concludes that lhe social media can

advertising lhe instilulion in this clime.

Kepvords:F,((ecr, Soçia! ,\frdia, Aiil'er/, Cmpara/e Jma1;e
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CHAPTER ONE

INTRODUCTION
l .1 Background to the Study

Social
me?ia

was coined from the two operating; words social and media. Social, in this
context, simply means the int(.•raction between in<lividuaL, oí common inkrest, a grnup,
ur even ª community, ATici media aô. tlie name implies. is tl1e medimn, chann<.:L nr

platform on which a!knvs for creation and e)(ch:mge flf ut.Cr•g(.:W:rak<l cot1tents. Social

media is less lhan 1Wo decades in existr:nce but hav(: gc:ined widespre,1d an:?ptar1c1:. ln

2003, Linkedin was bunched and thi& was followed by My;;¡iace filld Fa.cebook in 1he

year 2004. Due to tbç charncter¡stics of foceboúk. it n.:.:i.:in:d ,1 wi,kr acceprance in soóal

circles more than oth-.:r? (Bacon 2011). Yout11bc w<1.s L.mm:bt.:d in 2005 followed
b?

I"w-ilter, followed by others such l!S Blügglng_ Google·, lnstagram, l'intcn:sL Püdcasring

Snapchat. etc. All these h;l\·i; g<lÍllLll mure.: tb.1n om:: billion users workh-vide in jüst owr

ten years of existence

As the name irnpli<'s, s01;ial media ndworks is wganlc.:J 8.'; si1c;;; whtre lndividuals cot1ld

s.m:ializc, meet olJ and m:w friends and interact \Vith e,ich olf1¡;r_ fo?! a1s tl1L imcrnét 1,\as

E1pplied into business organizati.Jns from thi.; milit.:iry, so abo thi.; commercial value uf

social me-dia nct\vorks be-came apparent ;md gnim:J the: attemion of busincs;; matiagers

and became the best friends of mi:lrketcrs in virnrnlly all organiz.ations vúth presem;c on

the internet. Relationship building anJ interactions are the im:ijor mtscms for the adoption

of social media networks by individuals, however, org:-mizc1tions kv?rng.:: the ubiquitous

us.age of thc,-e sites and views them éb platforms on which to interact directly with

existing and new cu.stonu::rs for their goods and f'>ervices.

This is a dear pantdigm shift from the lraditiom1l methods of interacting with customers

as more than one customer can be reached easily and cheaply as well with just a click of

1he button. jlirsonal interaction with customen; instills smooth feeling of loyalty a11d

questions are answe1ed '"ithe? (Assad and Gomez 201 l),



This studY sets out to unravel the effectivene;;s of social media net,.,,wks adopted b)'
various business organizations can ?rve as a str<1tegic tool for organizmional marketing
management. It is believed that this study will assist Abraham Adesanya Polytechnic,
ljebu-lgbo and management on the suitable platfonn for exposing the school \.o the

outside world.

1.2 Statement oftbe Problem

Abraham Adesanya Polytechnic is still relativdy new rn public knowledgt: siritc LB 13

year? of inception. Most times people do not get ii.1 know the ::;chool when ít
_gi.:;t;.,

mentioned_ This is practically as a result uí htck of soc.:bl media prçscncc. Students'

us1;1gc of soda! medi::i is one of the ,inly ways through which lhe sdmoJ is really known.

This lack of social media pn:scm:-c is not attracting the ne?<led developmcnl L() Lht :;chool.

Stakeholders. and brands arc not findinb', thl'. scht7L)l .a solid groml{l to market rn)duct;;

or organize ,;;-vents in hecause the public do<.:s nil\ really know the school. Hence lht 11e<:d

for the school to infu?e soci:1l mtdla ad\-enisint? in hringing in more studcma and

extensively promoting the sthúül's lmil!_.!<:. The sruc!y luob c1l how it is. possíbk for Lhe

school to engage prospective studenlS 011 s.ociul media by eslubli:shlng ilsdf ütl all social

media platforms so as to drive in more .ii.lmission in yc:ars to ctimc

1.3 Objective? of the Study

Fom objectives will guide the stud)

1 To know the exposure of AAPOLY s.tudents li.l social media

To know the most used social media sites by student? in /\APO LY

3. To know how soda\ media ad"erts influence students' choice
o?·school

4. To know how AA.POLY can use social media adverts in driqng public attention to

the school.

1.4 Research Questions . .

To adequately· achieve its objectives of this srudy, the followmg research questions were

rai$ed;



1. How exposed ate AAPOL y students to social media?
2. \\-'hat is the most used social media sites by students in AA POLY?
.). How do social media adverts influence students' choice of school?
4· How can AAPOLY use social media adverts in driving publk allcntion to the schDol?

1.5 Scope of the Sludy
The study will cover public social media users cmd gd their perception on the school

Advens will be create-d on social mi.:dia pl11tforms líke ·1\vitter, FacdmDI.: and lnstc1grnm

This is imponant so the rcsearcher can preci?dy know hqw TTllH,:11 th1c public know? the

school. Hov..-ever, to do this, thi: researchers will mab:c use c,f v¡¡r[ous pl;1tfom1s trJ get

your n:sults. Asides that, ad;-ert con!cn!s will be LTCitlcd by the researchel's and such will

CDnsistently be pushed so a5 IO pull tlie- public's J.tlcntion in rhe sb011est llrne possible

1.6 Significance of thtl Study

The relevance of this study cannot bt 01·cr emphasized. The n?sean::h 1.vill help tú

publicize the school lo its prosp:ctivc ?turkn!? Sim::<." milking the ?chúül go pubfü: is th(:

aim, the platfom1s like Cf witter, Instagram and Fau:hlH)kl will a lung w.;.y in making

that possible. The study will lta,·e ii p(1?itiYt: imp;ict on the ?chuul ,:1.rnl
b_y c:dcn?icm; th;.;

students who ,,,.ill he encouragcd to !1aunt their identity ii:i- ?LuJcnt1:, 01· the ,d10vl. It is

also expected that the results will provide a decp?r understandtng of th,; social media

phenomenon at hand, espc-dally within the Nigerian academic context.

1.7 Definition of Terms

Effect:To have a strong efiect on somco11e or somi.:thing

Soeial Media:Websites and applications that enable users to create and share conk'ut or

to participate in social networking.

Advert: A marketing communication that employs an openly sponsored message to

promote or sell a service, product or idea.

Promote: To s?¡,port, or activelr encourage (a cause,
venture,.etc.:

lmage:A representation of the ??ternal
form of a person or tlung mart



LITERATURE REVlEW

J.0 INTRODUCTION

Social media is such an ever?preseot part of our lives that it is nearly impossible to

eng.age in online activity without coming into contact wíili it at une point m another. It is

also becoming difficult to avoid wcíal media in oflline clmnnds as well - cons:i<ler

ha:,htags and snapcodcs on posters, or television shows and ads sending -..,iewers to lhcir

social media accounts.

Today, citizens extensively use Infomrn.tion and Communication l.::chno,o!;ie:-, not 011!?

for profes,;ional purposes but also in thelr social lik and clltm:q\1e11Lly arc dcrn;imling lo

interaçt \,1:ith government with si.rnilM tools, nic.rcfore, ciLizens' e;,;po.:.::t?1tions
ti.ir a

modern, opl.'ll, and effccti\'e guú':mtnent sec.li.Jr an: ri?in?- On the othcr hand, govcrnm.::nt

agencit.=s
including academic inti\lltions, face· ?ustcrit; mc.:asuff? ;:md an !ntc:nslvc sLr,niny

of 1hdr budgets, leading t0 govcrn1rn:nts to lovk for nn, \mws ,,f lrnlOV.'.HÍ(lll for lhtir

0,\•n services (Lagos & Kutsik.os, 201 n.

rhis econotnic situation t-_1gethd v;i1h \h,.; incrc.:::is'.ntc ci1ízc:n-:,;· J.cmJnd hassk-

free and seamless inti:raction with the: Go\'l:l'!lmc1lt. greJLtr trafüpa-rem:y and acçGS5 lO

information, lead ?overnmcnt a?cncics to explore ne\1
w.':ils

likG n<.e,v

di.gil.al
te,:;hn11logy

and web 2.0 applirntinns
(copen w,ucc n, c.<•tl that well 'ª" """",O' P'"'"".

and

i,nprme the qualir, of public services (l"osiopou\us
,t ,I., 201 la Na,,opou\os d "'.

201 lb),
b

. j,. facilitatl':d by sodal media. ln soda! 111cdia·s

All this online sharing and
colla_

oraoon
.le nabled indivl<luals to 'meet-up' onlinl': m

,
\ days chat roon1s ªnd social aetwor :,, e

The sucial

e?r
y

.

•

.•
·

. croct '"vi.th ooe another and slrnre 1heír
vi.;:?v& a?d

i.<leas
.

discuss
topics'.

mt
have rhe capabilities

of educating. inJnmm>g, entertaming and

media by then nature

'intlarning' the audience.
contagiol.Cl

and outreacbíng itüluence"' which the com1entionill

Above all, they p0ssess a''. is 111051 likely what Osahenye (2012:52) refers to as

media lack. 'fhis Potential
00.

,,

"unstoppable power
of the :;ocia! ro ia.



2.1 REVIEW OF RELEVANT LITERATURE
U.I SOCIAL MEDIA

Social media were defined by Kaplan (2016) as a gruup of internet based applitatiom; of
the Web 2.0 that allow the creation and exchange of user-generated content, According to

the authors, these applications can be categorized by the social pres?m:c they confer to its

user and the media richness, and by the self-pn:::.entation/sdf-disclosure th(.:}' allow. The

attractivity of this kind of communication lays ln cn:ating and sbc1Iing (:Onlcnt in its rapid

dissemination speed and its global reach (Hakala., :-Jicmi & Kohtamaki, \JnEke

1radítional advertising. social media is a two-way communicE1tion

Almost all business-oriented tJucat!on ino,titutiono, are lnvo!vcd in SLwial media

marketing activities (Asdcraki & Murngos. 201::!J realilin? the cost t:ffcdi\:enes:,; of such

platfonns. It is importanl 10 distinguish bet\\een sociíll mcdia and soci,!l 11d1-','orking
_ .

,

Social media ¡5 the envirnnmem in which soóal :1et\1 urking tc1k.;:-,c

¡ilrn::e,.

Soci;:i,

nc-tworking sites empower thi.: consmm:r t\l sh,m: ?nj
commrnlÍL"Zlll.'

informat1,m
'wit!,

ulher USi:!fS by creating and aci.:,.;,csíng to persL't1:JI profil,:s:_ Lsers art held l.(1?dhe1 b) pre-

established personal rdationships, sh.1ring !htmscl\CO \'.ith oilier?
. · ....

Consequently, S()cial networking sites \$NS) ar<:"

da:>sifi.çJ-as
a

way.ot
çmrnrn1111,..1L1ot1

.

I· ·d of social presence and a liigh sdt-prescnrnt1on
that allows a medmm

.C\
·1 online comnwrllti:.:& bring tagtlher pL"opk with a comrm,n

Unlike :,,ocia! m:r.vorking si cs,

. ..
1 knms Anv pcl'son t:.:in be pan ,,f

ma, not knov,· oi· ma) \?-,un ci ·
•

interest; people the user }
-

d. ,'dual•centred, content ?luuing pLuform:,;

any community. \\'hile social
nct'-"·?rks a?c l? n;ent com1mH1lties mainly ro share mtdia

(CSP) are grou¡Hcntred. People jom
onhn? i.:: roup (l\•1laiki Wabh & Kalika, 2[)l7;

d music to CKncht e
g

'

su?h as photos, videos., an

Hlo : arc platforms that allow users to pN,t
me??a?es

for

l:lhc::Social mediatoday, 20IS). ¡;s
., then viewed by the netv,.,ork. l\-1icro

Th desirable continuous text updates
?\. them in mii.;ro-bloggit;g platfom1s

users..

e

• writing brief texts and pubhs nng

b:loggmg comnsts of

(MBP) (T-.ittec. 2018).



Rogers and Croke {2012) found out in their US based study that 38% of the future
students use social media as a valuable resource when deciding where to enrol. Facebook
is the preferred social networking site w.cd by 98% of univ·ersilics and college? in the US,
follov.ied by Twitter with 84% of acceptance.
Rutter, Ropper and Lettice (2016) argue that tweets 1illd retweets act as an ;;ndorsemc-nt

of the brand. Concerning user engagement (Ashley & Tuten, 2015)_ u:,;.u1,, ínternct online

with other users by clicking (clicking on the mecli,1 type), liking (clic-king the 'like'

button), sharing (sharing link with others), and çom1m:nting past5 (making c1 remark)

Each type of involvement requires different kve]:;; or· commitmc11l and efü.Ht from the

user (Oviedo, Mui'ío:c, Verdugo & l\kjías, 2014).

2.1.1.2 SOME SOClAL MEDIA CHANi-.iELSA?DTIIEIRS'fATS

1.FACEBOOK

Facehook has becom<.'. the mO:SI doniimm1 persorial
11c1w(lrk i1.1

tlic
_wor:d '??

of
lal:

June 2017 2 billion users ari: now registered on th.:: pbtform i_that is nearly ri Lh11d of
?he

Id's :pulatíon), and more than 1.2 hilliort of thicm are ílclÍ\•t on

F.ac"'bUUk
dcul)

wor
P, .

s ending so much time on face-book. advertisc,s Ctnd
mark?tc,.,,,WtUll

lO

Bt:c.au?e
users

ar?
p

udience. Faci.:book Miginally prcsen\i:d [I means of tonmng ,md

cap1tal'.s?
on

?IS
a

,·
l nt:tworkf'> for cvmmunitíes l)f users \VhO

nlready
sharcJ

real_-maintmnmg
o?lm? _"ºc?:sl.5and m::tivities. But now, in lhe

realm_

of ?cicml
n.;;\?vorking

...

lt

world connc-ctJom;,
mt? met someone in person

to co11ncct wtth them
o?hm:. ?o?ul

is unnecessary to
ha?e anin for the term 'fríend', \Vith fllilil)' conn;;ct1ons. ex1stmg

networks created ne? me g

solely online,
folloi' users' public posts

witboul_
being Facebook

friends
with

Users can also choose to

ber of ways for brands and organisations to use thi.: platform to

them. Faccbook has a mun

ers These include business pages, adverts, promoted
?sts,

connect with potential
custom

?reel online sales. Such marketing efforts ill'C c:spec1ally

app promotions and now even

6



hdpful to small businesses. Facebook enables content creation and distribution, and

allows brands to engage with their customers in real-time two-wav convers.itiom through
their 'page'· Facebook is a powerful platform for the impl:mentation uf a digital
marketing SITategy. Faccbook has not only changed social media, it is 1changing hov,·

users access content on the Internet.

Many users already receive most of their new:. ,md entert.ainmet1t canten\ through their

News Fce<l on Fact>book. Mwk Zuckerberg intl.'nds to mak,; bicl:hook the J,1mi1wm

channel through which users acccss content and online services. ln 2014, Zm:ki::rberg

announced thi:.: plan to takl! on Google a? a search en:sim: anti m.:ike fa(ebook i:he mc::rns

through which user.; ac.:c¡:ss the wçb (Edw:rrds, 2014). It could bt: argued tfoiL Facelx>;)k is

no longer a sociêll media phnform, but ,1 mulla pbtfomi thm offers a s.oclal cummmuty :1s

one of its. many fo.c.:cts

Sume Features

Pagts

Per:;onal pmfik pagçs remo\!\"' mud1 of the :1nonyaii1y or thl· lnternd L'se1s til'
soc:cil

networks. reveal ¡;. great deal of ir11ónnation ;¡huut thc·1i1?-:!vçs. from basic cle1m1¡:;rnphiç:;

such aR age, gender and location, to nu:llicc:d füb <>f likc•s anel dislike':i. fly
dlvt'.lgi11g tl_m

infonnation ta the network. they arc ?heiring i1 with tJiç netv.,:ork.?·
adv<'?l1-,;crs

for

marketers. the accessible personal infom1atiori is like gc1lcl
_<1n<l

cem

b"'

useci tor
targe?ed

marketin '· While only de-identified datei e.in be access?d for
i?arket111g, u·s-ers

¡¡re

?>i'teng

e data that is anrnssing on their online profile, for
user':,

tht:,, can lead to

unaware of th
ff ...

'Y rnana_gem<!n( contrnl options for u.?ers, but

privacy risks. Social networks do
O,

er

P2"???·nt levels or ¡11fonnation control must CT{:

lhe default setting shares inforrnafüm, 1 e 1:

activated in user settings.

Reaction Buttons
_ buttons allow Uii,erS to share their

feelin,g
about a

c:?rt?n
pkcc íJf

The
Face?ook. R??oo? circle. The reactions include the origmal iconic ·Like'

but?OIL
content w1t)l their

soc, ,
, ,

aJld
. Angry'_ The Like button c001 also be used on websites

'Love', 'Jhilia', •wow· sad
'



outside of the Facebook ecos

content easily, and spot if :tem,
which allows vh,itors to

. .

button is som
.

. therr friends have liked the .

cecommecd this "" and

et:Jmes tracked as a performance . .

same

con?ent.
The use of thl- like

the amount of reach and engagement for .

indicator for busmess Pages, to quantify

someone has actively intcracted with i: P•:ce.of
comem Liking coe>tent signifies that

conunual or repeated engagement F

:

\,hik hkmg a hrand Page- <lLKS not pro,T

can b¡;: seen as a vanity metric.

. or tlH? reason th? number of likes on a J,rand Page

News Feed

News Feed is the term used for the stream of conte

Facebook. It's a ;;election of recent posts ,md u
en? 11.?,.:r:;

se?

\vhen they l11g
on lD

whích they have connected on h1ecb?1ok F -

p1h1-,? ±10171 f1

i?nds,

c.111d br:mds with

informution to _c;ho\1.· in c:-ach u;,;c ·s !

_-
?c-ebook

u?es ?n ¡¡lgnnthm to detemiine wlut

.
.

r - iews kcJ Tlm algonthm is cJ!kJ ;he- N?ws h.:c:d

Algt1.nthm. Accordmg_
to an official Paceb1.n1k up,bk·. th.: folluwl11g factors are

coosiden:d by the algorithm before it díspln; s contn:I in a uc,e1·? m:::ws r.:i.::d

• Who posted ít'.' - If you cng::igc l'e¡;ubrl;- with thi, pi.::rson m br:.md. F?i:hook will slmw

you more of their contenl

• Type of content - \\-'hc.:ths:r the -:ontcnl is a phuto, a11lck or viJeo rnn carry differ?-m

weight in the algorithm.

• interactions - 111,.: numhi.:r of likes, ?hares and çomrrH.·11ts

• Recency • \Vhcn the cooti:nt was created or post1;;d, Storie:s an: 01x.lm::d. or sho¼n ¡¡tall.

according to the relevancy :score that i:s c.l.lculated from the.- factors listed abov¡;_ A u&er ii

more likely to interact ,vith content that is displa;r·cd i11 their >Jews Feed. so it is vital 10

ensure that your page content takes thi& algorithm into c(in?ideration.

Facebook Connect

Facebook users can conveniently login to services or wcbsítes other than .Facehook with

the same login details by using Facebook Conni:ct. Users çan grant permii;sion for profile

information to be shared t,etween Facebook and the service they have Jogged in io, User!l



C8D also easily see who else in their social circle is using tha1 service. and ::.hare

iaformation back to their social circle.

facebook Video

Facebook Video allows for the upload of videos directly to Face book, TI1ese ,·idem play

c1.utomat-ically and silently (unless clich ..-<l or¡) as users scroll ttlrough their ncwsfrcds. Fur

brands, these videos have visible view counts, wblch in tum help more user':i disu1H'r

them. To use Facebook Video effectively, ami cnsme high eng?gi;ment and hlgh rnnk.lng,-,

on news feeds, content creators should

, Focus on quality from the first frame - lead "ith imag?ry and key mess11,ging that wlll

draw alk:ntion.

• lnclu<lc text overlay if videos indmk- voice O\"CT? - :rnt,Jph1y L1su:1lly dos;:;s not indudc

sound, and the text O\'erlay ensure'; the me%;i?e is not ?L1ins 1ml1é:.1rd.

• Premiere exclusivi: video c:ontcnl - show .;on\ern th;11 is rn1ly ,w?ilithl? to Hsér5 üll your

page

• Provide context - pull out key quutes LIS the: ¡ç:-;1 cornp1•nent 0f your po;;L 1his helps

draw atte11tion and raises expect:ition ofwh;ll is W c?rnc

t

Promotion on facebook
farnbook is a great tool for educatit.1n and a,v,,renc:ss, which ç.an con\'t:l't w a sak over

time, but lip until 2016, rhis rarely happ..:m:d thwugh focebo11k itsi::lf. U:-.ers hud to clic:k

through to the online store via the facé!book page or seard1 for ü1c proJui::ts 011 Google

and find the online store. Faccbook Store, introduced in 2016, enables brands to import

their online store- onto their faccbook page (https:/,1\vviw. ÍEl'.:tbook.comislorc.tab},

meaning users can shop and purchase
without having IO leave Ft1cehook.

Facebook is not consídered a bard sales platfon11 ond is predominantly u?cd for gaining

ai,.vareness and reaclt, recruiting \cads, or dulllndling users into a database from which

they can be targeted in future ,narketinS, ultimately leadln& to a sales con,mlon. At the



time of writing, purchases we:i:e rarely done directlv from Facebook. without the u,;.er

already being a wann lead, having prevíous!y s.cen a ?ale:.-driving ad,,en.

¡,YOUTUBE

Creating and sharing content for free is. on? of tl\c hallmarks of social mt<lia, and

YouTube is considered the largest of the content creation and sharing websites. The k;;y

word here is free; there are no fees for joining, v,,bether you art uploading or ,,inving

content, although premiwn paid-for mcmbi.:r,;hip sud1 as YouTub;; ReJ .::an prnvide

added features. This means that such sites attract D.n enorn1(JllS audienc.c_ In fai.:1.

according to Alexa rankings, YouTube is the second Jargcat websi1c in the world, ;1fter

Google! (Alexa. 2016)_ YouTube Ls now mmnl by {ío0gk and thu, Im? the he:ndiI cif

receiving prime re1'.ults in th<: Google SER1'.

You Tube encourages distribu1iot1 ofib con:ent and alkw,s vidl:os In he cmbecl:.!c-d i;,,1.,il)

into other ,vehsítcs

Online video consumptitnl cm1ünu1.:s tu grow Jc';u ,ui y,::.1r .:is h,mdwiJ\li get? fosti.:r .:iml

çhea er. Sharing vÍl:lct1 cúllt..:nt is c.i,.;y ll'itb Yuulctt>c. Anyonc c.:i11

u!Jll1;:id.
video?

p
. d, ,- , • ·ui:;h us v,d1ç::i.ms :1.nd mubik pb1_1nes ,1r u11 h![!.h-end

captured on sm1pk <.::\ ic<:s 5

professional carneras. Some stats on ''{ou Tube:

• Over l.3 billíon active users

• Over 60%, of users arc male

• 50% of usen; arc between 25 and 44 y?¡¡rs old

• 300 hours of video arc uploaded every mmutc

t wakhill!!. YouTubc
f núllions of hours arc ?peri ?

•Everyday, hundreds O

h d each month
• 3,25 billion hours of content are watc

e. f· m .mobile <levices

•MorethanhalfofYoulubeVÍC""'scomi.:
IO

T be i? up 60% from 2016 lfonuneLords,

• The number of hours spent watching You u •

2017).



Some Features

Youlube ís simple to use, Unregist

videos, However I

.

ered users can wat ·h
,

.
.

, oggmg in with your
,

e most o! the publidy ,vu;lable

re¡µstratton on YouTube, provide· ad
..

Google account, or following the :,,imple

unlimited number of clips, co

s dittonal benefits. Registered users can upload an

to content foeds that catch th
?ruem o?

and add video rcspon:ses to vi<l-:os, and subsc1ibc

e1r attention and interest F.,

and clever feahlres continuallv ,

· - 1?quently (:tt\1anc;:d function,tfüy

- .

• push 'i:ouTube to de\'v b.

eveHncn:a.srng user base. YouTube allows in<l·v· .l ?r igg,er.and
beLtcr s;;:rvices to ita-

on the site.

1 idu,ils artct busm?sses to o,vn a chllmcl

They can brand and customise the channel éiS lhe:· lil

created and shared. Viewers subscribe to ,·a.rio?? .

e and mai1ai,:;c th.: .::1,n1ent tb:11 ls

content. Vloggm, v;deo bloews. wbo c,carc ,· '
,ha,md,

w,d see updc,te, "'' ,cw

become ;0çrea,,;n ,iv ,

,

. .

n .. n.l>i). '"el.ly º' "'"' d"d) porn, hc,w

I

.

Y

? - pc pular ,m<l some 'lül,'.gcr? c,i.ti m<.111'-"Y
:md make íl livirn; 1Juc_1ugh

11e1r ou Tube programs

·

Promotion on \'ouTubl'

There are two aspects to rnarketin¡; through Youlubs:>. Th0 first is paid cidW;rtising by

promoting vi.deo i.::onlerlt ncxl W. M during, {)\her c:onknt on Lhe site, The second ls

having a brand channd, ,vhich provides analyti\_'.» ¡u1d communily featu.res

YoúTube has a host of advertising options. You Tube's Pwmo,e Your Vidr:ci fo?\we and

YouTubc Fan Finder are ju.st r.-.,o of the man)' way:- the site can be lcvemgç-d for

promotion. Adverts can also be niunaged through Googk A<l\Vords, See more ahout this

in the Social media ad\lertísing and Video markc.>ting chap1crs. Having a br,1nd channel ¡?

perfect for content marketing. Contcnl shilied on your brand channel should not be tno

promoüonal, but should offer value to you, v;e,?rs. Some promoüon ;, c,peoted rn,d

accepred by ,iewers, but if you want ro entertain vkwets and encournge rhem to



snb,.cribe and continue to tune· in to
.

offer-value.

view your content, it is necessary that the content

3, !NSTAGRAM

Insta.gram (instagram com)
.

.

. ts a mobilc•based hot

?,th your phone carnera, and then add ao ?n

o app that
aUow,

you rn mkc a p;clllie

pohshed and beautiful. Thi.
tereSlmg art1?t1c. filter lti mah it ki(ik

s can then be s.harcd o

.

networks for followers to view and

n lnstagrnm itselí and on mher ?ocia!

and funny pictures online Im '

comment on. Peopk love to ?hare phQtos, images, an

Some statistic:i> on ln ta ·,

ages tend to attract higher engagement than (exHHtly push.

s gram a.<; of?016

• 700 million monthly users

·

• 400 million daily active users

* 32% of people online use lmt.igram

'Over 40 billion photo:; :,hared.

'59% of in1.:rnet user? betwei;;n 18 and 29 u,-e lnstagr;mi. nimparcd rn only }:,').í, of

internet users aged h.:tween JO and 49 yearê-. \Onrnicorc :::ill 7;i¡

.

Some Features

Users have a profile and a uniqu.e u:;ernamc On tlwir profik. ,1s<.Ts pos\ itn?l!cs m vidtos

Th.cy can includi:: hashtags and tag othc:r me-rs who may ílppear i1t th-l.' inrng.:: or vi<lc-o or

who they think the pl1St would partic.ul:.uly appeul to and who might ,?ish to engag<.: with

it. lnstag,ram aL<.o provides. for direct pos!?, ,,;hich ai.: posl'i scnr directly ló up 1ú l '.i

specific users. This is: a useful feature for businessçs to engag\! with key influencers, wlw

may in turn shttre the post with all their fol\owi:rs, User:; folh?w other users or brnnd

pages that they find interesting.

Posts can be liked, by double tapping the picture or 1apping the heart icem, and

commented on. Each user has an activity feed whkh provides the recent activity of the

user, they follow, as well as how prople huW engaged with what they hm po,ttd

(Kirndmer, ZDlS). Jnstagt!UU also offers Shopping ou lnstagrnm. Ums will be able tomp

on item to find a larger image, a description of the pmduct and how much the prnducl

12



eostg. There will also be
.

purchase
that specific

a hnk that takes users direcll t

.

Product. (Facebook 2

y
o lhe Wl;'b:;ite where they can

Promotion ofln1agram
, 017b).

Wi?
over 400 million daily users, Ins .

media platforms. Its bc:neftt lies in b

ta?am
is one of the world':; largest mnbile social

content and potential large aud·
oosti?g

brand relevance tlirough eyc(.;atchinc. visual

lk h
.

,ences. Business pa'" d

,

l e ot er social media platforms
.

g
· ill! posts cost nú[hing \ll set up, but

neéd to use promote<! post? to

. lnstagram is bei;oming a p;iy lo pl,1y :sract:. Br;imJE.

simple organic reach.

. . reach u more extcnsiv,;: audience iban trley would •?·ilh

Bmnds can prnmote posts withom a bmin,;:,:,- ª"e hu

and data about their users - d
,

p ""
, - l do not have acc:ess l0 .amilytiçs

potential foll . . ,

an then rng"gcmcnt wilh pc>sts aod ""' 11,c l,uge comb'" of

m k, . º","' a?d
the am,lyt,cs dato pM·idcd fo, business ,,cmmtc prn,,dc-

ar i.:ters w1tll ke) 1nfom1a1ion abm1t poteritiai nis\L1Jncr?.

-

To benefit from Jnstagrarn·s analytics Wül. ]"o\lowo.:r ];1,i«hts br)tlÜ'- ·1eed I:

.

profile, whkh can autornalicolly be lmkc<l w ,l>cic ¡;;,book'p,, .'
1··

?

,,i?me"ss

.

,
.

,
,

' ,,,. "'" cc,mrnct

Ill orrnation will he imported dm:(.'.tly anJ any !nstc:gram 1·Dllu1? l:'IS will he ctbk to ?u11t.act

the brand through Jnstagram

Bei.:ause lnstagram is ü\\1JC<l by F.:1cçbouk. it intq;rntc" with }acel:mnk's iidv<cnising

interface, making posting across these chMmt:ls seamks>. Brande. need. ID cn?ure tbey

connect with the right communitíes so thal tbcy reach lhe rigj1l followers, but ¡1lso nf.:s:d to

monitor cornpctitors and theír posts and followers. Rrand? shoLlld use hashtags in every

post, preferably those that are popular and actually used by tlieir audi1;rn::e:. Ha">hlügs

enable tracking of mentions and sh,ircs and 1end& to rmike .;ontcnt ,füc.ovcrnbk

Rare hashtags can m?c content Jess easy for pot1.::ntial cmtom<':rs or u:;.crn to find, But,

only using popular
MShtags means your content cuuld get lost among a million other

posts, A more unique hashtag, tna<keted and publicised well, can make your content

easier to find. for e){arnple, #tOOd renders millions of results. while ii vegan will narrow

these results. HashtagS are also good for SEO. Understanding your audience is crucial"'



a
brand. and monitorin th

.

.

g en cngageme
.

reJ'."ant

Busmess profiles can promot

nt " necessary to ensure that yom posts a<e

obJecnve and call to action. Budgets ? ""."' dicectly and can specify the business

tailored to the brand.
d ti.me perio<ls for the promotion can also be

4. TWITTER

Twitter is the most popular microbio . .

that allo ·

ggmg si:rrn.:e Mlc bl
·

ws

?

user to publish short text u dat .

.

.
''.

oggrng is a rrnm of blogt,ing

can ? viewed by arw ,

p

.

es, usu,üly lmrned to 140 d1aract,;:rs, whidl

.

•
one or restnctcd to a

_

Jwww.rw,itcr.com) was lauoched in July 2006. These 14 '.pedO'. .

community. lwittcc

are usually shoct thoughts m 1

.
. _

U charnclm posts. -'lled twcm.

lt'lk.s to imcref'>tmg ílrtid1s lw' b

monthly aclive users. with 100 million of 11
·., .

..

'"" (,ssts º"' 128 million

ovects evecy da) Twiue, was thought to b;osc IOC\>'c
dmly slwmg om SOU million

show that nearlv 40"· f . .

'
p

alloon Im oldea csrn. bc,i loLcst """

f b
.

•
., o usm '"' between IS aod ,o'"'" ol,1. comomd to awund

o users emg bctwel.'n 30 and 49 ye-:irs. old. l\\lticr ic; Jdinitscl; a pl:1tf01m that Lisers

acct:ss on tht.: go, \\1th ov-:r 80% of Twl\tcr usei>

phone (Onmicore, 20J 7bf

Som? Features

lhe sit<: frs,111 their nx>hile

anel tbcil' çhosnl

name. for example, riJJobstoh:s
for v.,..,v,v.twittcr..::0111•'rnbswks.

fw;:ds ciül be dircct;;JEad1 user on Twiner \.,,,¡!] have a unique uscma.mc Jctwted with

to a specific user ?imply b)' typing their @us.crname
a11he smrt of dw twçd, llils i" íll?o

kno\\Jll as their twitter handle. Like lnstag,r¡¡m, Twitter users use tmshtags to ;,;.ate?orise

thei< posts by adding a
wo,d o< pirrase prefaced with the e symbol ¡,,. c,mnplc.

#DigiLa!Marketing.

The hashtag "ill become a link that you
can di,k to see oth« """s that ,hare this i,g.

Ums can also choose w follow a hashtag, meaning tbat tbcy will se, oil public rnessogcs

with that tag, wbether they fo]loW the use< who posted it oc not. This can be a vety u,cfol

way of collating ;nfonnation
at events such as confen,nces. If yoúe not ,t Lhe eVenl, yoo

can still follow m,,,.ges ft<>m Ih• event by foilo'-';ng the hashtag. Fo, 1hose"' the e,ent,



all tagged messages can be brcadcast
.

very frequently in a shon t,·
•

in a shared loca1ion. lf a hasht k

..

-•-?
.?mQ-??-

ofauscr's tweet stream.
comeª trending topi,.; and is dhplayeJ to the left

Events of global interest usuall

¡

y feature heavil b

(a though not always for the right r
Y, ut sometimes brnnds ma tremi too

retweeted or quote retweeted R
l!.aS?ns),

Ifa tweet is con:.idered note\V(.'r\hy, it can be

own profile, along with th
,

. et\veetmg means reposting somebody dse's twl!et w vour

A quote cetwect allows v

eu usemam,. Twitte< uotomotirnlly displays this os a "":'"

twe<t as well.

•
ou to retwcet anothe; post, ,md i,dude " ,c,mmcm ,b<,ut the

Promotion on Twitter
Twitter ha:,;

.be?o.mt:
a popular ,lfld impor\l!Jlt m<lfk<:ting woi for m;:ny ,::q;e..insations.

brands and
__ 1_nd1v1duals.

Many brands use it SLtcu,ssfuL?- für rnpi,1 cuswm?r ?eryi.::e, for

e.xample, (l!_1Jetblue r,]:klm and (q;ds1v(:;lfe. T\,-ÍttL·r has \,,:ciilfü" <é ?r?at marke1 r-::cseílrc:h

md consumer insights tool. The ability tL' ?e:an;h lc,r br?md k;:ywonb on TwiLLcr and u;;c:k

indirect conversations, ofk:-s huge insigh1 1u br:mds IL; imn1célacy alJ¡iws for ni.:ws to be

broadcast to dedicated fo)h)wers and fans first. as pop star Lady G,i.ga has done Vlith

single releases F?)adygaga).
Dell lisB scvual T,,iucr charu1ds {\1-w,,,_dell.c:omi1witkr),

many of which exr.:lusively release offer infonn,1tion vª:?-jçl\outle-1).
T,,itter J111s a ?cries uf

self-service advertising optilms.. which a.re covcrerl in ckrnil in the d1.aptcr on Online

advertising. These includl': Promot;;d Tweets, Prornowd Acçounts nnd l'rlHnoté:d ln:nd¡:,.

5.SNAPCHAT

Snapchat was launched in 201 l. It is
a mobile messaging """" that ;,ads phows.

videos, texts and ctrawings,
but the message only lasts for len seconJ,; and th;;n

disappears. Snapchat is free to download and free to send messages. S,apchat hss pw,·en

extremely popular
with teenage audiences, who seem to enjoy the ephemeral natuce of

the app. 71% ofSn•pchat
users are undce 25. though thlS ischwging rnpidty, ru,d 28% of

US teens consider it the most onportmt
social netwoek. Aeound 35% of users admitted to

15



all tagged messages can be br .

oadcast m a sh d

ver'j frequently in a shon time. it e ht!

are location. If a hash tag or keyword is used

of a user's tweet stream,

· an comeª trending topic and is displayed to the left

Events of global interest usually feature heavil

(although not always for the right

Y, but some-times br,mds can trem.I too

retweeted or quote retweeted R
reas?ns),

If a tweet is considered Mle\vorthy, it can he

own profile, along with th
,

. etweetmg means repoSlinJ;; somebody else's twc-et w your

A quote retweet allow 'e1r

usemame. Twitter automatically displays thh l\S ;¡ retwc-el

twe<l a., well.

s )Ou to retweet anothec post, ,md ieclude ',c,mm,m obnut ,he

Promotion on TwittC'r

f witter has become a popular .i.nd imponw1t mclfk..:ting woi for m,rny ,::q;a.nisations.

brands and

_indiYi<luals.
J\tany brands u?c it Sttcccssfu\i\· for rnpi,l cmLOm?r ?eryice, for

e;,:ample, @;jetblue ,:,j,
klm and @dst-v-:,m::. Twiucr lws b?cmne ,t great markel n:se,nch

lU1d consumer insights to0L The ahili\y to ?t'an:h ícir br?md ].;;,:ywonls on TwiLLcr and mick

indirect conversations. ofkr,; huge in:-.igh1 tu bm11ds. lb im111ccll;1cy alJ¡_iws for tli:WS tü he

broadcast to dcdic(ltéd follower:; and fans fir?t. as pop st.ar Lady G.i.ga hJs d,me with

single rdeases (@ladygag:a).
De11 lists scvcrl\l Twiner channds {wwv,,_dell.cornitwitL;.;r),

many of which exdusivdyreleas<" offer infonnation r_,::J:drdlou<iel),
T>Yitkr lüs a ?cries lil

self-service advertising options, which are covered in ckrnil in the chapter on Online

advertising. These indudc Promot;,:d Twcets, Promoted Aci:ounts und Pmmotcd TT(:nds.

5.SNAPCHAT

Snapchat was launched in 201 I. It is a
mobile '"""?;ng mvice that sends phows,

vi.deos, texts and drawings,
but the message only lasts for 1cn stconJ:s and then

disappetuS, S¡,apchat is free to download and free to send messages, Snapch,>t hEIS prnven

extremely popular
with teenage audiences, who seem '° enjoy the ephemeral natuce of

the app. 71¾ ofSll8J"'hat
users ace undcc 25, though this

ischang?g
copidly, md 28% of

US teens consider it the most important
social network. Around3o% of users admitted to

15



usíng the app because the content di

users,wi.th60%contributi
sappears.ln2017,there,,., ,

. - .

ng content dai\

ert: 166mtlhon dmlv active

o,er 9 000 snaps are h

Y-

•

s ared per second.

platform receives 10 billion daily vid .-

averaging out to 400 million a dtiy, and the

on Lhe app. Snapchat has seen .ex e? ?1ews,

The average u.ser spends 30 n1itmtcs a d.l)

$3 million; this grew to US $5pon-:?t'.al
revenue growth, In 2014 its revenue ,-,·as L?S

. .

O m1lhon in 201.:; l

whopping proJectcd US $l billion f,
.,

.

-, I'S $404 million in :2016 11nd a

or -01 7 (1 ech.crunch, 2017)

Sorne Fcaturei-

User.s hav?
a profilt.· and use th? app to share Snn ,. A Saa

.

mod,íy w,th filtm o, the drnwinc_ tm,1 A
.

' .'.

- p" ru, irnoge thet ih<""''"'

speed time 1

..
-

•
\ti.oc '"0 desote thc '"""'"' tempernm,c. wee

, ,
ocat10n anJ more The Draw 1

.
ll

- - - - - - -

,

,ideo. with a full colem s "''""' .
too.••

"" """ te, c1mw ovcc the photc '"

.

P
' (llld Type alliJ\\? th..:rn 111 arr1,otat? 1111J ,iJd

µçr,ama\iz.cd text. l'ser:;. ¡,:311 also add Geofilter? .!nd _.;pom,)l'úl kn:;es 1,, the photü,;, both

of which have

i\nother popular Snapchal feat un: i:::. Snape hat stories. liie;c:. stwie? ;).re ?ro,,rs of im;tt!cs

m videos, put togcthec as a kind of miai-nw,i,, ,hc.t cs ,,alloblc fm a ¡c;ec's foll,nm:m

view for 24 hours (WebwisL'., :2016)

Promotíon oil Snapchat

Marketing and advertising. on Snapchat Snapchat can be l1:::.cd fr1r ?h::uing vàtlous cont<:nt

with your audience. This can eíther be v¡i]ue added content, in tfic- klrrn of how w-s, Jales!

industry material, and relevant tips; m it ,an be story>elli1,g ccmt,nl, tetkiog yum ,rndieoce

behind the scenes of yow- business or showcasing aspects of Yº"' company cc,ltocc and

values and providing
a glimpse

into the br,nd. Gcofilt<"S snd sponso«d koses ate also

great ways to get your audience to engage vsith ilic brond on the platfonn. füands p,y ,

daily mie, sometimes os much os US $750 000 • day, to pcovide branded últm and

lenses tor users to play with and shate·



your
?age

should incorporate ·your k

?ptim,sed
for search engines.

ey plrrase, and key wmd.s to ensure you, site is

some key Ups for a great com an

!. Highlight your busi ?.
y page include:

ness entities \'Yi.th a

2. Share engaging content '"'1

showcase page

ret:,=arly

3. Optimise for search engine.
.

4. Target prospective cand· d

s

usmg
kcyv.·ords

•

I ates Wtth a Careers tab

:,. llse an eye-catching cover image to grah us:

Showcase pages

· r attenüon{EJ@ecomb, 201ft)

'...in??dln
also has Showcase pages, which provide ? w· v

.
. ,

mdlVtdual brands. specific prnducts, m new initi->ti ..
"·_rm

compomcs to lugcl,ght th,i,

of Company pages. A ucdicated page helps dni, ,?:. Shc,wmc
P'S"''" on cxtecsioo

shnre specific content with '\mccted
.

-

-

o"f""'"· ,rnd sllm,·s bu""'"" to

,;pects of your business th" .

"

, .'.ud,cncc

L

,_,k,dlt>
uses c,o nms follow ools the

.
_

·
"" muest<d m. Sh,co,c,sc p,tµos '" dcsigt>cd to build

rclanonships w1.th rekvant Linkedln members. ,1nd Linkedhi fü?gcsg u?in;; Spur1son:d

Conleñt and Sponsori;:d ln.Iv1ail for more -:;irnpaign-b:1ss'd nwrkç1ine çÍÍÓrt?

Linkcilln Groups

-

Linked ln

t

outside of your in1rntdiate circle of contads. It broadens çxposun; mid connects Hlllf

ousiucss with othe<S in vou, indusU)'- 1t pcosidcs a pla\forrn foe yon "' ,hoce ind?str;

expertise and establish your bU5ines? as a thougl1l kc1Jcr. Panicipati?r; ¡11 on.mp

discu."sions also potentíall)'
attracts visitors to your company page. On;L1ps help extend

the reach of your content and pcovide
conmceti,•e feedback from ,clevrnn p,·ofessionals

Groups shfil< information
about tacgct audiences ""d provide m;ckel resmchm wi,h

insights. It is important
to join G,oups that ore cc!C>ant "' ycnn business and intc,·ests.

Shru:ing companY content on a Group increases
múfic to you, page rutd you< wcbsilc. To

a,oid being seen as overly promotional
in Groups and only pushing you, º?" agenda.



engage in a courteous manner and

meaningful relationships.
share, comment and use the opportunity to create

Job postings

Linkedln is often tbe first place top talent look for work, so it"s important that yO\ir job

vacancies are displayed and kt:pt updated. Ith: also U$t'flll for HR Lo recruit ne\v talent by

looking at potential candidates using Linkedln and ¡isking tbem tQ apply for :;pedlic

posilions.

2.2.1.3 Tertiary Institutions in Nigeria

The history of higher education in Nig?'TI,1 dated back to the perii_id of culoni.il ern with

the establishment of Yaba Higher College in "1932 which markOO the turning point of

higher education in NigerÍ.l. The Higher College wa_, estatili-.,hed to prodllté ''c;:<aistanl?'

who v•.:ould relieve! colonial administrntors of menial L;1sks. The e:;tllbll5hmeat nf higher

educational institutions was ln p1irrnit of meetins the glob,1] req11ircmenl? of pred1King

manpower that will ,;i:rve in diffçrent tapai:ities and contrlbuu:: po,;itivd:-· to the nation's

socio-economic and politirnl d?\·elopmerit in J\igL"ri3 [.,\r'.>Julhireern. Fa:,;:,.c;i :111U A.kinubi .

2011) .

The Federal Government of Nigeria promulgated enshiirig law w imtitllk' high.:r

education towards prúducing high kvel rdeyru1t nmnpuv,·a
11'lll)l,i11g. ;,df-rdmn?.:.

nationaJ de"elopmun through the establislnnent uf both
cor1,·e1:twm1l -

llnd
special_

.
'

..

s oi 1.echnics. rnonotcchnics and colleges of
educm_iou_

m d1fkrent
?a.rts

ut

uru\ers111c., p

)h ...- Jera! state governments, priw:te CJtgat1,onon? and md1v1dual,;

thecountrybyte,e ·

(Abdulkarecm, et al 20l 1).
.

., f Univcl'sitics, ?01:,,i?•chnics, Collegt!"s <1!

. ,
.

. U,.stítutlQflS compn?e o

The N1genan
t?rtiar} _ rechiiolog:)' ¡t0J other prQfof'>sional

institutions
opcrnti?g ?d;;r

Education, Institutes of
. . .

1

.

stirutlons can be- further cate?orned mto
. ent nun1stnes. 1 ie- in

the umbrella ,of
their

P?
·ons and Federal Institutions. Tertiary institulions are ah.o

State Qove-mrnent Jn.SUIUU
1M Federal and Stale Govemmenl and private

· tiollS O\\'Iled by ·

grouped into Public Institu
.

. bodies and other private organi?a11ons. ln

, Individqais,
Rehgious

)ns(itutions owned b} '
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1948, there was only one Universi .

can boast of 129 Universiti
ty Ill Nigeria but now the N"

.

of Educati 36

es, 81 Polytechnics 27

,genan Teniw-y Institution

. ?n.
Colleges of Agriculture

' Monotechnícs, more than 60 Colleges

Technical Colleges and 108
, 50 Colleges of Health T

VEls).

Innovative and Vocational
.

eohnology, 132

Entcrpnsc Institullons (1El-s &

l
..

1.1.4 SOCIAL MEDIA USAGE AMON
Slm;e the last two decad _

G TERTIARY INSTITUTIO?S

.

es, the higher educ
-

,

. ,

internauonal level. has becoml.' -

atmn iti.ub.:t. whether on lhe mtional or the

imperative for instituti

extrcmdy competitive. For \\1iisrnan ('01 I) ·t

onstofollow?ch::ar-· \J·rr,.- _ _
_

- · 1 i:<,

ln order to achieve the cequiced diflcccntia:i:n ?

mnt'"non on,\ mMkc>i,cg po«tinning

(KiLilbash, 201 I). Unimsilics folk",ing ab
:

,,mdrng became dee mme c,f the grunc

as products, have bee, object of debate am::::,,:-?","'"'
path. and ccnmni,cg corn·ses

\kKcnno, 201 l ¡
\t· ·

1

.
-

_

-- _,.,cinc, S<td P'"'"'""'"' (Dmkin &

believe that ins(t.; am,
I acultv It"'·' difficol1' ia ,mpti,;g this m,c,age,Tics,t iaccc,t

•

l u ,om ,n Jughcc educmion themsclm bm,mc b.cu,ds, while othccs h:,,

questioned the ,.:alue of branding in tbe cJuç:1\ion sccw1

Despite
critici?m,

brnnding aClivi>ics esokc ,,,,,ci,Hion, ?d images. <mong ,.,th,c

factors, the ,,,sual inmgery is consldcre-d by prc1:sp,.:ctivc shLden??

universities.
· ·

·

wbik n,mp,aing

Univer:,1ues are 1m:n.:asingly using ,.ocia! mc:dia charmeb for hrnndit,g

purposes (Constuntín.idc:>
& Zinck Stag.no, 2011)

Universities may benefit. 1
J

in delivering useful i,1fommtion abl)ut the imtitutimi: 2) ln

strengthening the student-to-student
interaction, ihl\ :'-rmknt ,.;ngagemenl, ,md

im.'olvement in campus life. and 3) building the carnpu:s community. lnslitutional

branding is a major challenge, since it implies communicating cffecti,.:ely. oft?linc and

onlínc, with such divers.e stakeholderS as
current and poten1ial s.tudcnt.s, alumni, pan:nl<,.

faculty, staff, the sdentific cowmunity, and news agencies (CMstantinides ct al 201 l
).

Social media marketing is effective for branding pu,roses and communicating objectives.

while empowering
the consumer

to interact. A> a consequence, consume"' engagem,-nt

Un-push
social incdi• t,as a conoideral>l•

j,npact on bmnd image (Xia, Chunling & Yujie,



Z0l2). Severo] authors h
. .

- ave reponed the im . .

eonunuruties (VBC) (Schembri & Latimer 2016'

portance of building virtual brand

de(ined as the aggregation of
' ,) through social media. A VBC CllTI be

. -

Users that share the s
', .

consumpuon efforts meet -Whenever mcmbe

amt.: mterest
Bl

a brand. Branding and

engagement and higher levels oflova\

rs truSl a VIK, increas.:? ¡11 user5'

2.2.t.5 lmpact ofS .

l

.

. ty arc present 1lakala.ct al (2017).
oçu• Media on Education

As per the survey of previous resecrrch 9 o/,

T ·hn I h

' I) " of college students u:;r: social nt:lwork?

ec
O ogy '5 shown a rapid development by intrnducing srn,11 commuciec>lioo devices

?d
v.e

?an

use these small corrununication dtvice;; for acct::;.siog sodal networks an}

llme an)'whcrc, as these gadgets lnclude pocket l:(1mputers. l:1ptops. iPad, md evc:;n

simpl? mobile phones (which support inh:rn.:l) etc. War.¡:l.? ran4. \.fadiha ivkhboüb, ?-I

Asfandyar Khan, r'asecU\lah, (20l2), fnr the purp,Jse of..::Liuel1il1t1socii:il media hciS h.:-.:11

u;;cd as an innovative way

St11dent:i ?hould be taught lU use this tool Ííl a h:tk1· \\?)', in thsc .:liLtca\i,i1:;Ü ?-hlssç?·

media ju?t being used for me?saging or tc:,;;in¡; r;itbtr tl1an they :sf1ou!d leam 10 figul'e ()llt

how to use the&e media for ?ood. $oci.1\ rndi,1 h?b incrcasc<l the quality and rate of

collaboration for 5tudc11ts. With 1he help oí social metli<1 stnde-n\.? cm1 easily cm111mmi.:t1.te-

or share infonnalion quickly with eadi through vario11,; social sües like facs'-1.wok, Orkut.

and ]nstagram etc Git.anjali (2013). It is al?o imporLillll for ,tmknt.? to Jo sonic pracll..-:cll

work inste.ad of doing paper work. They ca!i also write biogs for lcaclwrs m, well .t."- for

themselves to enhance their knowledge ¡;kills.

2.2.l.6 ADYA!'írAGES
AND CHALLE/1.GI.S

OF SOCIAL MhDlA

PRO'>IOT!ONS

People are finding it easier to ,?itch off er ignoc,, trnditional odw<tising. particulady

throu traditional medi• channels such as TV or radio. Social media gives bmnds fü,

gh
.

.
t n1ers through relevant and targt:ted. commurucatt0n5 that

opportunity to. interact with cus O
.

customers can choose to engage fitb.
on thell' terms-
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For example, a consumier .

deiiberatdy ignoring d

may visit a branded y
a vert breaks

ouTubc charm ·l

can be one of its greatest b _on
television. Social medi •

e

?
opposeJ to

with1heirown C-Omm
..

enefits; •f ums like yocrr e

as potent,? sh,rcebility

.
.

urut1es. This is inc
.

ontent enough. they may sbeue it

So.;:ial med1a allows you to
reasmgly rare and difficult t

.

.

engage ,vith an
. .

o engmcer

the appropnate audience. Together th

onlme community and rnruiect your brand'º

jt.:, supporters. Social media has .

ese create nn online ccimmunitv for ,·our brand and

The nwncrous internet\

ueatcd a forum foe brand c,•m,gelist:.

.
' .

.

ons on sm:1al 3\k_1w

communities. Such feedback helps driv

,

f

ytiu to garner feedback from ynttr

as marketing strnlegics. Yo

e uture bus111ess insights and imtovsttion. à', well

bc:haviours and need - H .

IJ can learn more ílboul yciur a:.idienc¡:'s likL·s díslikcs

s. ov.cv.::r. c.ompanies n,.:--:d also be ¡,nv
. --

,
. ,

as quickly a, good ones. lhe connectedness ú>at rnn n,cs, "?e-th_,,

b,,cl "'""'" sptead

fot negative n,ess.iges and hrnnd anacb. Scci,J mefü hei i

usei ui can also hea cc;c,clmt

between customcc and compCll')

. I tdte,, two-way '"º""ctioo

Thls necessitates that ih. .
_

.

-
.

'
, compm,, sh&s c,ppH,caci, frcm, •Jeploy aud "''"'"' '° oc.e oi

constant involvemenl with ihe audiem:i::. Thls ni::w bnJ?nri:: is

-
n

.

·I

.
..,

I

tell·,·
..•. "'"'""'"'""'''""'"

a
Y

l:s tang, and an) auempt w dethrone the kmg c,m h:1ve dire cum;,:quem:cs. 1-Jfon?

to control the conversation in social media are si)Oíl fou11d 011i, aJid can hacklire horribl)

Any company embarking on a social media str,1,te?y neeJs t..1 be sur,; to mrnütm their

reputation online regularly. It is crm:ic1l to know ,vhc1t is being said abom yom brand

online, and to respond timeously ,,.,,hen cooununicating in the s,?ci,il mc-Oia sphere.

Finally, never forget that special rules. and laws. apply whl!n you .tre dealing wilh pm:nnal

information provided by users so be \'er}' careful how and when: y0\1 use thi? data.

2,3 THEORETICAL FltAllf?WORK

Tiu, theory applied
to (his work is

U"' and Grntifüations thwy. IJses and

gratifications theory t,asically ,tteases hoW and why the oudicncc uses the media. Also

expatiating on the theory, llfcQoail (2010:423)
states that "the cmU\tl question posed is

why do people use media. ond wbal do th•Y use thelll fm?" He furth,; posits that:
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"Funçtionalist sociolo

.

the
·

gy (see Wriglrt
vanous needs oft

, 1974) viewed th

,ocia!

he society-e g D

e media a, se,,ing

Thi
_control

and a large circulati

. . or cohesion, cultura! oontinuitv

s, m turn,

on of pub!'
•

·
·

presupposes that individ

ic information of all kind.?

purposes
_such

as personal guidance

uals

_also

u.se media fm relaled

¡md identity formation"

' relax:attun, adjustment, information

1be theory recognizes and maintains tl

them to expose themselves to anv m d"1at
the audience has ·v::rrious need:; that prompl

that the theory is of th .

•
e 1ª or mcdin contc'nl. Thcrefon; the f· ,

I

.

e notion that thcri: ;,re
. _

•
c1c,1 pmnt is

consumers enví,.age to get from an .
-

distinct bo;nefits th.; m;.:diJ mes:,;age

medium docs nol tldim to the)

medmm they would e,pcso ,bern,eiws to.º"" ,he

anticipate from the or>an h· ,

people thº'° Jmtpüsc<. twcd, mHl ,;e bcneCts the)

charuiel or content that"d ...

t e tendency " that th°' (the eudicsce) will dcsen the ""

o1:;:; not :,;attstv them

•

Til.e import is that the media :rndicnc? i:a. not llil •'JI.· - -

his football te
..

. .
.

, .e ""'°' ,pcctmrn th,t accepts wh"t

,
['

.

am plays, !adure of a mcdnan to <ltc attdiccKC', b,csic ,lésice

n:gu arly \','Jll gn·e them morn to scan:b f,1r ¡muthcr 111ecfü1111
Lanrsfdd :ind Sta.11k>1\

1944. 1949, ci1etl h) McQuail (2010,423) has it thc.t the fü'1 to,wch oondccieJ on ti,;

us.es and gratifications theory "dates from tlie ..:arly l94ús, é!.Tld fricu,.ed (lt1 die re;isons foi

lhe popular appeal of different radio programmes, <:specially ,,:;oap op.:rns" w)d qi.üz·,.cs,

and also looked at daily r1c"vspaper
reading.''

The theo,y was accmtling to Wcimc< (201 UI devdc;pcd by K,ot,, Blurnle<, & lim·"itclt

(1914). The thco<Y is applicable
to studies wh«e the scdictace is free to cltm,sc whal rn

use based 011 art anticipa.ted benefit from the content of tile media or a mcdl,1 programmc

The suitability of it in ?ur discourse here springs from the fact ,ha< the studcnls it> the

university conmtunities"
usage of Jhe social media channels dcpentls lacgely on ,he

,p;,,ific satisfaction they derive frotn tl>etu (lhe social media channels). lhe impon is that

the public gi¥C attention to modi• productions
o< wvices strictly on the bases of the

satisfactions which tbeY (th.e :oiedia services)
offer to the users.
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SQ, the audience directly or indirectly participates actively in determining the YCtY media

content they conswne.

once more, the theory- could be viewed as very relcvan1 to this study as it (the :,,tu<ly)

Jooks into why the university
-

comm.unitie& within our coverage radius use the social

media in Nigeria.

lbercfore, this study focuses on ascertaining the purposes and the, benclits whkh the new

media serve for their users that invariably sustain their ma¡,\é. It prcs11ppo:sé:;; lhat \llçre

are certain satisfactions the new media provide to the pubiic without which their usage

would have been waned. Hence, the u,;cs of lhe social rm:dia flave b(.."en ii\ exiSlcrn:t foi

years. it is an indication that they ccrl,tlnly provid1; m.::a.11ingfulgri.llifü:atin!\5- lO tlin5t: wh,J

\lsethem.
. .

_,
-

'
-,

l rn<-,di;? or the ne\1-·

This ?tudy shall um::arth lhe henefüs Llr grmificanons
\sn1?h l:te

.,oc1¡i

media present to promoting a polytechnic- in Ogun S1atc N1gen:í.
. ,

l ,,-. to
. -

, ¡, thev prc,vide t\1eir s1;.1Ls ª" tsitts

Just as all commercial o?mnmJitits Jmve
(ktm1t?

nen.

;

.
-

t ·ni? ·trn cnv;Síl"_ed tu
.

. ch ?imilm: isa;. all medm ;uld \lf ! 1C:1r l?m i.: • •

."' •

the:

cons?iers, :n

a

m?ir usi::t'-. Oth1..,misc. ¡)le ;J.udi?ncc \rt their dlcsc:rs;'.l.ion u,uld
.1et\.1so1:

plav ccrtarn roles lO the:
ª .

1 ,1 •-r11,t-1tabii:! w11sumptmn

tht:. very media or a media content that \ends

not•w_r.::SL;:::efc:n?d to as ?rn,iiicaLio114,
.

- the conte)l'.t ofth1s ,-,t. Y
.

Such profitable consum?,t?on ·mns,vhich the social crn:dia provid.:: to ttios¡; wh,, u?e

tl:em,
purposes, benefits or

?at1slac(l? .and gratificaüons
1\J¡;or?' lhé\l tlic u<;er or the

aud1el1(.:L
The major emphasis m the uses

·. the media corni.:nt he cir ?iw u,nsum?s. and

t art in t)n.' choice of the medlil or

ient or the m..:diii offers. horn th..:

pl?s.
agre.u

P_
d by v.'hat (g;'1-tifications)

tht':

c?-n d gratifications ü1eory lu this stud}'
this is detennme

theoretical significan!
of uses ai1

argument above the

bas been made clear.
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2,4 EMPIRICAL FRAMEWORK

Shabnoor and Singh (2016) in Social M ,

Asp«l!I concluded thus:
ed1a it? lmpad with Positive and Neg11tive

AS lhe technology is gro
.

wmg the social med· h

person. peoples are seen addicted \Vi

ia as become the routine for each and i:very

.
•

.
_

.

th thew tec.hn I
, ,

its
unpact_

JS different on people. Sodal media :
os, m,y dai Wi1h diílcxm fidd,

collaboration for ,;tudents. Business .
.

as im.:n:ascd the qualü)' and rate nf

l"'fonnancc in various wa s

.

uses sornl media to enhru>ee ,11 ,,,gm,im1ion·s

annual sale,; of the org
. ), suc?1

as to accomplish 1:ms.iness obje(tívr.,, ini::.re:-1.-.in¡;

~amzatton. \oun"StCf:> ar·

Social media has various merils bul •,, also :,;:"",
m e<mtacl "id1 (l,e,e media d,il,

11cgatively. Fal
·

f .
.

· v me dcmeuls wluch afiec< penpk

d
.

sem om1.H1011 car lead the education s,stem"' iaila,e, ¡,, "º manieotico

'."ong
a vcrt,scment will affect the prndi;oti,,il). """" media ecm º'"'°' the ;-,,id, b

,nsadmg on people's pri,acy. some useless blc,gs '"'' i,lhccnce yc,a;il, chat cm, bec0m',

vwlcnt an<l can take sorne inc1pprnpt'la;c: adic•n?- L\-:: ,:,!' ?L1c!al ri.1edi:1 ¡? bem:tlcia! bat

should be used in a limited \,ay ,\·ltiioul gdting c1ddict<.·d

Also, Joana and J\..foria (2018) in Suci•tl Mdia as a \hrkctin,¡!; Tool for F.uropeatl and

North American l!nivcr?ítics and Colleges, condudfd thLlS:

On all the prorninenl
social media. US w1ivi.:rsitics ben?fit frvm ;1 suhstanüJI higlier

number of fo\!ov.:ers than their counterp:.i.n, J:mr,pcan user? favoul' h1c..:hook, Linkellln.

Twitter, and, at last. lnstagram. Particípíltion if\ Gr i? margin.ãl ln tile !.:s tbê: pn::ietrcd

social media are Faccb<,ok. Linkcdln, (l+, 1wittec, and Instagc,m º'" sicody ugcccs with

Smith (2010) and Barnes and L.cscau\t (2011) tho!, from the pc<spcctivc of the usu

Facebook is the most pcpuJac
social ,,?vocking site foe b,;Jh ccgions Consei¡i;cntly.

several practical implications
1.;an be drawn.

When universities' daUl on publications
a,c contcasted wi1h us?,• choices to engage a;;

¡_.
followers, contradiction>

were found. For both regions, the most pupulwc ""''"' media foe

1
posting are Facebook

and T\"iner
,x,aequo,

followed by Youtobe. lnstagram, and



Linkedln. In Europe, the SO<!ial networking site Linkedln is neglected as a marketing tool,

despite the fact th.at it is the second option for us.:rs. This same conclusion is valid for the

t,:S: Liukedin is also the secan option for followers, but fifth in tenns of pos.ls, lvlorcov.::r,

¡:here ate more O+ than Twitter followers.

priorities should be reset Regarding user engagt.'ITlmL m1.:asure-O by the number of

followers, equality of means between the two independent s;.n,ple? we? found for

facebook.. Pinteresl, Flickr and Youtubt!. Differences exis1 for Lhe soda! medía Línkcdln.

01-, Instagram, and Tv,ritter. e;.,. is quite popular ia the US. hut nol in F.mope, .i.nd Twitti:r

attracts visibly more followers than In the Ell ln lcnns of practical implications., il w,,uld

be advisable for Europ?an universities ami eolleg?:,; to raise lhe rmrnher of tweet:-;

Mangold and Faulds (2009) already identilicd Twitkr as an têllec.tive way to crealc s1rong

brand communities

De?pitc the popularity of Facdiook, Twitti;r i-? abr, n1cm; indicated i\,r ít1ttrnc1wns

(S ·th '70\íl) u?crs fLil\01\ llll'i\' tlmn ürn: t;·pe (1f social

between brands and u5.:rs 'mi •

-.
·

.

·

_
,

. + l·•nc. at th-: o.oi level v,-Lie

media, ln F.uropeUll hi?her <:c.llication mstitu\1(•11?-
l?1?b

corre

,i_

,?

Yomu11c and íwitts:r

found between th<' m.imhcr i•f Fn, Linb:dln. l,+_ lnstJ?ram. L
'

followers. In
total'.

11

,
-

-- uons it would I'!<" ;¡<lvic.ahle for bm\pr;an
uni1-.:r?itk;.;-?nJ

ln tcnns of practical unplica '

_
d r- i\ds (l009) alt"e¡1dy 1denuiwd

b·r of tweets. M1mgo\d rui ,iL

co\li!'ges to raise the nurn ,;;

l'witter as an effective way to crcute
J f r int?ructions bcl\vcen braricls ;_111d nssc1r?

Facebook. T\•átter is also rnore indicate o -

(Smith, 2010)



CHAPTER THREE

RESEARCH METHODOLOGY
3.1 Introduction

nus study is aimed at finding out how effective social mcdi.t adverts nrc in promoting the

image of tertiary institutions. The chapter gives. a description of the method useJ in dala

col\eetion and the process used in analy:Ling the datil collected. TI1at is.,
this chapter will

c.ontain the research design. population, sampling of the: population and so on.

3.3 Study Area

This study would be conducted among students, smff and other o-talehl)lder? of Abraham

Ade:;ariya Polytechni?. ljcbu•lgbo, This. is bec,1u:sc lhe :sludy is çcntered c1round an

t"ducational institution '""·itb a Public Relations setting.

3 4 Population of the Stud:,·
.

I

. -·mph ['e defined as the i.:OL\11\ ofnumb...:r of resiclê'mô wiLhírt ,1 r

..
'1.\LirnlPopu auon can si .·

. __ _ _ _

- -
_

1 ._th.
bical bound:ir\' such :is a town, ,1 1i:H1on l)I' the- v,,111,i. P,1puL'.l.tll.'Tl 10 aw e

and geograp "

_ . . .
.

. .\Ooul JO re:;.pDnJenL,;

wtal numhcrs of inhabitant of a particular geL1t!r_iph1ul
•

will be served qu(cstioruiaires.

3,5
So?rcc ofDat?- red to as where the inforn1ation ürigiaates

fro11?, wn:k ç?rryin.?This can simply be
rekr_ . )nsidc-ring one :,oun.:e of dc,tü, wh1cl1 is: T'nmary cLlt,L

out thi'> research. \Ve v.'lil be

:0?1 rcspondi:nt<:.
Th? rui.swers. wlll ll<: dcrivs:d írnrn the

which are the answers gotten
'·d bv thi.: supervi:;.or.

questionnaire that will be appro\c ,

, .

3.6 Researcb. ln.struruenl
. d as. any device con?tructi.:c? for recorJ1ng ot

A researeh instrument
can be define

therms mformailon to be used tor sohm'fl. the

It 1s
the means of ga

f the- Que-;t1om1rurc-
l losed çnded

mea-.unng da.ta.

The ?>-S,earcher
will make use o

re
research problems.

lll the ::.u-uctureoftbequ(:stionnm
questions v.•111 be used

. 'fecboiques
3.7 Sample S? and si:unpbog

t



A sample is a representative of the whole population. Sampling is taken to any populatfon
!IS

a representative of that population. Sample ls tbe ac1ual number of a part of the :;tucty

of population that is objectively selected for the PUflJOS-C, Sampling is m::ces?' because

the entire population cannot be studied as it may be too large and c:anno\ he -.:ootrnikd

The sample size of the study is approximated to 30

3.9 Method of Data Analysis

The researcher will make use of descriptive ?tafotics by ths: use of rn,,. data ¡,nd simple

percentages. The analysis is based Qn the assumption that ri:?ponsi;;; from iDtervíew"

re:pres¢nt the opinions of the fü,tencr.; and that answers given to ü1c qu?::.11011? askel1 were

gíven
in at most good faith.



CHAPTER FOUR
DATA ANALYSIS AND PRESB?TATION

4,0 INTRODUCTION

ln this seelion of lhe research a close study was made from the returm;J questionnairc?
and the data oollected were presented in simple percentage of table:;..

Analysis and interpretaiion wen? equFilly carried out. The qucstion11ain::, wcr.:

administered to different people in \'arious. communities

However, this chapter deliberated and Malys is the series of information gathered

from ow respondent and judicious.ly chi:cks the stn:n?th of oll1' hypothesis.. ThL·

researcher deemed h fit to employ simple percentage !"netlll)<l in analyzing Ill.I: colkm:d

data and chí-square were used in testing the hypo1hç?l'.?

Table 1: shows that the distribution and return of thi' questionnaire 1tthnini?tcrl'<l tu

the respondents,

4.1 DISTRIBl:TIO'.'i: A'.':0 RETURN OF QllESTION'.'llAI? - -- -- -

? ;f¡.,_::-=_f =-_""-I?==??I-=-=;
1

Source:fieldsÜÍ\?)?()]Ü , 're-s di,triht11i.:d on thi.:: lidd.

The above table shows all the total uf 30 qL1est1onn211
.

filled and returned.



CHAPTER FOUR
DATA ANALYSIS AND PRESBNTATION

4,0 INTRODUCTION

ln this seeüon of lhe research a close study was rnadç frnm the returned questionnaire:?
and the data collected were presented in simple j:k:rcentagc of table:;.

Analysis and interpretation were equally carried om. The qucstionnain:s wer.:

administered to different people in various. communities

However, this chapter deliberated and Malysis the s<"ries uf information gaths;rçd

frorn our respondent and judiciom.ly ch1,x:ks the sln:n?th of 01.11· hypothc:sis. Th.::

researcher deemed it fit to employ simple percentag.e method in ;malyzing th-: collençd

Ja1a and chi-square were used in testing the liypothc?cs

Table 1: shows that the distribution and return of the questioturnire atlrnini?tered tu

th? respondents.

.t.l DISTRIBL:TIO?A? ?T?I\?J<?ll?T?:?I?-----:- ·-;- J- __ l----- Dls1rib1,1lWll
Ret.utns:

?-f?:i???--=-t=???}E==!t-??-?;=-=-=?
'

Sourcc:fie1d surv?)?Q2Ü- ,
,

_ fütrihtacd cm 1hlc iidd. wa:-

The above table shows all the total of 30 quec,nonn.iHes;
?

filled and returned.



TtbJe4.t.3

w(Jl'k!Job of the respondents

-Option

---a?servant
? Entrepreneur

?---Trader
L-----------
1

Total

L---

Frequency

-+--
Pe?centag"__

2_4
_ --??- ___1,80%

-?
I

I

I

I

1--,-
1

I

30

10'%

6.6"iíi I

]}% --1
___ ¡

JOU%
I

fable 4.1.3 above rcveab of 24 f(;.'?pund?nts rcpres.en1ing ?(!?,,¡, ?Té: st\ille11<s,

servants, 6.6º/<:1 are entrepreneurs and only 1 oftht: res.por.dents i:e ,1 1rn.der.

RESEARC)l QUESTlOi\ 1: How cxpo5cd arc 1-cspo11dcnts to social mtdiu?

Que!itioo 4: !{ow olkn do you n?e th1;; social mc,füf'

e

????f-f?ft}"[)
Total [ ?.:__--------

----- ----------

t majoritv
of the ri:spondi::nts

don't me ?ocial
me?la

vet)'

The table above reveals tha
- ?e socíil.1 rnedia every ¡fay, whl\e 23.3% of thé'

-often, 26.6% of the r?spondetils

l--
.. ---?



Qaes1ioD
S: Which of these social media lam

---------¡¡-esponses
\

p onns de you use the most?

Frequency Perêeotages ?I
723.3%

_----WhatsApp

-?1agram

¡--?book
f--- Total

L-----?

Twitter

fhc table abo\/C shows that majority of the ri;sponden1? fülc WfrntsApp the rno':-t

of the resp(mdents us? Twitter. 16.6?((1 of the respondccn1". use l11s1..igrnm. while 20% oflh?

respondents u?e Facebook.

t3t???:?;1ft_:t?i
L-----------¡----,o I

1001/o
I

IL --?o?al _L???-_L-----------
.

,ritY of the re<:.pondenh
always use soda\ med.ia to

The table ¡ibove shows that rnaJl

st'ldalize and transact.



¡¡ESf.ARCH QUESTION 2•

.

. Do schools

QD-ettton
7: ls your sch 1

use social med"

oo on saci.al media?

ia -.:nougb for publicity?

---ResponsH I Freqqency

Yes \
I

?--
2s

I

No
I

I

1------- I
S

I

I

Total
- - _ __J

L----- __
¡

30 ,-

l'cncntnges -1
SJ%

__
¡

I

16.1%--¡
lll0%--?

I

The.

table above shows that nrnjo<ity of th. •

- - -?

,ocl'l media

·
' <cspoIT<lccts mchcatcs that tlú sdrnol is ,m

Que?tion 8: How often does your sdrnol s,),;;íal mdia h:mdk cc,,iversewithtlic,pub11c?

I

----¡-¡;spoITTe-;---7-F--;c--;------c-
- - - -- - -

I-------
I

qucncy
1.

p,ccc,,togcs -,

'??E:??+:=f="???3
I

occasions
I I

I

r---LTotd
--- +-- 30

__ T___ 100,¡
- - _

_ji

___________ L L_-------- - ---
.

The table ab-Ove shoWS that majority
of the rcspnndcnLs

affinn Lha\ theic school ,oci,l

media handle converse with the public
onlY during hug, occasions.



QUf.ldOll
9: Do you fancy your school's .

.

--------Responle'5 F

SOCtal med1a engagem-..-nt?

nquency Percentages
-?---- Yes

f----Total
I?-------

I

17
I

si,;,-
-

7

---¡-1--1-3--t- 43%
-i

II-=-7o-¡-1ó?
-

II
----- _J

Th? table above shows that majority of th? respondents fancy th?cir school'? :;.ocia! media

engagement.

l{ESEARCH QUESTION 3: How do social media ad,,.·crts influcnc"' stuclent'".i choice

ofscbool'!

Question 10: Student? ttc'.nd w be ;,ttram:<l to sdw,,ls with a ?oud social m:;Llia



[}uestion
11? Schools with perfect socfal m

.
.

prospective
students.

edia ad? '-"'lll gain the attention of m,?rc

---?Responses
Perceniãi??

-

-I

16 +-- ,,,., ----1
I

- -"

-1-2--, 40%
__

¡

Strongly dis.agree
? - L__ I

L---=- I
6?-7

!--Disagree
I

o--+ ,-1
- -7

L-- I 1

j

Undecided
¡

O I
o --1

r----Total I_ 'º
L__ 100%--7

I

1

__

•

_ __J I

-----Strongly agree

Agree

Frequency

Th.e table above shows that ma,inrity ofü1c respeimknts '.itrongly agrcl: ,hat sdWlJl5 wilft

perfect social media ads \?·ill

Qui'slioo 12: Schools with a ?m-id
nurnber vf pn)min;;nl dumni are \il,;cly to ,1.j¡nlt



·¡be Utble above shows that majority of the respondents s.trongly agri.:c that ?chools with <1

good
numbeT of prominent alumni are likely to admit students.

RESEARCH QUESTION 4: How ?n AAPOLY use social mi:,dia adverls i11- dri\'ing

public attention?

QufStiOD 13: The PR unit of the school sllould usi: so1eial rni::Jia pllüforrns I\\ push nwre

publicity.



----Di$agree
---- Undetided

-- Total

The table above shows that majority of the re:-pondcnts agree that fü-weck.ly social media

engagements can help the school garner public llttention,

Question 15: Students -...vim are social-media indim:d c.h(1Ltld bi: given access ln aniplitY

stories and events in the school

Í?"?--r--fre?n? Percentages-_
I

L--Stronglyagf?---11 --21-- -I
- -?O%

-

?I
I -6_j----,¡¡,.,- --1
, Agree

I
I ---¡

l----?--,------¡- -7 31"•

I

Strongly d1sagn:e
_j_ f- __j

¡--Disag«,
-

__ --::_-=??---::_-=:-? _ -?- - -
?

r -undeci(kd '
2

---j
_ ---- - -1

?f?-1---30_=--_J=- -?O?!? I

I ---?------
.

.
. of the rcs.pondenb affirm that

srn?en\:;
whil

-

are

The 1ab\c above shows that
111aJ?rlt)' . to amplify ,torics and events in th.:: s.dK)Ql

social-media inclined should be given acces?



S

CHAPTER FIVE

.
nm?ary•Conclusion and Recommendations

f(lptc: Effect of Social Me<lia Adverts. .

S.l Introduction
in Promoting the lmagc of Tertiary Institutions

The study was based on lhe effect of mass media adsert cm corporate image. lt h.irige:, on

social media as a tool for adverti:.in? the scboDI w its. prospcctivi: ernpk,ye..:s and

students, ln the Sludy, the Te'>ean:her:s uscrl the social media platfonn of lhe school to run

adverts for admission purposes, trending event-,; and mht:r fonm of pt1Micity.?.2

Summary

rt11::
n:sult or the research was cxpcctcd due to the predicted reach th..: pvst? will gi:i:. 'fht:

features of the post indude contents that are capti\'ating .ii",d n::adily ca¡iah\e of pt1\li11g

attention of potential studenb to th,; school.

Since the Tv,itter account 0fth1,; :,chool has lllrcady g:1ni,;rc:d fa.11s
on \!\e pl<1t1"orni,

i• was

suggested by the supervl::-or that the re?carch?rs th<: ?.::lwol':-<
plíltfrirr"_

fm thi:

publicity. This wa:; madi.: pos:;iblc when the accoun1 ddaib \\ere: ?1.1tts'.n anel cfüli,:eJ hy

the researchers..

5.3 Co11clus.lon
.

. .
I,; d

, th ,w social rnedi<L can be u factor \O rromoting ¡\¡ç

The study has succeSS\\ dy 100 e a
'

ímage of tertiary instihltioflS-

?.4 H.ecommendations
hou!d employ the expet1isi; of professionals whl'.

can
h?11dk

I. The rnariagemcnt
s

.·

0 edv rn be able to uti\i,.e the soci(>.l ntedn1 ph1\tonm

Lhe Public Jh:\ations
untt pr p

,

.
,

"cizC the school time afterunw

to pubil . khartdedly attr<l.ct pubfü.:s to thé schcml

ial edia haS the power
to abnost sing

d1
r

,:.;o the work will be :,eamk:,s.

The soc m
·t should employ a han e .

The Public Relations
ont ,



2. The Public Relations unit of the school goíng fonvard should do weU to upholdthe true nature of Public Relations by working hard to bridge the gap between the

management and the students; including other st.akehuldcrs

.,, Staff who are Public Relations inclined should not hc1>itate to
lu_'.d -tl?ciisuggestions to the Public Relations unlt on how ttleir v,ork can tie ef1eW\•el:y

done. ln this respect. the managcrncnt sl1mü<l leave the 11oor open for s.uggeShom
from different end?
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DEPAaTI\IENTOF l\lASs CO>L'1UNICA TIONABRAfiAM ADESA,'\¡y A POLYTECHNIC

ow respondent,

I
am a final year student of lhe department of Ma!-s Communication ln the abovi:-namcd

i11Slitution and I am conducting a research which requir,.-s y()ur rc?pcinsl.'? ün "Effect of
sOf:'ial media adverts in promoting the image of tertiary institu1iom".
Please, your candid answers are required to the questions in tbe quesrionnair,. Note that

thís exercise ls for academic pu!1JOSC only. Your r<ospon?e$ wlll h,: u·e,1ted with utmn?t

confidenliality. To guaram?? your anonymity. d() not wrik yc,ur rn1mc ,,n th(:

questionnaire.

Thank you.

Please- tick
[ 1 appropriately.

I.SEX:

M?e
[ ]

Female
[ l

]
l!ND

I I

2. EDUCATIONAL Ql'AL!FICATIONc ONDI

3.

WORK/.J:?: , Entrepreneur [ l

Student [ ]
Civtl Sen ant [ l

, ?, ·dav l l
\\-'eekly [ ]

l clún"t use soci<1l m-:dia

4. How often do you use sodal mt:d1a? L'-e0 .

l J
? sdoyouusethcmos.L?

·a1 media platiorm
S. ·which of these soei

[
l

fucebc,ok I l

Twiner
[ ]

WhatsApp [ J
lnstagraID

·arzeandtransacf'?
. medía to soei i

6. Do you also use social

Ye.¡ ]No( J

ed.•
1 on s0cial Jl\ ,a.

7. ls your sc?OQ-. -
-

! i

•.

• die converse with the public?
. v, l J No () ,

h""i,ociol tned1• ban

8:Howoftendo<SYº"'"' 44
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Introduction

lhls chapter presents the design of the ,iudy, "mpling teclu,iques, expecimemol pmcedcce,
proximate analysis and method of data analysis.Materials

Phonc/Laptup: These tools will be u?ed to ercmi: the n.vitt1;r handle and bfühtags t/m(will be used to push the publicily a-:ross the platforn,
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i Twitter/Facebookl Handle: Acccrding to Twitter Sfatfatics, there are 330
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,_.

_

million

ltlonthly acfi\'e-,ÚseiS· and 145 piillion
daily acnve users on Twitter. Statista.com said;
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·•wi?
over 2·7 billion

monthly UCtiv, use,-, a, Of tho second guarro, of 2020, Fac,book is

the b,ggest SOc1a] network
WorJdWide". The

reseorchecs ½ii! ,,,,¡, " twittec handles fo,
the purpose of

trendlng hash tags.

Method of Production
. Content

Development/Editing
Creating the J)osts fo, U,i,

PlUJ)ose will be handled bv the ce;e«chcts invoh•ed. Editing
wilJ or may be supervised by the supervisor. Contem cr?ation is importun \(_) make Surf;that every post aligns With the aim of the study. Contents that ari; st,i::ial-mcdiíl-irn.:lineJand educationally patterned will be created for thi? stud?

' .,

.,

..J,:

,

. ""'lll follmv other academic platforms
'

,
__

.-

.)/':.·• -

.

;

the researchers
..

. . _,

._,·scl:t?i•; j,Jatfottn,
. vertii contents for pubhc1ty.

After
usll?-8_??/

-

..
l$hendldinpostmgad.and aJsd us<> tl¡?l<ll"9l

.·
..

1

to bo posted-
, .
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.
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Admission/
Âdmiss¡on/

Admission!
Abrolu,m

Ade,onya Polyrechnic, /ieh,,Jgbo,

Ogun State is

curren,/Yadrn;11¡ng Uud,m, fo, the 2020/202/ academic""'""'
Tell your friends and

fom;¡y member, You,, ND and HND dr·g,m º" non ª1

your finger-lips. DM or
?q/l the m1mber un our bio nm,.

•
!
!

That HND dogr;, is "'T po,,,;bJ, ¡0 ga Do '"" rdcn/ 1hrahwn Adc·s.myaPolytechnic, [Jcbu-/gbo, Ogun Sta/e f.o/luw ,,, ar,d Chcd ddad, 1n ow hfo andcall the number on the bio JOr 1nor1: 1:m¡1.iírifs
8Me-$s1tn;er ..,1 •? ? 41?•::?,>.?--'-.ota:co?_....__,,,,_

-AnikéAde
?-·J.,,1,,0,.-11.

ft¡¡¡ Abrah¡¡m Adesan,'il Polyre,;hnii; ;? in ,,'',"""
rJebulgbo_ -'-

4Bmic• G

Abraham Ade$;inya Polyte.:hni?, ded;,;,ato<1to
providing our studenu. With tlGSt ,ai;adBmi?, soe:ial

and rTlQral e?perlence #COMETOAAP,SQ,:· rm,?
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We are
expecting You in the

fonb"/and! let•., m yow, ucad,,,úc fo,me, º"
track again. Com, to

Abraham
Ade,,any0 Po/yrechnfr, Jjefo.Jgbo aod kkkwo,t

your Diploma
journey, Follow us Ca// 1/,e numbe,· on on, Bfo

fiel/oi Your dreams are Valid! Le,·, hdpm0achfee·, rh,m Com, ro AbmhamAdesanya Polytechnic
1/ebu-fgbo ond.stan a d,·,:nd folfow ,.sand Check de1ai/s

in our bio.

,

You can maio: ou, .rchoo/ yow alma"""' We me ,·,·ody ro ""'"°"'' "'"' "''º'm Come to Ab,ahan, Ad,·.•onya Poiylechnw A" !CT ,"or)Nchmc thw

open ar
.,. ·

_
. _

F i/m,, ,,, onJ ,hak ow bw

take.? pride ín giving bes/ ucudrnucs lo its siuaem.1.
r.,

for details

II be ,iohlc io sOrno<,og

.

I h pe of the rcseard1crs th.:il tbê' socia! media a.Jvê'rts w¡ ,

It JS I Je O

more audiences for the school.
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llo\'ingac..., to th• SO<:ial media handles and

- • ,._ .._ lhe? for• timtfrarne of 2 days. This strategy is

·

,- ,.. .... "I' Iii< tohl< llld <ttatc hug, imrression on Twitter ªnd

Thi? mean? !hat daily, the researchers involved


