An Analysis of Evolving Social Media Trends and its Impact on Digital Marketing Strategies on Facebook User Perspective 
[bookmark: _Toc209078624]ABSTRACT
Facebook marketing has emerged as a dominant channel for engaging audiences in Nigeria’s increasingly digital marketplace. This study examined the influence of evolving Facebook marketing trends on user experience, with a focus on engagement patterns, perceptions of content relevance, trust, and behavioral intentions. A descriptive survey design was adopted, and data were collected from 165 purposively selected active Facebook users through structured questionnaires. Analysis involved descriptive statistics and Chi-square tests at a 0.05 significance level. Results revealed a predominantly young (64% aged 18–24), student-heavy (72.7%) audience, with 83.3% accessing Facebook via smartphones. Awareness and exposure to Facebook marketing were high, though perceptions of relevance (31.3%) and trustworthiness (36%) were mixed. Engagement behaviors were moderate, with “sometimes” being the most frequent response across interaction types. Satisfaction (36.7%), trust (50%), and purchase intention (49.3%) were moderate, highlighting gaps in targeting and personalization. 
The study concludes that aligning marketing strategies with audience gratifications and ensuring ethical personalization are critical for improving engagement outcomes. the research emphasizes the subjective experiences of Nigerian Facebook users, such as satisfaction, trust, perceived relevance, and behavioral responses, rather than organizational or technical outcomes. Data will be collected from active Facebook users residing in Nigeria, ensuring that the findings reflect the unique cultural, social, and economic contexts of the country. The timeframe of the study is confined to current and emerging trends from 2010 to 2025, a period marked by significant transformations in Facebook’s marketing landscape.
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[bookmark: _Toc209078627]1. Introduction
The rapid advancement of social media platforms has redefined the global digital marketing ecosystem, with Facebook emerging as a central player in shaping user engagement and advertising strategies. Originally launched in 2004 as a simple peer-to-peer networking tool, Facebook has transformed into a comprehensive marketing platform with over 3 billion monthly active users as of 2024. This transformation has empowered brands to engage users through personalized content, audience segmentation, behavioral tracking, and interactive formats (Statista, 2025; Kapoor et al., 2018; Tuten and Solomon, 2020). With advertising infrastructure supported by tools like Meta Ads Manager and features such as Reels, Shops, and algorithm-driven feeds, Facebook has become indispensable for digital marketers aiming to convert attention into measurable business outcomes (Shareef et al., 2019; Dwivedi et al., 2021).
The financial scope of this transformation is equally notable. In 2024, global expenditure on social media advertising was projected to exceed US $234 billion, with Facebook accounting for the largest share due to its extensive reach, strong personalization capabilities, and seamless integration across platforms (Statista, 2025). Beyond clicks and impressions, marketing success is now increasingly evaluated based on user experience (UX), how users perceive, interact with, and emotionally respond to digital content. Scholars have thus emphasized the need to understand social media from an experiential perspective, particularly in markets where user trust, satisfaction, and attention shape marketing outcomes (Arrate et al., 2018; Ali et al., 2019). This trend is particularly significant in developing regions like Sub-Saharan Africa, where mobile-first internet access has introduced a distinct digital engagement pattern. In Nigeria, Facebook dominates the social media landscape, with over 36.75 million active users by early 2024, nearly 88% of the country’s entire social media audience (DataReportal, 2024). 
As the nation’s digital advertising market expands, projected spending on social media ads is expected to exceed US $148 million by 2025, primarily driven by mobile ads, which are forecasted to account for over 70% of total digital ad spending by 2029 (Statista, 2025. Empirical studies further confirm Facebook’s strategic relevance to Nigerian businesses. Gbandi and Iyamu (2022), analyzing 500 small and medium-sized enterprises (SMEs), reported that Facebook significantly boosted customer reach, sales, and brand visibility. Similarly, Muraina and Samour (2025) found strong correlations between Facebook use and customer engagement, brand awareness, and purchase intent. Strategies such as influencer marketing, storytelling, and localized campaigns often enhance these outcomes. Trust-enhancing mechanisms embedded in Facebook, such as user reviews, real-time comments, and influencer endorsements, have also been shown to increase campaign effectiveness. Oludoyi et al. (2024), in a study of 383 SMEs, revealed that trust moderated the success of Facebook marketing, with personalized and socially validated content outperforming generic messages. Nwali and Ntegeeh (2022) echoed these findings, highlighting Facebook’s impact on brand recall and purchase decisions through interactive and peer-based promotion. Likewise, 
However, while the technical and strategic aspects of Facebook marketing are well documented, the user experience dimension remains under examined. Otugo, Uzuegbunam, and Obikeze (2015) in the studied of Nigerian university students, noted high ad visibility but low interaction, suggesting a disconnecting between content delivery and user expectations. At the global level, Arrate et al. (2018) found that although users encounter dozens of Facebook ads weekly, only 22.8% of them align with actual preferences, raising concerns about relevance and targeting precision. Ali et al. (2019) also highlighted ethical issues surrounding algorithmic ad delivery, such as inadvertent bias by gender, class, or race. The rise of influencer marketing further complicates user engagement. While influencers can drive brand affinity, their impact depends on perceived authenticity, credibility, and alignment with audience values. Adelabu et al. (2024) observed that influencer-led campaigns on Facebook were only effective when audiences viewed the source as trustworthy and transparent. Moreover, Facebook’s constant feature updates, Reels, Shops, auto-play videos, and algorithmic timelines, intensify engagement but may also trigger fatigue, skepticism, or choice overload (Elebute, 2025). 
This study, therefore, seeks to explore the user experience of Facebook marketing features in Nigeria. It aims to offer insights that inform ethical, relevant, and user-centric content strategies for brands, while contributing to a richer understanding of digital engagement within emerging markets.

[bookmark: _Toc209078628]2. Literature review
Facebook’s transformation from a social network into a global digital marketing platform has reshaped user interaction and brand strategy. With over 3 billion monthly users and ad spending projected to reach US $234 billion in 2024, Facebook remains a core hub for personalized brand communication (Statista, 2025; Tuten and Solomon, 2020). This is especially evident in developing markets like Nigeria, where Facebook, with over 36.75 million users, leads in platform penetration (DataReportal, 2024). Despite this scale, the impact of evolving features, such as influencer content, personalized ads, and interactive tools, on user experience remains underexplored (Alalwan, 2018; Dwivedi et al., 2021; Tafesse and Wien, 2018).
While existing studies document Facebook’s business benefits, improved reach, visibility, and SME growth, most overlook user-centered experiences. Otugo, Uzuegbunam, and Obikeze (2015) found that although Nigerian students noticed Facebook ads, engagement was low, with minimal clicks or purchases, revealing a gap between exposure and action. Similarly, Arrate et al. (2018), in a study of 7 million ads across 5,000 users, reported that only 22.8% of algorithm-targeted interests matched actual user preferences. This misalignment deepens with algorithmic optimization. Ali et al. (2019) showed that even neutral ad targeting often led to skewed exposure across demographics, raising concerns about fairness and transparency, critical elements of positive UX. Influencer marketing adds further complexity. Though Adelabu et al. (2024) noted its benefits; they cautioned that perceived inauthenticity can erode user trust.
Facebook’s continuous feature expansion, Reels, Shops, Live Video, AI-driven ad feeds, intends to enhance engagement but can also cause fatigue, skepticism, or privacy concerns. Despite widespread tool adoption, studies seldom assess how users interpret these features in terms of satisfaction, perceived intrusiveness, or responsiveness. Much literature remains business-focused, overlooking how users emotionally and cognitively respond to marketing stimuli on the platform.
Digital marketing has undergone a major transformation with the rise of social and mobile media. The integration of social media into marketing strategies has significantly enhanced firms' ability to engage consumers more interactively and responsively (Ko et al., 2019). This shift marks a departure from traditional one-way promotional models toward interactive, user-centered communication, where platforms leverage tools such as artificial intelligence, augmented reality, and data analytics to personalize user engagement (Ko et al., 2019).
Global spending on social media advertising reflects this transition. In 2017 alone, investments in social media ads surged by over 55%, reaching more than US $51 billion, underscoring the growing reliance on these platforms for marketing effectiveness (Cooper, 2020). The emphasis has moved from mere visibility to fostering long-term consumer relationships and real-time feedback loops (Cooper, 2020).
Facebook has been central to this evolution. Since its inception in 2004, the platform has developed into a leading advertising tool, offering marketers advanced audience segmentation, personalized content delivery, and diverse ad formats. Its early adoption of targeted advertising allowed brands to align marketing efforts closely with user preferences and behavioral data, enhancing campaign relevance and engagement (Cooper, 2020).
Digital marketing strategies have undergone a significant transformation as social media platforms became central to business communication. Platforms such as Facebook, Twitter, and Instagram have shifted marketing from one-directional messaging to interactive, community-oriented experiences, enabling brands to engage in meaningful dialogue with consumers (Suresh Babu et al., 2021). This shift has also enabled brands to harness user-generated content, electronic word-of-mouth, and personalized storytelling to increase engagement and credibility (Suresh Babu et al., 2021).
Empirical studies have shown that social media marketing deeply influences consumer buying behavior. For example, Antczak (2024) found that digital marketing, including social media, empowers consumers with access to product information, peer reviews, and price comparisons, all of which significantly shape purchasing decisions and enhance business profitability. Meanwhile, in Pakistan, research demonstrated that social media marketing activities strongly influence user intentions to engage and purchase, with satisfaction mediating linkages between social identity and purchasing intent (Khan et al., 2021).
Facebook has transformed into one of the most effective digital marketing platforms due to its expansive user base and sophisticated targeting tools. In the Philippines, research found that educational institutions leveraged Facebook across their enrolment marketing funnel, to build awareness, generate leads, and facilitate enrollment, highlighting its efficacy in the visibility stage of marketing campaigns (Fortes and Ramos, 2023). Large-scale content analysis of Facebook advertising revealed that consumer engagement, measured through likes, shares, and comments, is significantly influenced by the nature of ad content, underscoring Facebook’s ability to create meaningful user interactions (Rosas‑Quezada et al., 2019). At a global scale, analysis of real user data showed that Facebook users are exposed to an average of 70 ads weekly from 12 advertisers, and that only about 22.8% of the interests assigned to users align with the actual ads delivered, suggesting potential misalignments in targeting relevance (Arrate et al., 2018). While the platform enables precise segmentation and personalization, these findings highlight the importance of aligning ad delivery with consumer expectations to avoid disengagement.
Influencer marketing has become a central driver of consumer engagement in digital environments, particularly on social media platforms. Research emphasizes that influencers, viewed as authentic figures, enhance brand trust and effectively communicate brand messages (Xu, 2023). A structured analysis shows that influencer marketing significantly boosts brand awareness and user engagement by aligning marketing messages with audience preferences (Xu, 2023). Empirical evidence further supports these claims. In Nigeria, Mac‑Ozigbo, Ogohi, and Araga (2020) found that consumers are more inclined to trust brands endorsed by influencers than those using traditional corporate messaging alone. Similarly, studies in other contexts confirm that influencer credibility, authenticity, and niche alignment substantially impact consumer purchase behavior (Rachmad et al., 2023). While powerful, the effectiveness of influencer marketing can be compromised by overexposure or perceived inauthenticity, which may diminish consumer trust and engagement (Rachmad et al., 2023).
Content personalization has become a cornerstone of modern digital marketing, enabling platforms like Facebook to deliver tailored advertisements based on user behavior, preferences, and demographics. AI-driven personalization enhances customer experience by optimizing content relevance, which in turn increases engagement and purchase intention (Beyari and Hashem, 2025). However, algorithmic targeting is not without challenges: studies have shown that ad distribution can be skewed along demographic lines, even when advertiser targeting is neutral, raising concerns over fairness and trust in ad delivery systems (Ali et al., 2019). Moreover, research on algorithm-driven advertising reveals that ad relevance, display frequency, and platform trust significantly shape consumer behavior, highlighting the dual impact of personalization on user experience, both positive and potentially intrusive (Apriansyah et al., 2025).
Interactive and video-based advertising on Facebook has become a powerful strategy for driving user engagement and influencing purchase intentions. Research indicates that Facebook’s video ad campaigns, when compared to static images, deliver superior outcomes in terms of reach, impressions, cost per impression (CPM), overall interactions, and lower cost per interaction (Tavare et al., 2023). Particular ad formats such as Live video and short-form content foster deeper consumer involvement; for instance, experimental data shows that live-stream sessions increase perceived trust and purchase intention through socially facilitated cues, like peer endorsement and influencer presence (Bui and Bui, 2019). More broadly, interactive formats, such as immersive storytelling and responsive video content, have been shown to significantly affect consumer attitudes, with strong positive correlations found between good storytelling elements and consumer sentiment toward video ads (Hayes et al., 2022).
However, not all video formats perform equally. A recent survey of video marketers found that while Facebook remains one of the most widely used platforms, employed by 66% of marketers, its Live feature ranks among the least effective tools, with only 10% reporting it as successful in generating results (Wyzowl, 2025). Despite this, Facebook continues to push Live content through algorithmic prioritization; this feature often appears prominently in user feeds, encouraging spontaneous, highly interactive content that strengthens perceived authenticity and drives engagement (Wired, 2015). User experience (UX) in digital marketing refers to how consumers perceive and interact with marketing content, shaping their trust, satisfaction, and engagement. On social media platforms, notably Facebook, UX is a critical mediator influencing marketing effectiveness. Research shows that when users perceive ads as relevant and personalized, their satisfaction and engagement levels significantly increase (Hameed et al., 2020). This underscores the importance of delivering content that aligns with user expectations and context.
Trust is another pivotal dimension of UX. Studies have demonstrated that digital marketing effectiveness improves when users believe in the credibility and authenticity of content sources. For example, user trust is a strong predictor of positive engagement in sponsored brand communications on Facebook, especially when combined with transparency in messaging  Behavioral responses such as likes, shares, and comments, common forms of engagement on Facebook, are tied closely to the quality of user experience. Users are more likely to interact with content when they feel emotionally or cognitively connected to it.
However, the landscape is not without challenges. Users may experience advertising fatigue, particularly when exposed to repetitive or overly intrusive ads. This can lower engagement rates and reduce perceived ad effectiveness. Evidence suggests that maintaining UX requires balancing personalization with content freshness and pacing to prevent disengagement (Smith and Kearney, 2021). User Experience (UX) encompasses the comprehensive impressions and responses users have before, during, and after interacting with a digital platform (Luther, Tiberius, and Brem, 2020). This experiential framework transcends basic functionality, emphasizing intuitive interface design, emotional resonance, and perceived usability, all integral to enhancing engagement and satisfaction (Luther et al., 2020). Fundamentally, UX operates across multiple dimensions: usability, which relates to ease of use and clarity of interface; content, referring to relevance and quality of presented information; functionality, or system performance; and emotional engagement, which involves aesthetic appeal and user delight (Lugmayr et al., 2013). These facets collectively influence overall satisfaction and loyalty.
In the digital marketing context, particularly on platforms like Facebook, UX serves as a bridge between brand goals and user needs. A well-designed UX lowers mental and physical interaction costs, streamlining users' path to content exploration and conversion (Nielsen Norman Group, 2022). When marketing messages are delivered through an experience that feels smooth, intuitive, and emotionally engaging, users perceive higher value and are more likely to stay engaged. User engagement in social media marketing refers to the actions taken by audiences, such as liking, sharing, commenting, or clicking, that indicate active interaction with content. On Facebook, such behaviors are critical as they not only enhance visibility through algorithmic boosts but also signify deeper consumer interest and trust (Malthouse et al., 2016). Empirical studies indicate that well-crafted content, particularly posts that evoke emotional resonance or social identity, engender more robust engagement patterns (Nardine et al., 2022).
Moreover, sustained exposure to engaging content fosters stronger behavioral outcomes, including increased click-through rates and conversions. Research shows that when advertisements are aligned with user preferences and delivered in interactive formats, engagement rates rise significantly, translated into consumer actions such as brand inquiries or purchases (De Vries et al., 2012). 
Trust plays a pivotal role in shaping user experience in social media marketing. In the context of social commerce on Facebook, increased user trust has been shown to significantly influence purchase decisions, with a study in Indonesia revealing a strong positive relationship between trust and buying behavior in social commerce settings (Shin, 2013). Similarly, convenience and trust have been found to significantly elevate patronage of Facebook Marketplace services among users in Nigeria that facilitates transactional engagement (Ahaiwe et al., 2024). Perceived relevance of advertising content also profoundly affects user receptivity. A study conducted in Vietnam identified that features such as interactivity and informativeness, along with perceived relevance, significantly shaped consumers’ purchase intentions on Facebook (Vo et al., 2023). This implies that content aligning with user needs and expectations fosters deeper satisfaction and reduces ad avoidance behaviors (Vo et al., 2023).
Furthermore, trust serves as a mediator between advertising effectiveness and consumer behavior. In a broad social media context, research involving 500 respondents demonstrated that credibility, authenticity, and sustainability of ads enhanced user satisfaction and overall purchase intention, while the mediating role of trust moderated these effects in meaningful ways (Kothari et al., 2025). Collectively, these studies reveal that trust, satisfaction, and relevance are intertwined elements, each reinforcing user engagement and favorable behavioral outcomes in Facebook marketing environments (Kothari et al., 2025).
User behavior on Facebook is shaped considerably by audience segmentation strategies that align marketing content with user preferences and behaviors. Drawing from insights within the retail industry, Li and Liu (2022) identified that audiences who perceive a higher sense of social comparison tend to engage more with like-minded community content, leading to increased interactions such as comments, shares, and brand advocacy. This aligns with findings that peer-related context and audience norms influence online behaviors on platforms like Facebook.
Moreover, dynamic segmentation approaches, leveraging real-time data, have demonstrated effectiveness in optimizing advertising spend and audience retention. For instance, mobile app-based advertisers who used real-time behavior tracking for segmentation reported improved key performance indicators, including click-through rates and retention metrics (Zhang et al., 2023). These studies illustrate how advanced segmentation tools on Facebook empower marketers to target high-intent audiences and refine long-term engagement strategies. Audience interaction on Facebook is influenced by multiple factors, including content attributes, emotional resonance, and social dynamics. Gonzalez et al. (2020) found that posts incorporating visuals, interactive polls, and storytelling elements significantly increased likes, shares, and comments compared to plain text content, demonstrating a clear preference for engaging and interactive formats. Social influence also plays a crucial role, when users observe activity from their peers or feel part of an online community, users are more likely to engage with similar content, driven by social proof and shared identity Furthermore, consumer response is shaped by emotional valence; content that evokes positive emotions such as joy or excitement fosters stronger engagement than neutral or informational content (Wang et al. 2023).
Social media, particularly Facebook, has become central to how users connect and engage with content. Guided by the Uses and Gratifications Theory (UGT), this study explores the motivations behind user interaction, such as information-seeking, entertainment, and social connection. The aim is to understand how these gratifications shape engagement and inform effective digital communication strategies. Uses and Gratifications Theory (UGT) provides a foundational perspective for understanding how individuals actively seek out media to fulfill specific psychological and social needs. Developed by Katz, Blumler, and Gurevitch in the 1970s, UGT diverges from traditional passive audience models by positioning users as active agents who consume media for specific purposes, such as entertainment, information, personal identity, and social integration (Rubin, 2002). The theory has since evolved to include digital platforms, where media users engage not just as consumers but also as content producers, curators, and interactors (Luther et al., 2020).
In the context of social media, UGT has proven especially useful. Platforms like Facebook offer multi-dimensional functionalities, from posts, videos, and groups to business pages and targeted ads, which align with varied user needs. UGT explains how users gravitate toward these tools to gratify informational needs (e.g., news feeds), social interaction (e.g., messaging and group discussions), and personal identity reinforcement (e.g., curated profiles and posts) (Hsu et al, 2005). This conceptual adaptability makes UGT particularly relevant for analyzing user experience and digital marketing outcomes in modern social media ecosystems (Hsu et al, 2005).
The application of UGT in this study is grounded in its three central constructs: media use motivations, gratification sought and obtained, and behavioral outcomes. Facebook users engage with content not merely for entertainment but often to gain knowledge, participate in community, or validate personal values and beliefs. These motivations determine which types of marketing content are perceived as relevant, credible, or engaging. For example, a user may engage with a Facebook advertisement because it offers useful product information (informational gratification), aligns with their lifestyle (identity expression), or has been shared by a peer (social influence) (Luther et al., 2020). Furthermore, UGT posits that media behavior is influenced by situational factors and individual characteristics. Age, digital literacy, and cultural context can moderate how gratifications are prioritized. For instance, younger audiences may emphasize entertainment and social connection, while older users may prioritize informational value. These nuances support a segmentation-based understanding of Facebook users, further reinforcing UGT’s relevance in this study (Luther et al., 2020).
This research adopts UGT as a guiding lens to investigate how evolving trends on Facebook, such as influencer marketing, content personalization, and interactive video, are experienced and interpreted by users. The theory enables an exploration of not only what users do on Facebook, but why they interact with specific content, how they feel about it, and what gratifications they derive from it (Kamboj, 2020).
Existing literature demonstrates that users engage with Facebook brand pages for purposes such as information gathering, entertainment, and relationship building. For instance, a study on Facebook business pages revealed that motivations such as identity expression, entertainment, and social utility significantly influence users' intention to engage with marketing content. These gratifications translated into higher levels of trust, emotional connection, and sharing behavior, elements that are vital in measuring user experience and examined on how post characteristics affect Facebook engagement among national sports organizations (NSOs) in Europe using Uses and Gratifications Theory (UGT). Analyzing 2,450 posts from 49 official pages, the study found that content closely tied to national teams, especially exclusive, behind-the-scenes material, drove higher likes, shares, and comments. Posts with rich media, particularly videos, outperformed text-only updates, while generic or commercial content reduced engagement. The study concluded that audience-centered, media-rich strategies enhance user interaction and recommended NSOs tailor content to user gratification patterns for improved digital marketing outcomes (Osokin, 2019).
Mahmood (2019) investigated Facebook use among Pakistani university students through focus groups guided by Uses and Gratifications Theory (UGT). Thirty students from three universities participated, with data analyzed via thematic content analysis. The study identified five key gratifications: information-seeking, entertainment, social interaction, self-expression, and recognition. Students used Facebook to maintain relationships, follow news, share personal lives, and construct identities. These motivations shaped how they engaged with marketing content (likes, comments, shares). The study concluded that understanding such drivers is vital for optimizing user experience in digital marketing. It recommended tailoring content to user needs for identity, entertainment, and relevance to enhance engagement. (Mahmood, 2019).
Kamboj (2020) applied Uses and Gratifications Theory (UGT) to examine engagement in Facebook brand communities using survey data from 379 users analyzed through SEM. The study measured entertainment, social interaction, informativeness, brand trust, and community engagement. Results showed that entertainment and social connectivity strongly predicted emotional and behavioral engagement. Perceived credibility and interactivity of brand pages enhanced trust and loyalty, with trust mediating long-term behaviors like repeat visits, sharing, and word-of-mouth. Social influence and community belonging also shaped participation. The study emphasized that effective Facebook marketing must go beyond promotion, addressing emotional and social needs. It recommended fostering trust, two-way communication, and participatory environments to enhance engagement outcome (Kamboj, 2020).
Yılmaz and Rızvanoğlu (2018) applied Uses and Gratifications Theory (UGT) to examine psychological drivers of Facebook use through a survey of 401 Turkish users. Using SEM and multiple mediator analysis, they assessed content, social, and hedonic gratifications. Findings showed all three significantly predicted continued use, with information-seeking, interaction, and entertainment emerging as key motivators. Habit and subjective norms partially mediated these effects, indicating that engagement is reinforced by routines and peer influence. The study highlighted that Facebook use is shaped by both rational motivations and social reinforcement. It concluded that digital marketers must satisfy informational, social, and entertainment needs while fostering habitual use. This confirmed UGT’s strength in explaining emotional and behavioral engagement in digital marketing (Yılmaz and Rızvanoğlu, 2018).
Hoang, et al;2023 examined engagement on 155 Vietnamese university Facebook pages by analyzing 5,825 posts through content analysis and regression. Guided by UGT, content was categorized into hedonic (entertainment), utilitarian (information), and social (community-building). Hedonic posts gained quick reactions but fewer shares or comments, while utilitarian content encouraged deeper engagement through comments and shares. Social posts fostered belonging and interaction within communities. Post timing and visual richness (videos, infographics) also significantly boosted engagement compared to plain text. The study concluded that aligning content type with user gratifications is crucial for optimizing Facebook interaction. It recommended varying content formats and schedules to balance entertainment, usefulness, and social value (Hoang et al., 2023).
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[bookmark: _Toc209078652]3.1 Research Design
This study adopts a descriptive survey research design, which is appropriate for capturing the attitudes, perceptions, and behavioral responses of Facebook users toward evolving digital marketing trends. The design facilitates the systematic collection of quantitative data from a representative sample, allowing for the statistical analysis of user experiences, interaction patterns, and satisfaction levels with Facebook-based advertising. Given the study’s emphasis on user-centric insights into digital marketing strategies, a survey method is most suitable for assessing multiple constructs such as content relevance, trust, engagement, and perceived effectiveness of Facebook ads.
[bookmark: _Toc209078653]3.2 Area of the Study
The population of this study comprised active Facebook users in Nigeria who were 18 years and above and had exposure to marketing content on the platform. This included individuals who followed brand pages, engaged with sponsored advertisements, or interacted with influencer-driven promotions. The study population reflected Nigeria’s diverse demographic landscape, encompassing users from varied occupational, educational, and socio-economic backgrounds who accessed Facebook through both mobile devices and web platforms.
To achieve the objectives of the study, the research focused on Nigerian users’ perceptions and responses to evolving marketing strategies on Facebook, with particular emphasis on students in Ogbomoso and customers at the Gadget Sale Market, Challenge, Ibadan. By targeting this population, the study was able to examine how users in Nigeria experienced personalized content, influencer marketing, and interactive advertising formats. This approach ensured that the research objectives, centered on understanding user satisfaction, trust, perceived relevance, and behavioral responses, were directly addressed within the Nigerian digital marketing context.
[bookmark: _Toc209078654]3.3 Sample Size, Technique, and Procedure
A sample size of 165 respondents will be targeted, based on recommendations for sufficient statistical power in social science research involving multiple variables and cross-sectional survey analysis. The sampling technique adopted is non-probability purposive sampling, which enables the researcher to intentionally select respondents who are active Facebook users and have demonstrable engagement with marketing content. Of the total sample, 100 questionnaires will be administered electronically via Google Forms, while 65 will be distributed in printed form. Although the target for printed responses is 50, an additional 15 printed questionnaires will be included to account for potential non-responses or attrition, ensuring that the final target of 50 completed printed questionnaires is achieved. This combination of online and printed distribution is intended to maximize reach, accommodate varying levels of internet access, and improve overall response rates.
[bookmark: _Toc209078655]3.4 Research Tools
The primary instrument for data collection in this study is a structured, self-administered questionnaire, developed in alignment with the study’s objectives, hypotheses, and conceptual framework. The questionnaire was designed to elicit quantifiable responses across five key sections and consists of both closed-ended and scaled items, allowing for systematic data collection and statistical analysis as shown in Appendix A.
Section A captures demographic information such as age, gender, educational level, occupation, and Facebook usage patterns. This section includes six items, each with horizontally aligned response options and checkboxes to facilitate ease of completion.
Section B assesses awareness and exposure to Facebook marketing strategies. This section consists of five binary-response items formatted in a table with “Yes” or “No” options, enabling the identification of respondents’ familiarity with key marketing elements on the platform.
Section C evaluates perceptions of content relevance, trustworthiness, and personalization. It includes five items measured using a 5-point Likert scale, ranging from “Strongly Disagree” to “Strongly Agree,” and is presented in a tabular layout for uniformity and clarity.
Section D examines user engagement behaviors with Facebook marketing content (e.g., likes, shares, comments, and click-through). This section also uses a Likert-style frequency scale presented in table format, with options ranging from “Never” to “Always.”
Section E focuses on satisfaction, trust, and behavioral intention outcomes. Like Sections C and D, it uses a 5-point Likert scale and table structure to assess respondents’ attitudinal and behavioral reactions to Facebook advertisements.
The instrument has been designed for online distribution via platforms such as Google Forms, ensuring broad reach and accessibility. The closed-ended format and standardized response categories enhance the instrument’s reliability, facilitate statistical processing, and support hypothesis testing. The questionnaire will undergo pilot testing and expert review to ensure its validity and reliability prior to full deployment.
[bookmark: _Toc209078656]3.5 Mode of Data Collection
Data will be collected through an online survey distributed via Google Forms and embedded in Facebook posts and private messages targeting selected users as shown in Appendix A. This method ensures accessibility, cost-efficiency, and a broader reach, especially given the online orientation of the study population. Participation will be voluntary, with informed consent obtained digitally before completing the questionnaire. Ethical considerations such as anonymity, data protection, and the right to withdraw at any point will be strictly upheld.
[bookmark: _Toc209078657]3.6 Data Analysis
The data collected will be analyzed using both descriptive and inferential statistical methods. Descriptive statistics such as frequency, percentage, mean, and standard deviation will be used to summarize respondents’ demographic profiles and general patterns of Facebook usage and engagement with marketing content. Inferential statistics will be employed to test the research hypotheses and determine significant differences or associations between key variables related to user experience, content trends, and digital marketing effectiveness. Statistical analysis will be conducted using the Statistical Package for the Social Sciences (SPSS) version 27.0, with a significance level set at p < 0.05.
[bookmark: _Toc209078658]3.7 Validation of Data Used
To ensure the validity of the data collection instrument, content validity was employed. The questionnaire was setup to check the view of the experts in the fields of digital marketing, social media research, and behavioral science to confirm that the items appropriately represent the constructs of interest. Furthermore, face validity was assessed through pilot testing with a small sample (n = 30) of Facebook users to ensure that the items are clearly worded, logically ordered, and free of ambiguity. Feedbacks from the pilot study were used to revise and refine the instrument before full-scale data collection.	
[bookmark: _Toc209078659]3.8 Reliability of Data
To establish the reliability of the instrument, internal consistency reliability will be tested using Cronbach’s alpha coefficient. A Cronbach’s alpha value of 0.70 or above was considered acceptable for each construct, indicating that the items within each scale are measuring the same underlying concept. The pilot test data will be subjected to this reliability analysis, and items with low item-total correlations or poor internal consistency will be modified or removed. This step ensures that the data obtained will be consistent and reproducible.
[bookmark: _Toc209078660]3.9 Ethical Consideration
This study will adhere strictly to ethical standards for research involving human participants. Participation will be entirely voluntary, and informed consent will be obtained from all respondents prior to data collection. The purpose of the study, expected duration, and respondents’ rights, including the right to withdraw at any stage, will be clearly communicated. The anonymity of participants will be preserved by ensuring that no personal identifiers are collected, and responses will be kept confidential and used solely for academic purposes. The data will be securely stored and only accessible to the researcher. Ethical clearance will be sought from a recognized institutional research ethics committee prior to the commencement of data collection.
[bookmark: _Toc209078663]4. Results and Discussion
The analysis was done based on the collected data and the results of the study as shown in Appendix A. The data are summarized using frequencies and percentages, and are displayed in frequency tables and charts. Relationships between variables were examined using Pearson’s Chi-square test, with the level of significance set at 0.05 (p < 0.05) to determine statistical significance. The analysis also addresses all the research questions formulated for the study. Data were analyzed using the Statistical Package for the Social Sciences (SPSS) version 27.0. A total of 150 respondents participated in the study, and all completed the questionnaires, yielding a 100% response rate.
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4.1 Results Presentation
Table 1: Socio-Demographic Data of the Respondents (N = 150)
	Variables                      Categories
	Frequency
	Percentage (%)

	Age
	18–24
	96
	64.0%

	
	25–34
	41
	27.3%

	
	35–44
	9
	6.0%

	
	45 and above
	4
	2.7%

	Gender

	Male
	81
	54.0%

	
	Female
	69
	46.0%

	Educational Level
	Secondary School
	36
	24.0%

	
	Diploma/OND
	26
	17.3%

	
	Bachelor's Degree
	66
	44.0%

	
	Postgraduate Degree and Above
	22
	14.7%

	Occupation
	Students
	109
	72.7%

	
	Employed
	12
	8.0%

	
	Self-employed
	23
	15.3%

	
	Applicants
	6
	4.0%

	How often do you use Facebook
	Daily
	77
	51.3%

	
	Weekly
	42
	28.0%

	
	Monthly
	16
	10.7%

	
	Yearly
	15
	10.0%

	How do you access Facebook
	Smartphone
	125
	83.3%

	
	Laptop/Desktop
	11
	7.3%

	
	Others
	11
	9.3%



Table 1 presents the socio-demographic characteristics of the 150 respondents. Most participants (64.0%) were aged between 18–24 years, followed by those aged 25–34 years (27.3%), with smaller proportions in the 35–44 years (6.0%) and 45 years and above (2.7%) categories. Slightly more than half of the respondents were male (54.0%), while females accounted for 46.0%, and none identified as non-binary or preferred not to disclose their gender. In terms of educational attainment, the largest proportion held a Bachelor’s degree (44.0%), followed by secondary school education (24.0%), Diploma/OND (17.3%), and postgraduate degrees (14.7%). The majority were students (72.7%), with smaller proportions being self-employed (15.3%), employed (8.0%), or Applicants (4.0%). Regarding Facebook usage patterns, over half (51.3%) reported daily use, 28.0% used it Weekly, 10.7% Monthly, and 10.0% Yearly. Most respondents accessed Facebook via smartphones (83.3%), while 7.3% used laptops/desktops, another 9.3% relied on other devices.
Table 2: Awareness and Exposure to Facebook Marketing Strategies (N = 150)
	Variables
	Yes (%)
	No (%)

	I am aware of paid advertisements on Facebook.
	127 (84.7%)
	23 (15.3%)

	I have seen product promotions or sponsored posts while using Facebook.
	136 (90.7%)
	14 (9.3%)

	I follow one or more brands or business pages on Facebook.
	121 (80.7%)
	29 (19.3%)

	I have interacted with influencer or celebrity-endorsed posts on Facebook.
	101 (67.3%)
	49 (32.7%)

	I receive personalized advertising suggestions based on my activities or interests on Facebook.
	105 (70.0%)
	45 (30.0%)



Table 2 shows the respondents’ awareness and exposure to Facebook marketing strategies. A vast majority (84.7%) reported being aware of paid advertisements on the platform, while 90.7% had seen product promotions or sponsored posts during their Facebook use. Additionally, 80.7% followed one or more brand or business pages, and 67.3% had interacted with influencer or celebrity-endorsed posts. Furthermore, 70.0% indicated that they received personalized advertising suggestions based on their activities or interests on Facebook, whereas smaller proportions in each case responded negatively.
Table 3: Perceptions of Content Relevance, Trustworthiness, and Personalization
	Variables
	Strongly Agree (%)
	Agree N (%)
	Neutral (%)
	Disagree (%)
	Strongly Disagree (%)

	Facebook advertisements are usually relevant to your interests.
	21 (14.0%)
	26 (17.3%)
	33 (22.0%)
	27 (18.0%)
	43 (28.7%)

	Do you find Facebook marketing content trustworthy and credible?
	15 (10.0%)
	39 (26.0%)
	31 (20.7%)
	29 (19.3%)
	36 (24.0%)

	Do sponsored posts on Facebook are often personalized to your needs?
	27 (18.0%)
	23 (15.3%)
	39 (26.0%)
	31 (20.7%)
	30 (20.0%)

	Do you prefer engaging with ads that align with your preferences and values?
	23 (15.3%)
	41 (27.3%)
	30 (20.0%)
	15 (10.0%)
	41 (27.3%)

	Do Facebook's ad suggestions influence how you perceive certain brands?
	16 (10.7%)
	36 (24.0%)
	39 (26.0%)
	26 (17.3%)
	33 (22.0%)



Table 3 highlights respondents’ perceptions of Facebook advertising in terms of relevance, trustworthiness, and personalization. Regarding relevance, 14.0% strongly agreed and 17.3% agreed that Facebook advertisements were usually relevant to their interests, while 22.0% were neutral, and a combined 46.7% disagreed or strongly disagreed. In terms of trustworthiness and credibility, 10.0% strongly agreed and 26.0% agreed, whereas 20.7% were neutral and 43.3% expressed disagreement. Concerning personalization, 18.0% strongly agreed and 15.3% agreed that sponsored posts were tailored to their needs, 26.0% were neutral, and 40.7% disagreed. When asked about preference for ads aligned with personal values, 15.3% strongly agreed and 27.3% agreed, 20.0% were neutral, and 37.3% disagreed. Finally, with regard to brand perception, 10.7% strongly agreed and 24.0% agreed that Facebook’s ad suggestions influenced their views of certain brands, while 26.0% were neutral and 39.3% disagreed.
Table 4: User Engagement Behaviors
	Variables
	Always (%)
	Often (%)
	Sometimes (%)
	Rarely (%)
	Never (%)

	Like or react to Facebook ads.
	19 (12.7%)
	20 (13.3%)
	71 (47.3%)
	17 (11.3%)
	23 (15.3%)

	Comment on promotional posts.
	19 (12.7%)
	14 (9.3%)
	51 (34.0%)
	39 (26.0%)
	27 (18.0%)

	Share advertisements with others.
	19 (12.7%)
	16 (10.7%)
	66 (44.0%)
	26 (17.3%)
	23 (15.3%)

	Click on links within Facebook ads.
	17 (11.3%)
	18 (12.0%)
	72 (48.0%)
	27 (18.0%)
	16 (10.7%)

	Visit advertiser’s page after seeing an ad.
	24 (16.0%)
	9 (6.0%)
	69 (46.0%)
	27 (18.0%)
	21 (14.0%)



Table 4 presents respondents’ engagement behaviors with Facebook advertisements. Almost half (47.3%) reported sometimes liking or reacting to ads, with 12.7% always doing so and 13.3% often, while 26.6% rarely or never engaged in this way. Commenting on promotional posts was less common, with 34.0% sometimes doing so, 12.7% always, and 9.3% often, whereas 44.0% rarely or never commented. Sharing advertisements with others was reported sometimes by 44.0% of respondents, with 12.7% always and 10.7% often, while 32.6% rarely or never shared. Clicking on links within ads was most often reported as sometimes (48.0%), followed by always (11.3%) and often (12.0%), with 28.7% rarely or never clicking. Visiting an advertiser’s page after seeing an ad was sometimes done by 46.0% of respondents, always by 16.0%, and often by 6.0%, while 32.0% rarely or never engaged in this behavior.
Table 5: Satisfaction, Trust, and Behavioral Intention Outcomes
	Variables
	Strongly Agree (%)
	Agree (%)
	Neutral (%)
	Disagree (%)
	Strongly Disagree (%)

	Are you generally satisfied with the ads you see on Facebook
	19 (12.7%)
	36 (24.0%)
	59 (39.3%)
	9 (6.0%)
	27 (18.0%)

	Do you trust Facebook to recommend products that suit your interests
	19 (12.7%)
	56 (37.3%)
	38 (25.3%)
	15 (10.0%)
	22 (14.7%)

	Are you likely to consider buying products you see advertised on Facebook.
	23 (15.3%)
	51 (34.0%)
	31 (20.7%)
	29 (19.3%)
	16 (10.7%)

	Would you recommend Facebook ads to friends or family
	20 (13.3%)
	44 (29.3%)
	38 (25.3%)
	29 (19.3%)
	19 (12.7%)

	Do Facebook ads positively influence your perception of advertised brands.
	21 (14.0%)
	49 (32.7%)
	33 (22.0%)
	22 (14.7%)
	25 (16.7%)



Table 5 summarizes respondents’ satisfaction, trust, and behavioral intention outcomes related to Facebook advertising. Regarding overall satisfaction, 12.7% strongly agreed and 24.0% agreed that they were generally satisfied with the ads they saw, while 39.3% were neutral and 24.0% disagreed to some extent. In terms of trust, 12.7% strongly agreed and 37.3% agreed that Facebook recommended products suited to their interests, 25.3% were neutral, and 24.7% disagreed. When asked about purchase intention, 15.3% strongly agreed and 34.0% agreed that they were likely to consider buying products advertised on Facebook, 20.7% were neutral, and 30.0% disagreed. Regarding recommendations, 13.3% strongly agreed and 29.3% agreed they would recommend Facebook ads to others, while 25.3% were neutral and 32.0% disagreed. Finally, in terms of brand perception, 14.0% strongly agreed and 32.7% agreed that Facebook ads positively influenced their views of advertised brands, 22.0% were neutral, and 31.4% disagreed.
[bookmark: _Toc209078665]4.2 Discussion of Findings
The socio-demographic results show that most respondents (64%) were aged 18–24, confirming DataReportal’s (2024) observation that over 80% of Nigerian Facebook users are under 35, with Khan et al. (2021) adding that this group is highly receptive to interactive marketing content. However, Boateng (2021) noted that older professionals are increasingly active on Facebook, while Antczak (2024) found they prefer informational rather than entertainment-driven posts. The slight male majority (54%) supports Gbandi and Iyamu’s (2022) conclusion that men engage more in business-oriented Facebook use, although Hoang et al. (2023) observed that women often favor community-focused interactions. The predominance of students (72.7%) aligns with Mahmood (2019) and Chawinga (2017), who found Facebook central to identity expression, social interaction, and peer collaboration among students. The high reliance on smartphones (83.3%) reflects Fortes and Ramos’s (2023) and Statista’s (2025) findings that mobile access dominates social media use in emerging economies. Together, these results suggest that Facebook marketing in Nigeria should be mobile-optimized and visually engaging for a youthful, student-heavy audience while also accommodating the needs of emerging older user segments, consistent with UGT’s premise that engagement is shaped by gratifications sought across demographics.
Awareness and exposure to Facebook marketing were high, with 84.7% aware of paid ads, 90.7% having seen promotions, 80.7% following brand pages, and 67.3% engaging with influencer posts. This mirrors Arrate et al.’s (2018) finding that most Facebook users encounter numerous ads weekly, and Dwivedi et al. (2021) emphasized Facebook’s reach as a global advertising hub. Kamboj (2020) confirmed that brand pages strengthen consumer relationships through interactive communities, while it was noted that peer activity boosts engagement via social proof. Influencer interactions align with Xu’s (2023) and MacOzigbo et al.’s (2020) findings that influencer credibility enhances trust and engagement. The 70% who received personalized ads supports Beyari and Hashem’s (2025) assertion that AI-driven targeting increases ad relevance, although Apriansyah et al. (2025) cautioned that excessive targeting can cause ad fatigue. These results highlight Facebook’s strong market penetration and demonstrate, in line with UGT, that users engage with content that satisfies informational and social gratifications.
Perceptions of content relevance, trustworthiness, and personalization were mixed, with only 31.3% agreeing ads were relevant and 36% finding them credible. This supports Arrate et al.’s (2018) finding that less than a quarter of ads match users’ actual preferences, and Ali et al. (2019) warned that algorithmic targeting can perpetuate demographic biases, undermining trust. Moorman (2022) similarly argued that transparency is essential for credibility, while Hameed et al. (2020) stressed that relevance and personalization boost satisfaction and engagement. The 42.6% preference for value-aligned ads reflects Kothari et al.’s (2025) and Vo et al.’s (2023) evidence that authenticity drives positive responses. However, Smith and Kearney (2021) cautioned that repetitive or irrelevant ads lead to fatigue, explaining the high neutrality. In line with UGT, these findings show that when gratifications such as relevance, credibility, and personal alignment are not met, engagement and satisfaction decline.
Engagement behaviors were moderate, with most respondents “sometimes” liking/reacting to ads (47.3%), clicking links (48%), sharing (44%), and visiting advertiser pages (46%). This aligns with De Vries et al. (2012), who found that selective engagement is common unless content strongly aligns with user interests, and this showed that emotionally resonant ads drive higher interaction. Gonzalez et al. (2020) reported that visual and interactive elements boost likes and shares, while Nardine et al. (2022) highlighted the role of emotional branding in sustaining engagement. These results suggest, consistent with UGT, that users engage more when perceived benefits, entertainment, identity reinforcement, or social validation, outweigh the effort required to interact.
Satisfaction with Facebook ads was moderate (36.7% agreement), trust levels reached 50% agreement, and purchase intention was higher at 49.3%. These findings mirror Shin’s (2013) evidence that trust influences buying decisions in social commerce, while Ahaiwe et al. (2024) confirmed that perceived convenience and trust boost Facebook Marketplace patronage. Kothari et al. (2025) established that credibility and authenticity enhance purchase intent, and Alalwan (2018) noted that interactive features improve brand perception. The 42.6% willingness to recommend ads supports Malthouse et al.’s (2016) evidence that positive user experiences lead to advocacy. However, high neutral responses echo Smith and Kearney’s (2021) warning that overexposure and irrelevance can reduce satisfaction, reinforcing Moorman’s (2022) emphasis on transparency to build trust. In UGT terms, when informational, entertainment, and social gratifications are fulfilled, users are more likely to trust, recommend, and act on ads.
[bookmark: _Toc189278341][bookmark: _Toc190069497][bookmark: _Toc190069886][bookmark: _Toc200944718][bookmark: _Toc209078667]4.3 Hypotheses Decision Rule
If P-value is less than 0.05 the null hypothesis (H0) will be rejected and the alternative hypothesis (H1) will be accepted and the alternative will be rejected.
Hypothesis One
H01: There is no significant relationship between personalized Facebook content and user satisfaction
Table 6: Significant relationships between Facebook content and User’s satisfaction.
	
	I am generally satisfied with the ads I see on Facebook.
	Total
	
	
	

	
	Disagree
	Strongly Disagree
	Neutral
	Agree
	Strongly Agree
	
	Value
	df
	P-value

	Facebook advertisements are usually relevant to my interests.
	Disagree
	6
	2
	14
	4
	1
	27
	96.823
	16
	<.001

	
	Strongly Disagree
	0
	20
	16
	5
	2
	43
	
	
	

	
	Neutral
	2
	5
	19
	3
	4
	33
	
	
	

	
	Agree
	0
	0
	7
	16
	3
	26
	
	
	

	
	Strongly Agree
	1
	0
	3
	8
	9
	21
	
	
	

	Do you find Facebook marketing content trustworthy and credible
	Disagree
	6
	10
	12
	1
	0
	29
	76.915
	16
	<.001

	
	Strongly Disagree
	0
	11
	14
	9
	2
	36
	
	
	

	
	Neutral
	1
	6
	19
	3
	2
	31
	
	
	

	
	Agree
	1
	0
	11
	19
	8
	39
	
	
	

	
	Strongly Agree
	1
	0
	3
	4
	7
	15
	
	
	

	Sponsored posts on Facebook are often personalized to my needs.
	Disagree
	3
	8
	19
	1
	0
	31
	95.87
	16
	<.001

	
	Strongly Disagree
	2
	15
	5
	6
	2
	30
	
	
	

	
	Neutral
	3
	4
	22
	7
	3
	39
	
	
	

	
	Agree
	1
	0
	8
	13
	1
	23
	
	
	

	
	Strongly Agree
	0
	0
	5
	9
	13
	27
	
	
	

	Do you prefer engaging with ads that align with my preferences and values
	Disagree
	5
	3
	7
	0
	0
	15
	87.016
	16
	<.001

	
	Strongly Disagree
	0
	18
	11
	10
	2
	41
	
	
	

	
	Neutral
	0
	6
	20
	2
	2
	30
	
	
	

	
	Agree
	4
	0
	14
	16
	7
	41
	
	
	

	
	Strongly Agree
	0
	0
	7
	8
	8
	23
	
	
	

	Do Facebook’s ad suggestions influence how you perceive certain brands.
	Disagree
	5
	2
	16
	3
	0
	26
	82.176
	16
	<.001

	
	Strongly Disagree
	1
	15
	8
	7
	2
	33
	
	
	

	
	Neutral
	2
	10
	19
	3
	5
	39
	
	
	

	
	Agree
	1
	0
	14
	17
	4
	36
	
	
	

	
	Strongly Agree
	0
	0
	2
	6
	8
	16
	
	
	



Inference: This hypothesis tested whether there is a significant association between personalized Facebook content and user satisfaction. The chi-square analysis showed statistically significant associations for all measured variables, with p-values less than 0.001 in each case. Specifically, relevance of advertisements (χ² = 96.823, p < .001), trustworthiness of Facebook marketing content (χ² = 76.915, p < .001), personalization of sponsored posts (χ² = 95.870, p < .001), alignment of ads with user preferences and values (χ² = 87.016, p < .001), and the influence of ad suggestions on brand perception (χ² = 82.176, p < .001) all recorded p-values below the 0.05 significance threshold. Therefore, the null hypothesis is rejected, indicating that user satisfaction is significantly influenced by the perceived relevance, trustworthiness, personalization, and value alignment of Facebook advertisements, as well as their impact on brand perception.
Hypothesis Two
H01: Evolving Facebook marketing trends do not significantly influence user engagement and behavioral response.
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Table 7 : Evolving Facebook marketing trends over influence user engagement and behavioral response.
	Facebook’s ad suggestions influence how I perceive certain brand

	
	D
	SD
	N
	A
	SA
	Total
	Value
	df
	P-value

	Like or react to Facebook ads.
	Never
	5
	10
	7
	0
	
	23
	50.165
	16
	<.001

	
	Rarely
	7
	2
	5
	3
	0
	17
	
	
	

	
	Sometimes
	14
	14
	22
	14
	7
	71
	

	
	

	
	Often
	0
	4
	4
	10
	2
	20
	
	
	

	
	Always
	0
	3
	1
	9
	6
	19
	
	
	

	Comment on promotional posts.
	Never
	3
	12
	9
	2
	1
	27
	55.237
	16
	<.001

	
	Rarely
	17
	7
	4
	10
	1
	39
	
	
	

	
	Sometimes
	6
	7
	19
	13
	6
	51
	

	
	

	
	Often
	0
	4
	4
	4
	2
	14
	
	
	

	
	Always
	0
	3
	3
	7
	6
	19
	

	
	

	Share advertisements with others.
	Never
	1
	11
	9
	2
	0
	23
	52.711
	16
	<.001

	
	Rarely
	9
	7
	6
	4
	0
	26
	
	
	

	
	Sometimes
	16
	8
	16
	20
	6
	66
	

	
	

	
	Often
	0
	1
	5
	4
	6
	16
	
	
	

	
	Always
	0
	6
	3
	6
	4
	19
	

	
	

	Total
	26
	33
	39
	36
	16
	150
	
	
	

	Click on links within Facebook ads.
	Never
	1
	8
	6
	1
	0
	16
	52.429
	16
	<.001

	
	Rarely
	5
	8
	8
	5
	1
	27
	
	
	

	
	Sometimes
	20
	10
	21
	15
	6
	72
	
	
	

	
	Often
	0
	1
	1
	11
	5
	18
	
	
	

	
	Always
	0
	6
	3
	4
	4
	17
	

	
	

	Visit advertiser’s page after seeing an ad.
	Never
	3
	9
	5
	4
	0
	21
	54.735
	16
	<.001

	
	Rarely
	12
	10
	4
	0
	1
	27
	
	
	

	
	Sometimes
	8
	7
	25
	23
	6
	69
	

	
	

	
	Often
	0
	1
	2
	3
	3
	9
	
	
	

	
	Always
	3
	6
	3
	6
	6
	24
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Inference: This hypothesis tested whether evolving Facebook marketing trends significantly influence user engagement and behavioral responses. The chi-square analysis revealed statistically significant associations across all measured engagement behaviors, with p-values less than 0.001. Specifically, liking or reacting to ads (χ² = 50.165, p < .001), commenting on promotional posts (χ² = 55.237, p < .001), sharing advertisements (χ² = 52.711, p < .001), clicking on links within ads (χ² = 52.429, p < .001), and visiting an advertiser’s page after seeing an ad (χ² = 54.735, p < .001) all recorded p-values below the 0.05 threshold. Therefore, the null hypothesis is rejected, indicating that user engagement and behavioral responses are significantly influenced by evolving Facebook marketing trends, particularly through actions such as liking, commenting, sharing, clicking links, and visiting advertiser pages.
This study examined the influence of evolving social media trends on the user experience of Facebook audiences, with a particular focus on engagement, content relevance, satisfaction, and behavioral responses. Using a descriptive survey design, data were collected from 150 purposively selected active Facebook users who had recently interacted with marketing content on the platform. The structured questionnaire covered demographic characteristics, awareness of marketing strategies, perceptions of relevance and trust, engagement behaviors, and satisfaction levels. Analysis using descriptive statistics and Chi-square tests revealed that the majority of respondents were aged 18–24, predominantly students, and primarily accessed Facebook through smartphones, reflecting a mobile-first, and Youth-dominated user base. Awareness and exposure to Facebook marketing were high, with most participants encountering paid advertisements, following brand pages, and engaging with influencer content. However, perceptions of ad relevance, trustworthiness, and personalization were mixed. Engagement behaviors such as liking, sharing, clicking on links, and visiting advertiser pages were moderate, often influenced by the perceived alignment of ads with personal values and interests. Satisfaction, trust, and purchase intention were also moderate, indicating that while Facebook marketing reaches a wide audience, improvements in targeting, personalization, and ethical advertising practices are necessary to strengthen user engagement and loyalty.
[bookmark: _Toc209078671]5. Conclusion and Recommendation
5.1 Conclusion
The study concludes that evolving Facebook marketing trends significantly shape user experiences, engagement patterns, and behavioral intentions among Nigerian audiences. Key determinants of satisfaction include personalization, relevance, and trustworthiness, with credible and well-aligned advertisements more likely to elicit positive behavioral responses. Despite the high exposure to Facebook marketing, campaign effectiveness diminishes when content fails to resonate with user needs, preferences, or values, resulting in neutral or low engagement. The predominance of young, mobile-first users highlights the importance of creating visually engaging, interactive, and mobile-optimized campaigns, while also recognizing the growing engagement potential of older user segments. For marketers, balancing personalization with ethical practices, ensuring transparency, avoiding over-targeting, and addressing ad fatigue, is essential for building long-term trust and loyalty. In line with the Uses and Gratifications Theory, aligning marketing strategies with the gratifications sought by different audience segments remains critical for enhancing the relevance, impact, and sustainability of Facebook-based digital marketing efforts.
[bookmark: _Toc209078672]5.2 Recommendations
Based on the findings of the study, several recommendations are proposed to enhance the effectiveness of digital marketing strategies on Facebook in Nigeria. First, marketers should prioritize personalization and relevance by developing content that aligns with the preferences, interests, and cultural context of their target audiences. However, care must be taken to avoid excessive targeting, which could result in ad fatigue or raise privacy concerns among users.
Given that the majority of Nigerian Facebook users access the platform through mobile devices, it is essential to adopt a mobile-first approach in campaign design. This entails creating visually engaging layouts, concise messaging, and interactive features that are optimized for mobile use. In addition, marketers should strive to build and maintain trust by ensuring transparency in advertising intentions, utilizing credible sources, and adopting ethical data practices that strengthen user confidence in brand messaging.
Audience engagement should also be diversified to cater to the different segments of the Nigerian Facebook population. While the youthful majority often seeks entertainment-driven content, the growing older demographic tends to prefer information-rich content; therefore, tailored strategies for each group will be more effective. Furthermore, marketers should continuously leverage user feedback and engagement metrics to refine their strategies, ensuring that campaigns remain relevant and impactful over time.
Finally, it is recommended that digital marketing strategies be aligned with the principles of Uses and Gratifications Theory (UGT). By structuring content to meet the specific gratifications sought by various audience segments, brands can enhance user satisfaction, improve relevance, and foster long-term loyalty.
[bookmark: _Toc209078673]5.3 Further Study
Future research on digital marketing and user engagement in Nigeria should consider expanding the scope beyond Facebook to include a cross-platform analysis. Exploring user behaviors on platforms such as Instagram, TikTok, and X (formerly Twitter) would provide comparative insights into how marketing effectiveness varies across different social media environments. Additionally, adopting a qualitative approach through interviews or focus group discussions could yield deeper understanding of the emotional, cultural, and contextual factors that shape user engagement with social media marketing.
Longitudinal studies are also recommended to track changes in user behavior over extended periods, particularly in response to evolving Facebook features, algorithmic updates, and advertising policies. Further research could also benefit from expanded demographic profiling, examining variables such as psychographic traits, digital literacy levels, and socioeconomic status to better understand how these factors influence content perception and engagement in the Nigerian context.`
[bookmark: _Toc209078674]Another promising area of inquiry lies in assessing the impact of internet access and infrastructure on marketing effectiveness. Differences in internet speed, device quality, and data affordability remain significant in emerging markets such as Nigeria, and these factors may substantially affect how users interact with marketing content. Finally, future studies could evaluate the effectiveness of different content formats, such as video ads, carousel ads, and interactive polls, in driving user engagement and conversions, thereby offering practical insights for marketers seeking to optimize campaign strategies.
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[bookmark: _Toc209078675]APPENDIX A: QUESTIONNAIRE
An Analysis of Evolving Social Media Trends and Impact on Digital Marketing: A Facebook User Experiences
Section A: Demographic Characteristics (Tick one option per question)
Please tick the appropriate option for each item.
1. Age:
☐ 18–24  ☐ 25–34  ☐ 35–44  ☐ 45 and above
2. Gender:
☐ Male  ☐ Female
3. Educational Level:
☐ Secondary School  ☐ Diploma/OND  ☐ Bachelor’s Degree  ☐ Postgraduate Degree and Above
4. Occupation:
☐ Student  ☐ Employed  ☐ Self-employed  ☐ Applicants
5. How often do you use Facebook?
☐ Daily  ☐ Weekly  ☐ Monthly  ☐ Yearly
6. How do you access Facebook?
☐ Smartphone  ☐ Laptop/Desktop   ☐ Others
Section B: Awareness and Exposure to Facebook Marketing Strategies
Please respond to the following statements by selecting “Yes” or “No”:
	Statement
	Yes
	No

	1. Are you aware of paid advertisements on Facebook?
	
	

	2. Have you seen product promotions or sponsored posts while using Facebook?
	
	

	3. Are you following one or more brand or business pages on Facebook?
	
	

	4. Have you interacted with influencer or celebrity-endorsed posts on Facebook?
	
	

	5. Have you receive personalized advertising suggestions based on your activities or interests on Facebook?
	
	



Section C: Perceptions of Content Relevance, Trustworthiness, and Personalization
Please indicate your level of agreement with the following statements (5-point Likert scale):
	Statement
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	1. Are Facebook advertisements usually relevant to your interests.
	
	
	
	
	

	2. Do you find Facebook marketing content trustworthy and credible?
	
	
	
	
	

	3. Are sponsored posts on Facebook often personalized to your needs?
	
	
	
	
	

	4. Do you prefer engaging with ads that align with your preferences and values.
	
	
	
	
	

	5. Do Facebook’s ad suggestions influence how you perceive certain brands?
	
	
	
	
	



Section D: User Engagement Behaviors (Indicate how often you perform the following actions on Facebook advertisements)
	Behavior
	Never
	Rarely
	Sometimes
	Often
	Always

	1. Like or react to Facebook ads.
	
	
	
	
	

	2. Comment on promotional posts.
	
	
	
	
	

	3. Share advertisements with others.
	
	
	
	
	

	4. Click on links within Facebook ads.
	
	
	
	
	

	5. Visit advertiser’s page after seeing an ad.
	
	
	
	
	



Section E: Satisfaction, Trust, and Behavioral Intention Outcomes
	Statement
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	1. Are you generally satisfied with the ads you see on Facebook?
	
	
	
	
	

	2. Do you trust Facebook to recommend products that suit your interests?
	
	
	
	
	

	3. Are you likely to consider buying products you see advertised on Facebook?
	
	
	
	
	

	4. Would you recommend Facebook ads to your friends or family?
	
	
	
	
	

	5. Do Facebook ads positively influence your perception of advertised brands?
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