8. Appendix

List of pictures, tables, graphs and abbreviations

8.1List of pictures

Figure 6

WE SEE

OUR CUSTOMERS AS
INVITED GUESTS TO A
PARTY, AND WE ARE THE
HOSTS. IT'S OUR JOB EVERY

DAY TO MAKE EVERY
IMPORTANT ASPECT OF

THE CUSTOMER EXPERIENCE
A LITTLE BIT BETTER.

JEFF BEZOS
CEO, AMAZON
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Figure 7

OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES

TOTAL UNIQUE MOBILE INTERNET ACTIVE SOCIAL
POPULATION PHONE USERS USERS MEDIA USERS

8.01 5.44 5.16 4.76
BILLION BILLION BILLION BILLION

URBANISATION vs. POPULATION vs. POPULATION vs. POPULATION

57.2% 68.0% 59.4%

SOURCES et r A we
° v c are, . <ODMeltwater
social

Figure 8

CHANGE IN THE USE OF CONNECTED DEVICES AND SERVICES OVER TIME

TOTAL UNIQUE MOBILE INTERNET ACTIVE SOCIAL
POPULATION PHONE USERS USERS MEDIA USERS

+0.8% +3.2% +1.9% +3.0%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE

+67 MILLION +168 MILLION +98 MILLION +137 MILLION

s cemuwe . we
° : : T are, . <O>Meltwater
social
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Figure 9

OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES

NOTE

TOTAL CELLULAR MOBILE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

221.2 193.9 122.5 31.60

MILLION MILLION MILLION MILLION

URBANISATION vs. POPULATION vs. POPULATION vs. POPULATION

53.8% 87.7% 14.3%

ADVISORY el we
are. = <O>Meltwater
social

Table 10

TOTAL CELLULAR MOBILE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

i

+2.4% +10.8% +2.4%

ON-YEAR CHANGE YEAR-ON-YEAI : \ ON-YEAR CHANGE

+5.2 MILLION +19 MILLION +2.9 MILLION

SOURC ADVISOR OM| RAD Y we
o are, <O>Meltwater
social
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Table 11

H‘%&NJ OTHER KEY INDICA

221.2 50.5% +2.4%

< MILLION +5.2 MILLION

62.0% 52.7% 71.3%

e
are e <O>Meltwater

Table 12

SHARE OF SEARCH ENGINE REFERR S '_

TAL WEB TRAFFIC REFERRED BY SEARCH ENC

YANDEX

G

98.17%

CHANGE
-61 BPS)

BAIDU NAVER OTHER

8

0 04‘7

(2 GE GE NG| YEAR-ON-YEA]
[UNCHANGED] [UNCHANGED]

are <OD> Meltwater
social
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Figure 13

OPTION AND USE (N Us NOT SEN

OVERVIEW OF SOCIAL MEDIA USE .

SOCML}-“ED A USERS SOCIAL MEDIA USERS AGE 18 DIA USERS
vs. TOTAL POPULATION vs. TOTAL POPULATION AGE 18+ \ RNET USERS

i ifi &

31.60 14.3% 25.3% 25.8%

MILLION

55.3%

we
are, . <O>Meltwater
social

Figure 14

MOST USED SOCIAL MEDIA PLATFORMS

PERC F 1 PLAT \ONTH
NOTE

FACEBOOK

8.1%
B 55%  IMESSAGE
B 36% DISCORD

s COMPARABILITY iy we
° o are, = <O>Meltwater
social
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Figure 15

MAIN REASONS FOR USING SOCIAL MEDIA

PRIMARY REASONS WHY

KEEPING IN TOUCH WITH FRIENDS AND FAMILY
READING NEWS STORIES

SEEING WHAT'S BEING TALKED ABOUT

47.0%
AVOIDING MISSING OUT (FOMO) 45.4%
FINDING LIKE-MINDED COMMUNITIES LYE

WORK-RELATED NETWORKING OR RESEARCH 421%
FOLLOWING CELEBRITIES OR INFLUENCERS 40.5%
SHARING AND DISCUSSING OPINIONS 39.0%
SEEING CONTENT FROM BRANDS 38.5%

36.6%

| WATCHING LIVESTREAMS Ik
FINDING INSPIRATION FOR THINGS TO DO AND BUY 33.7%
SUPPORTING GOOD CAUSES 30.3%

SOURCE NOTE we
o are, <O>Meltwater
social

Figure 16

N
FAVOURITE SOCIAL M

MEDI/ ERS AGED 1 HAT EACH OPTION IS THEIR “F/

28% SNAPCHAT

- 14% FB MESSENGER
. 1.2%  LINKEDIN

. 09% TELEGRAM

I 07%  PINTEREST

SOURCE we
are,  <O>Meltwater
social
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Figure 17

FACEBOOK ADVERTISING AUDIENCE OVERVIEW

NTIAL AUDIENCE THAT MARKETERS EACH WITH ADS ON FAC

-13.0% -16.7%

MILLION -3.3 MILLION -4.4 MILLION

AD REACH
ERNET USERS

&

17.8%

SouRce ores we
° : < are, . <O>Meltwater
social

Figure 18

YOUTUBE: AD RTISING AUDIENCE OVERVIEW .

THE POTENTIAL AUDIENCE THAT MARKETE

NIGERIA

YOUTUBE AD REACH YOUTUBE AD -YEAR CHANGE IN
s. TOTAL POPULATION [} OTAL INT g d ED YOUTUBE AD REACH

-4.0%

MILLION -1.3 MILLION

MILLION

SOURCE e - e
o are, . <{O>Meltwater
P ury social
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Figure 19

-13.9%

MILLION -1.2 MILLION 2.0 MILLION

AM AD REACH
NSTAGRAM AD REACH

d

56.7%

we
are, = <O>Meltwater
social

Figure 20

3.50

MILLION -550 THOUSAND -550 THOUSAND

2.6% 61.1%

we
are, = <O>Meltwater
social
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Figure 21

LINKEDIN: ADVERTISING AUDIENCE OVERVIEW

DTENTIAL AUDIENCE THAT MARKETERS C REACH WITH ADS ON LINKEDIN

TENTIAL REACH LINKEDIN AD REACH
ON LINKEDIN vs. TOTAL POPULATION

7.50 3.4%

MILLION +300 THOUSAND +1.2 MILLION

LINKEDIN AD REAC FEMALE LINKEDIN AD R
vs. POPULATIO! D 18+ vs. TOTAL LINKEDIN AD REA

iv Q

35.3%

we
are, = <O>Meltwater
social

Figure 22

sl SNAPCHAT: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE THAT MARKETERS C

TOTAL POTENTIAL REAC QUA NG CHANGE IN
C A A e AT AD REACH

+30.0%

MILLION +2.4 MILLION +2.9 MILLION

NAPCHAT AD REACH
NAPCHAT AD REACH*

10.1% 51.5% 46.7%

we
are, =~ <O>Meltwater
social

98



MILLION

ECOMMERC

ESTIMATED ANNUAL SPEND IN EAC

FASHION

1

$1.50

BILLION

$592.4

MILLION

TWITTER AD

vs. POPULATION AGED 13+

JAN TWITTER ADVERTISING AUDIENCE OVERVIEW

0%

[UNCHANGED]

TTER AD REACH
ITTER AD REACH

?

NIGERIA

CHANGE IN
ITTER AD REACH

=

+1,421%

+4.6 MILLION

76.3%

we
are, <O>Meltwater
social

CONSUMER GOQIBS CATEGORIES

$2.40
BILLION

HANGE

$233.5

MILLION

DOLLARS

TOYS, HOBBY, DIY

¢

$684.9
MILLION

99

$811.1
MILLION

EAR CHANGE

-$251 MILLION) >

PHYSICAL MEDIA

$335.0
MILLION
MILION)

e
are o <O>Meltwater




Figure 25

Figure 26

u
240%
2.3%
2.3%
19.8%
16.0% FORUMS OR MESSAGE BOARDS
11.3% DISCOUNT COUPON SITES
109% ONLINE PINBOARDS
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Figure 27

ANNUAL SPEND
ON INFLUENCER
ADVERTISING (USD)

$2.72

MILLION

Figure 28

FEEL REPRESENTED
IN THE ADVERTISING
THAT THEY SEE OR HEAR

+0.5% (+10 BPS

YEAR-ON-YEAR
CHANGE IN INFLUENCER
ADVERTISING SPEND

+18.09

+$415 THOUSAND

USE AN AD BLOCKER
FOR AT LEAST SOME
ONLINE ACTIVITIES

17.0%

YEAR-ON-YEAR CHANGE

-36.3% (-970 BPS)

101

INFLUENCER ADVERTISING'S
SHARE OF TOTAL
DIGITAL AD SPEND

DECLINE COOKIES
AT LEAST SOME
OF THE TIME

ON-YEAR CHA

-30.6% (-1,400 BPS)

AR-ON-YEAR CHANGE IN

INFLUENCER ADVERTISING'S SHARE

OF TOTAL DIGITAL AD SPEND

+3.99

+5 BPS

we
are,
social

USE A VIRTUAL PRIVATE
NETWORK (VPN) FOR AT LE
SOME ONLINE ACTIVITIES

we
are,
SOCIH

al

<O> Meltwater
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8.2List of graphs

Figure 29
Histogram
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Normal Q-Q Plot of SMCSE
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Figure 31

Detrended Normal Q-Q Plot of SMCSE
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Figure 32
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Figure 33

Histogram
20 Mean = 2.40
std. Dev. = .365
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Figure 34
Normal Q-Q Plot of SMCR
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Figure 35

Detrended Normal Q-Q Plot of SMCR
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8.3 List of abbreviations

Al-  Artificial Intelligence

AR-  Automated Rules

B2B- Business to Business

B2C- Business to Customers

CTA- Call to Action

DV- Dependent Variable

GDP- Gross Domestic Product

FAQ- Frequently Asked Questions

IMB- International Business Machines Corporations
IMC- Integrated Marketing Communication

IP-  Internet Protocol

IV-  Independent Variable

HTTP- Hypertext Transfer Protocol

KPI- Key Performance Indicators

MCPF- Marketing Communication Planning Framework
ML- Machine Language

NLP- Natural Language Processing

NLU- Natural Language Understanding

SERP- Search Engine Result Pages

SEO- Search Engine Optimization

SEM- Search Engine Marketing

SME- Small and Medium Enterprises

SMCST- Social Media Communication Strategy
SMCSE- Social Media Communication Strategy Evaluation
SMCR- Social Media Communication Rating

SMS- Social Media Strategy

SPSS- Statistical Package for Social Scientist

PPC- Pay Per Click
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Appendix

Evaluation of Social Media Communication Strategy; A Case Study of

PELSE Consulting

You are invited to participate in a research study titled " Evaluation of Social Media Communication
Strategy". Your participation in the study will contribute to a better understanding of this
research topic in general and to PELSE consulting in particular. The purpose of this study is to
provide practical recommendations on improving the organisation social media communication
strategies. This questionnaire will take approximately 5-10 minutes of your time and this is
completely for educational purposes.
1. What is your gender

O Male

0 Female

[ Prefer not to say
2. Which age group do you belong to?

O 18-30

O 31-40

O 41-50

O 61-60

0 Above 61
3. Occupation Status

O Student

0 Employed

[0 Self Employed

O Other
4. Where is your location?

0 Nigeria

[0 Western African

[0 Northern Africa

[0 Eastern Africa

[0 Central Africa
0 Southern Africa

5. How much time do you spend on the internet averagely per day*
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[0 Less than 1 hour
0 1-2 hours
O 2 -3 hours
O 3 -4 hours
0 Above 4 hours
6. On which platform do you spend most time online
[0 Social Media Platforms (facebook, instagram, twitter, whatsApp, You tube etc)
Internet
Online forum (Clubhouse)
Social Network (LinkedIn)
Online Shopping
Blogs & News

O0O0000a0

Other

7. How did you find out about PELSE Consulting:
OO0 Leaflet
0 Internet
OO website
O Social Media
8. If Social Media Indicate which one
[0 Facebook
WhatsApp
LinkedIn
Twitter

Instagram

O0O000

You Tube
O Other
9. Which social media strategy are you familiar with? Select all that applies
[0 Social media influencers
[0 Brand Position
[0 Search Engine Optimization (SEO)
[0 Search Engine Marketing (SEM, PPC & Google Ads)
0 Emails



[0 Websites & Blogs (WhatsApp & Telegram)
[0 Chatbot
O Other

10. How effective do you think these social media strategies are?

Not Effective Effective Very Effective Dont Know
Social media
influencers D D D D
Brand Position O O O O
Search Engine
Optimization O O O O
(SEO)
Search Engine
Marketing (SEM,
PPC & Google D D D D
Ads)
Emails |:| D E] [:]
Websites &
Blogs (WhatsApp O O O O
& Telegram)
Chatbot O O O O

11. Should companies use social media platforms in their marketing strategy?
[0 Strongly disagree
O Disagree
[0 Neutral
O Agree
[0 Strongly agree
12. Are you following PELSE Consulting on any of the social media platforms?
O Yes
O No
13. If Yes please rate PELSE Consulting social media communication strategy on a

scale of 1-5 where 5 been the highest score.



Social media
influencers

Brand Position

O 0 O
O 0 O

Search Engine
Optimization
(SEO)

O 0O O
O 0O O
O 0O O

Search Engine

Marketing

(SEM, PPC & I:] I:] D D D
Google Ads)

Emails D D l:l CI D
Websites &

Blogs

(WhatsApp & D D D D I:I
Telegram)

Use of Chatbot O O O (| (]

14. If you're following PELSE Consulting online, please select the social media

communication strategy that should be improved on?

Not Important Important Very Important Neutral
L3
Search Engine
Marketing (SEM,
PPC & Google D D D D
Ads)
Improve
presence of
social media D D D D
platforms
Improve content
engagement I:I I:I I:I D
Website should
be more user O O O O
friendly
Use of chatbot J O O dJ

15. How much do you spend on internet subscription per week
O Below 500
O 500-1500
O 1600-3000
O 3100-5000
O Above 5000

Thank You, for your precious time!



Evaluation of Social Media Communication Strategy in Nigeria (SME's)

You are invited to participate in a research study titled " Evaluation of Social Media
Communication Strategy". Your participation in the study will contribute to a better
understanding of this research topic in general. The purpose of this study is to provide
practical recommendations on improving the organisation social media communication
strategies. This questionnaire will take approximately 5-10 minutes of your time and this is
completely for educational purposes.
1. What is your gender

O Male

O Female

O Prefer not to say
2. Which age group do you belong to?

O 18-30

O 31-40

O 41-50

O 51 & Above
3. Occupation Status

O Student

O Employed

O Self-Employed

O Other
4. Where is your business Located
YOUr anSWET. . ..ottt
5. Is your business on social media

O Yes

O No
6. If yes on which social media platform

O Facebook

O Instagram

O WhatsApp

O Snapchat



O TikTok
O LinkedIn
O YouTube
O Others
7. Do you know your followers count
O Yes
O No
8. If yes how any are they?
O Below 50
51-100
101-200
201-500
501-1000
Above 1000

O 0000

9. Did you set KPI's for your social media engagement
O Yes
O No
10. If yes name them
D S P
11. What is your average revenue monthly?
O Below 500,000
O 501,000-1,500,000
O 1,501,000-2,500,000
O 2,501,000-5,000,000
O Above 5,001,000
12. Have social media contributed in any way to your revenue growth?
O Yes
O No
13. If yes whats the % contribution
O Below 10%
O 10-20%
O 20-40%



O 40-70%

O 70-99%

O Above 100%
14. Have you use social media to increase value for your business

O Yes

O No
15. On which social media are you most active, the top 3 separated by comma
Y OUT ANSWET . ..ottt ettt ettt e et eae e

16. which social media strategy do you favour on a scale of 1-3. 1 been the highest

1 2 3
Use of Chatbot O O O
Omtimizaton. O O O
Email Marketing O O O
Pay per click O O O
ety O O O
Brand positioning O O O
iﬂe;::er’l(iﬁ;gine O O O
Web sites & Blogs O O O

17. How much do you spend on data on a weekly basis
O Below 1000
O 1100-3000
O 3100-5000



O Above 5000

18. What is your budget for social media communication monthly
O Below 50,000

50,000-100,000

100,000-500,000

500,000-1,000,000

Above 1,000,000

O00o0oao

None

Thank You, for your precious time!



