THE EFFECTS AND CONSEQUENCES OF SOCIAL MEDIA ON MUSIC ARTISTS, MUSIC CONSUMPTION AND ITS IMPACT ON THE NIGERIAN MUSIC INDUSTRY

ABSTRACT

This project titled the effects and consequences of social media on music artists, music consumption and its impact on the Nigerian music industry. This study was instigated by the ongoing situation in Nigeria and all over the world. Social media has its good and bad. Social media can promote an artist to fame and also bring the artist to low depending on the situation surrounding the life of the artist and this in turns have a significant effect on the music industry and the consumption of music by that same artist., research hypothesis was postulated and tested in the work using the chi square method. This research has shown that there is a positive relationship between social media and the Nigerian music industry and that Social media has a significant impact of on the promotion of music artist and the Nigerian music industry.
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CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND OF STUDY
The activities of social media have increased overtime with the advancement in the level of technology in Nigeria and its effect is in the life of music artist and the Nigeria music industry. It is evident that the development of social media on the Internet has considerably transformed the way people communicate with one another. According to a recent Nielsen report on the state of social media, nearly 80% of active Internet users visit social networks and blogs (“State of the Media,” 2011).
According to (Blackshaw & Nazzaro, 2004) stated that Social media can be described as “a variety of new sources of online information that are created, initiated, circulated and used by consumers intent on educating each other about products, brands, services, personalities, and issues. “Social media” is an umbrella term that includes social networking sites, creativity work sharing sites, blogs, and forums. This new media form is becoming increasingly influential on consumer behavior in the marketplace, specifically in awareness, obtaining information, developing opinions, and purchasing behavior. Consumers are substituting traditional media and means of advertising, such as television, radio, magazines and newspapers, for new media that give them instant access to information at their own convenience. Due to its consumer-generated nature, social media is perceived as a more trustworthy source of information than traditional advertising and communication.
In that same vein according to (Mangold & Faulds, 2009) stated that consumers are turning to social media platforms to obtain information and make purchasing decisions. As both a new promotional tool and a venue for consumer-generated communications, social media is becoming increasingly influential on the creation and realization of a music star’s image. A variety of social media platforms including Facebook, MySpace, Twitter, YouTube, VEVO, and interactive artist websites, are used to manage promotion and monitor publicity of stars. The following discussion of social media’s influence and importance on the creation and realization of the music star image will focus on the first two media texts: promotion and publicity.
The Nigerian music industry records tens of billions of naira in music CDs, VCDs sales and concerts ticket sales every year; thanks to the increasing consumption of hip hop music and other genre among the Nigerian youths‟. The music, in fact is fast becoming a major income earner not only for the direct actors (artists, promoters, marketers, etc) within the industry, but also for the government in terms of taxation. The seeming high consumption of the music, as argued by Adeyemi (2009) caused the electronic media in the country to give space and time to air more of the multilingual hip hop than its international counterpart. Writers such as Bennett (1999) and Mitchell (1996) quite rightly are of the opinion that hip-hop and other music genere can no longer be simply viewed as an expression of African-American culture. This is because the genre has enjoyed more global popularity and patronage that transcend the acceptance of most other music genres.
1.2 STATEMENT OF PROBLEM
The study on the effects and consequences of social media on music artists, music consumption and its impact on the Nigerian music industry was instigated by the ongoing situation in Nigeria and all over the world. Social media has its good and bad. Social media can promote an artist to fame and also bring the artist to low depending on the situation surrounding the life of the artist and this in turns have a significant effect on the music industry and the consumption of music by that same artist.
1.3 AIMS AND OBJECTIVES OF STUDY
The main aim of the research work is to examine the effects and consequences of social media on music artist, music consumption and its impact on the Nigerian music industry. Other specific objectives of the study include:
1.  To examine the relationship between social media and the Nigerian music industry
2.  To investigate on the factors affecting the efficiency of the Nigeria music industry
3.   To discuss on the impact of social media on the promotion of music artist and the Nigerian music industry
1.4 RESEARCH HYPOTHESIS
Hypothesis One

Hi: There is a positive relationship between social media and the Nigerian music industry?
Hi: There is a negative relationship between social media and the Nigerian music industry?

Hypothesis Two

Hi: Social media has a significant impact of on the promotion of music artist and the Nigerian music industry.

Hi: Social media has no significant impact of on the promotion of music artist and the Nigerian music industry.

1.5 SIGNIFICANCE OF STUDY
The study on the effects and consequences of social media on music artist, music consumption and its impact on the Nigerian music industry will be of immense benefit to the people of Nigeria, the music industry and the music artists in Nigeria as it will discuss the do’s and don’ts in the music industry. The study will also discuss the effect of social media on music consumption. Finally the study will be of great importance to other research students that wishes to carryout similar research on the above topic.
1.6 SCOPE AND LIMITATIONS OF THE STUDY
The study on the effects and consequences of social media on music artist, music consumption and its impact on the Nigerian music industry will cover the areas of the factors affecting the promotion of music in the music industry; the study will also cover the effect of music on the consumption of music. We faced the following limitations
Financial constraint- Insufficient fund tends to impede the efficiency of the researcher in sourcing for the relevant materials, literature or information and in the process of data collection (internet, questionnaire and interview).
Time constraint- The researcher will simultaneously engage in this study with other academic work. This consequently will cut down on the time devoted for the research work
1.7 DEFINITION OF TERMS
MUSIC: vocal or instrumental sounds (or both) combined in such a way as to produce beauty of form, harmony, and expression of emotion.
SOCIAL MEDIA: websites and applications that enable users to create and share content or to participate in social networking
CONSUPTION: the action of using up a resource
CONSEQUESNCES: a result or effect, typically one that is unwelcome or unpleasant
ARTISTS: a person who creates paintings or drawings as a profession or hobby.
1.8 ORGANIZATION OF THE STUDY
In this research study, the researcher took a critical look at the challenges of improving free and compulsory education in Akwa Ibom state in Nigeria a case study of Government of Akwa Ibom state, Nigeria. The research work was divided into five chapters.

Chapter one was on the background of the study, as well as statement of the problem, objectives of the study, research questions, statement of hypothesis, significance of the study scope and limitation of the study, organization of the study and definition of terms.

Chapter two reviewed the related literature on the subject matter and contributions of different authors.

Chapter three is on the research Design and methodology, it presents the research design, population of the Study, Sample and Sampling Technique, Instrumentation, Method/Plan for Data Analysis and Problems of Data Collection.

Chapter four takes care of the data presentation, analysis and interpretation as well as discussion of findings.

Chapter five (5) encapsulates the summary, findings, conclusion and recommendations made by the researcher.

CHAPTER TWO

REVIEW OF RELEVANT LITERATURE

2.1
INTRODUCTION

This chapter reviews the literature on the effects and consequences of social media on music artists, music consumption and its impact on the Nigerian music industry. It discusses issues arising from the topic of interest as viewed from different perspectives, with a view of giving a theoretical and empirical foundation to the study.
2.2
LITERATURE REVIEW
THE NIGERIAN MUSIC INDUSTRY: AN OVERVIEW 
The Nigerian music industry in the last ten years have witnessed great impetus and its vibrancy has been widely reported within the African continent and beyond. According to the award winning producer/artist ID Cabasa, „Our music is sounding better and it‟s up to international standard, likewise in lyrics and content, we are growing in terms of acceptance...[and] in Africa we are the best, [while] in terms of music video we are growing‟ (Interview 2008). This vibrancy is also reflected in the recognition of works produced by Nigerian artists on the international scene. Femi Kuti won the „African Artists of the Year‟ at KORA Music Award in 1999 and has since received three Gammy Award nominations till date. The feat at KORA was repeated by the duo of P Square who won the African Artist of the Year at the 2010 edition in Ouagadougou. 2Face Idibia has been a multiple award winner from MOBO Awards to MTV (MAMA)Awards capping it with Best Selling African Artist at the World Music Awards in 2008 and BET African artist of the year in 2011(with D'Banj).The 2014 MTV (MAMA) awards also witnessed a lot of recognition for Nigerian acts with Davido capping artiste of the year and best male artiste and Tiwa Savage as best female acts among other Nigerian awardees. 

The music scene have also witnessed a rapid increase in terms of international collaborations within the last couple of years ranging from studio to stage as well as business alliance. Notable artists that has graced the Nigerian stage with home-grown artists in the past includes R Kelly, Joe, Beyonce, Nas, 50 Cent, Missy Elliot, Jay-Z, Sean Paul, Akon, Fat Joe, Snoop Dogg, Wyclef Jean, Kirk Franklin and Donny McCulkin among others. 1 However, despite these display of musical vitality, overtly international presence and success there still exists an underpinning argument as to whether there is a music industry in Nigeria that caters for the myriads of its talents and players. And if there is actually an industry it is apparent that it needs a lot in terms of standardization based on the concerns and expressions of its stakeholders. 

Music industry defined: 
The music industry basically takes care of all aspects of the music business and has different organizations and outfits working together for a common goal which include the artists, composers, managers/talent developers, the media, live music promoters and distributors among others. „Industry‟ occurs where there is commercial exploitation of a product or item which often go through the basic chain of production, marketing, distribution and consumption (of the product) that can also include services. The music industry can be situated within this theory as the apparatus coming together for the responsibility and facilitation of music production, commercialisation and consumption in various formats either physical, digital, live or in any other multimedia forms. 

According to Wikstrom 2009:49 'the musical industry consists of those companies concerned with developing musical content and personalities which can be communicated across multiple multimedia' while the industy strongly relies on the models of creativity, reproduction, distribution and consumption in order to function (ibid:49). Khaleque-Abdul believes the music industry is a relatively new modern concept denoting the '...non-physical aspect of music... [where] sophisticated communication technology of the modern age is now being used for recreating and preserving all kinds of music... It is in this context that... music as an industry... [was] developed [where] the potential[s] of modern technology can now be fully exploited by persons engaged in the... industry‟ (2003: 44). Negus situates the music industry as functional within the culture and entertainment industries and encompassing components of professionals working towards commodification of music within the paraphernalia of multimedia like „recordings, video, films, televisions, magazines, books, and via advertising, product endorsement, and sponsorship over a range of consumer merchandise‟ (1992: 1).

Social Media Platforms

Today, it is not uncommon to use social media to share or discover new music. Franklin (2013) mentions how, “as music fans, most of us turn to Twitter or Facebook to keep update about our favourite bands, whilst new tracks or videos will 99% of the time get their launch on social channels. Furthermore, social media is where music audiences naturally congregate, forming their own communities and sharing their experiences of bands and artists.” Popular micro-blogging service Twitter has become an outlet for talking about music.

According to Brandwatch’s 2013 Twitter Landscape Report, music is the third-most talked about conversation topic on Twitter, following TV/film and sports. In fact, as of March 2015, the top ten most-followed Twitter accounts are all musicians, aside from President Barack Obama, YouTube, and The Ellen Show (“Twitter accounts with the most followers worldwide as of March 2015 (in millions),” 2015).

Influence of Social Media on Star Image 
The development of social media on the Internet has considerably transformed the way people com​municate with one another. According to a recent Nielsen report on the state of social media, nearly 80% of active Internet users visit social networks and blogs (“State of the Media,” 2011). Social media can be described as “a variety of new sources of online information that are created, initiated, circulated and used by consumers intent on educating each other about products, brands, services, personalities, and issues” (Black​shaw & Nazzaro, 2004). “Social media” is an umbrella term that includes social networking sites, creativity work sharing sites, blogs, and forums. 

This new media form is becoming increasingly influential on consumer behavior in the marketplace, specifically in awareness, obtaining information, developing opinions, and purchasing behavior. Consum​ers are substituting traditional media and means of advertising, such as television, radio, magazines and newspapers, for new media that give them instant access to information at their own convenience. Due to its consumer-generated nature, social media is perceived as a more trustworthy source of information than tra​ditional advertising and communication. Therefore, consumers are turning to social media platforms to obtain information and make purchasing decisions (Mangold & Faulds, 2009). 

As both a new promotional tool and a venue for consumer-generated communications, social media is becoming increasingly influential on the creation and realization of a music star’s image. A variety of social media platforms including Facebook, MySpace, Twitter, YouTube, VEVO, and interactive artist websites, are used to manage promotion and monitor publicity of stars. The following discussion of social media’s influence and importance on the creation and realization of the music star image will focus on the first two media texts: promotion and publicity. 

Promotion
While traditional advertising, public relations, and direct selling still exist and remain essential, social media is becoming an increasingly important tool used in the promotion of a music star image. According to Nielsen, active adult social networkers are 75% more likely to be heavy spenders on music compared to the average adult Internet user, therefore promotion via social media is crucial to an artist’s and, in turn, their record label’s success. Mangold and Faulds (2009) suggest “a new [communications] paradigm that includes all forms of social media as potential tools in designing and implementing [marketing] strategies.” Promotion via social media is similar to that of traditional elements of the promotion mix in that it enables companies to communicate messages to their customers. In terms of the music industry, it allows artists and record labels to talk to their fans and customers. Messages published in social media are consistent with the artist man​agement’s promotional strategy and design of the star image. Management also controls the content, fre​quency, timing and medium of this communication (Mangold & Faulds, 2009). 

Advances in social media have significantly reduced the communication gap in distance and time between an artist and a fan. Various types of social media “enable instantaneous, real-time communication, and utilizes multi-media formats (audio and visual presentations) and numerous delivery platforms (Facebook, YouTube, and blogs, to name a few), with global reach capabilities,” (Mangold & Faulds, 2009). An artist is virtually able to communicate instantly with thousands of people over a number of media platforms. 

In the digital marketplace of social media, artists must maintain an online persona that is consistent with their manufactured star image (Ferri, 2010). Social media platforms, such as Facebook and MySpace, offer users a one-stop shop for everything about an artist. “Essentially, it’s an electronic press kit,” said Derek Bachman, program manager at SaskMusic (Foley, 2010). From an artist’s Facebook page, fans are able to find information including the artist’s biography, band members, tour dates, and discography. Often artists also make available various types of media including studio or concert photos as well as links to artist and record label websites, merchandise websites, supported charities or organizations websites, and the artist’s other social media pages. Once a fan chooses to “like” the artist on Facebook, they receive updates from the artist about new music, appearances, tour information, photos, video, and anything else the artist chooses to tell their fans. Facebook and MySpace pages also give the fan various ways to access and purchase their music. Facebook is now working with iTunes allowing fans to click on a link posted on the artist’s page, which then directs them to the iTunes store where they can preview and purchase that artist’s music. Re​cently, Facebook has reached a similar partnership with Spotify, which allows Spotify users to share playlists and songs they are listening to on Facebook (Nakashima, 2011). As one of the first social networks to allow musicians to post songs on their profiles, MySpace has played a significant role in promotion of artist’s music. For example, alternative rock group Arctic Monkeys set up a MySpace page so that fans could easily access their music. Their presence on MySpace is said to have supported the sales of their debut album, Whatever People Say I Am, That’s What I’m Not, which became the fastest-selling album in British music history (Young & Collins, 2010). 

While traditional promotional elements were typically passive, social media is an interactive form of communication. Social media have encouraged consumer interaction by converging different types of media, whether that is text, photographs, video, or otherwise (Cayari, 2011). As an easy means of quickly publish​ing messages, Twitter has now connected with Facebook, allowing Tweets to now also simultaneously post to Facebook as a status update. Social networking sites like Facebook and Google+ allow users to share a variety of multi-media through status updates or by posting to a friend’s wall. Similarly, YouTube and VEVO fans are able to share video media on Facebook, Twitter, Google+, and other social media simply by click​ing a Share button. This convergence of multi-media on social media platforms has made the distribution of promotional messages and media of artist images to be quick and effortless. 

Messages intended for the promotion of an artist’s star image should be designed to interact with fans and stimulate conversations over a number of social media platforms. This interaction between artists and fans “contributes to a sense of community in which honest, open communications are encouraged and cus​tomer engagement is enhanced” (Mangold & Faulds, 2009). When fans re-Tweet or share something an art​ist publishes, they are essentially advertising that artist’s message to a new network of people to read (Foley, 2010). Therefore, these messages should contain information that fans may find interesting and would like to pass on to their own network of followers. Likewise, by composing tweets or status updates in the form of a question, you are directing your message at fans on a more personal level while encouraging responses. These responses, in the form of comments on Facebook and tweets on Twitter, will be re-published to the fan’s network of followers. 

Publishing messages in a variety of media formats is often more appealing to the fans. The music video has been used as a promotional tool in the record industry for decades, with original broadcasts on MTV in the 1980s. In the age of social media, people are viewing more video content online at their own convenience. During May 2011 alone, over 31 million people in the United States watched video content on social media platforms (“State of the Media,” 2011). Today, record labels are making music videos available to consumers online via licensing deals with YouTube and VEVO in hopes that views will result in greater music sales. “We offer consumers artist-branded channels on YouTube,” said Michael Nash, executive vice president of digital strategy and business development at Warner Music Group. “In a world where over half of the active rosters are signed to extended rights agreements, it is extremely important for us to have a strong marketing partnership with our artists,” (IFPI Digital Music Report, 2011). Justin Bieber is perhaps the poster child for the music video as a promotional tool on YouTube. With over 430 million views on YouTube, Justin Bieber’s song, “Baby,” was the 8th highest selling single in 2010 at 6.4 million units sold (2011). Other artists, such as the Black Keys, have published music videos of unreleased songs on Facebook through YouTube as a means of promoting an upcoming album release. 

As yet another means of engaging fans, some artists allow fans to submit photos from concerts, which may then be published on the artist’s social media pages. Foo Fighters told their nearly 6.4 million Facebook fans to submit photographs they have taken at their concerts by tagging the artist in the photo. The band selected 130 of these fan-photos and published a photo album on their page called “Pics from our pals.” By engaging their fans on Facebook, the Foo Fighters shared their fans’ real experiences while narrowing the communication gap between artist and fan. 

Publicity 
Social media has drastically changed the landscape and magnitude of the publicity media text of a music star image. Specifically, social media has expanded the publicity concept of word-of-mouth to a much, much larger scale. With these new media technologies, it is possible for an individual to communicate with hundreds to thousands of other individuals instantaneously. “We are at a moment when the digital-music ex​perience is moving from a linear to a dynamic model: the many telling the many what they like, hate, and want others to hear, and providing a communal experience that re-creates digitally some of the reasons we fell in love with music in the first place,” said reporter Michael Hirschorn (2007). With the capacity to self-publish, everyone now has the ability to influence consumer behavior. According to a Nielson report on social media, 60% of social media users publish reviews of products and services and 30% of active social networkers follow a celebrity (“State of the Media,” 2011). With an increasing number of people publishing reviews and turning to social media to make purchasing decisions, managing publicity on social media platforms is becom​ing crucial to maintaining a profitable music star image. 

The sharing capabilities of social media can produce beneficial mass publicity that is consistent with the promoted star image. However, bad publicity can be detrimental to a star image. In the past, music stars and other celebrity personalities have argued that they have been misrepresented in the media and often em​ploy publicists to monitor and control the type of media coverage artists are receiving. The increasing speed and extent of social media conversation between consumers will certainly make controlling publicity a much more difficult job (Ferri, 2010). In his book, The New Influencers (2007), author Paul Gillin explains, “Conven​tional marketing wisdom has long held that a dissatisfied customer tells ten people. But that is out of date. In the new age of social media, he or she has the tools to tell 10 million.” With the power now in the hands of the consumer, publicists and managers must attempt to control social media publicity to coincide with their promoted music star image. While successful promotion efforts should stimulate good publicity, maintaining an effective presence in social media is the best way to control publicity overall, both good and bad. 

Artist management should provide social networking platforms that develop communities of social networkers that center on shared interest in the artist (Mangold & Faulds, 2009). Aside from artist Facebook pages, managers could also create Facebook groups that give fans and critics a place to communicate with one another. Some artist websites have a forum section that encourages registered users to post discussion topics to which other users can post their responses. Foo Fighters is one band that employs this tactic. By registering to the Foo Fighters Postboard, fans can share their opinions on Foo Fighter-related discussion topics with others. Allowing users to submit feedback results in a closer artist-fan relationship and engaged a wider fan base. To encourage use of similar forum or discussion platforms, artist management may provide registered users with exclusive benefits, such as being able to hear songs before they are released to the public (Mangold & Faulds, 2009). 

Another crucial element to controlling publicity is by providing information about artists. Mangold and Faulds (2009) suggest, “Consumers are more likely to talk about companies and products when they feel they know a lot about them.” The same is true with fans and artists. Information inspires action. For example, when fans learn that their favorite artist is coming to a nearby venue, they may share that informa​tion with their friends via social media. Once artist-fan relationships are developed from promotional efforts, these relationships must be maintained. The best way to maintain and strengthen these relationships is to keep fans and followers informed and updated with what the artist is doing. Twitter is probably the most ideal social networking platform for this type of communication although Facebook can also be used. By publishing a tweet every day or so, artists remain in the public eye of their followers. At the same time, if an artist has recently received bad press in other media outlets, social media gives them the ability to address their fans and provide a response to the press. 

Social Media and the Music Industry

Music artists are utilizing social media outlets to market their products to listeners and give fans the power to promote their favorite artists. In an effort to understand why consumers use social media in relation to music consumption, Salo, Lankinen, & Mäntymäki (2013) conducted interviews and focus group studies with Finnish music fans and music management. The study showed that both artists and fans value the fact that social media allows content to be shared from artist to fan (Salo, Lankinen, & Mäntymäki, 2013). The results also indicated that “good quality content is an essential element driving artist marketing in practice” (Salo, Lankinen, & Mäntymäki, 2013, p. 38). Though this study was conducted in Finland, the same principles apply to artists and music fans’ use of social media around the world.

Well-established artists use social media to promote and/or share their content with fans in a new way. In an article for The New York Times, Sisario (2013) describes the innovative methods used by pop star Beyoncé to release her most recent album, Beyoncé. Instead of promoting her album to fans, Beyoncé and her management team chose to release the album in early December 2013 without promotion. The album was posted on iTunes and the singer posted a picture of the iTunes posting with the caption “Surprise!” for her eight million Instagram followers. Since the album release had not been anticipated, conversation about the album quickly reached social media, and “the news generated 1.2 million tweets in 12 hours” (Sisario, 2013). Sisario (2013) said, “In bypassing the industry’s traditional promotional machinery, she [Beyoncé] demonstrated social media’s power to amplify news and to forge a direct connection to her audience.” Beyoncé utilized social media in an unconventional way to share her album news with her fans and give fans the power to promote her album for her. Not only does social media help established artists increase their fan base, but it allows unsigned or undiscovered talents to create an opportunity for themselves to be noticed by the music industry and fans. Shawn Mendes, a 16-year old pop singer who recently rose to stardom, used the social media site Vine to promote himself to the general music audience. Mendes filmed Vines (6-second videos created to by users) of himself covering songs from major pop stars like Beyoncé and Sam Smith (Sisario, 2015). As fans began to share his Vine videos, Mendes’ popularity and brand grew so rapidly that he was able to secure an opening slot on Taylor Swift’s upcoming “1984 World Tour” and release an album, which reached number one on the Billboard Top 200 Albums chart upon release. Mendes said of the popularity:

When I put that first Vine out, I was just doing it for fun; there was no wanting to become an artist…But then when I realized the potential it had, I thought Vine was the perfect platform because no one else was doing it. I would have been one of the only ones, or one of the first. (Sisario, 2015)

Mendes represents a group of up-and-coming artists who utilized social media to create their brand and garner a large fan base prior to signing with a label. In this sense, social media allowed Mendes to promote himself to his fans while giving fans the chance to share his videos and content themselves. Social media allows an artist-fan relationship to strengthen and allow fans to play an active role in artist marketing. Nancy Baym, an Associate Professor of Communication Studies at the University of Kansas who specializes in social media, explains that social media can help strengthen artist-fan relationships through “the steady streams of affirmation musicians receive that remind them that their music touches people and that helps them better understand their life’s work” (as cited in Cool, 2011). Through social media, fans are able to share their stories/admiration with their favorite artists, and artists are able to see that their fans appreciate their work. Also, certain social media applications empower fans to act as promoters for artists.

Nash (2014) describes a social media application called Songkick Detour, where music fans are able to make an argument for why a certain band should play a show in a certain location. If enough fellow music fans support the argument, Songkick Detour will attempt to put the show into action, and “those [fans] who said they were ‘in’ are guaranteed a ticket” (Nash, 2014). This type of application puts the power of promotion into the fans’ hands; if a user can generate enough demand among a social media network, then they can influence the artist to play a show in the user’s hometown.

Social media marketing can be beneficial for promoting an artist, but it can also be a difficult, expensive process for management teams. Peoples (2013) collected responses from music social media marketing professionals about the difficulties of promoting artists on social media sites. Peoples (2013) summarizes, “For better or worse, social media never sleeps, and good social media management requires constant attention, planning, coordination and communication.” One of the major challenges of artist social media marketing is that each social media site is different, so content must be tailored to suit each site (Peoples, 2013). For example, Twitter only allows users to post up to 140 characters at a time while Facebook does not limit the amount of text in a post. Therefore, the content shared on Facebook has to be reformatted and restructured in order to be posted on Twitter. Social media marketing also requires marketers to have a developed skillset in all aspects of marketing. Jennie Smythe, president of Girlilla Marketing, which runs social media marketing campaigns for country stars Zac Brown Band and Darius Rucker, explains:

I don't necessarily look for somebody with quote 'social media experience’…Anybody can be taught how to post on social media, but you can't teach marketing intuitiveness. Just because you have a Facebook page doesn't mean you're a Facebook expert. (Peoples, 2013)

Peoples (2013) discusses the difficult decision social media marketers have to make about whether or not to directly involve the artist in execution of the marketing plan. Some companies choose to train the artist to run their own social media accounts so that they can promote themselves on their own, while other companies choose to outsource the process and allow outside marketers to run an artist’s social media accounts for them. While training an artist can eliminate a step in the marketing process, it may also be difficult to teach the artist about effective marketing strategies in a short time (depending on the artist) (Peoples, 2013). The following chapter will explore the ways country music artists utilize social media as a tool to market themselves and connect with fans.

2.2 THEORITICAL FRAMEWORK

A theoretical framework includes concepts and, accompanied by their definitions and reference to pertinent scholarly literature, existing theories used for a particular study. This demonstrates an understanding of theories and concepts that are relevant to the topic of a research paper and that relate to the broader areas of knowledge being considered (Labaree, 2009). Research conducted around the use of technology in banking has employed the application of several research models and theories to explain factors that lead to adoption of technology.  The framework theory supporting the study is the uses and gratifications theory.

The uses and gratifications theory (Katz, Blumler and Gurevitch, 1974) explains the relationship between an audience and how this audience uses the media. It provides a cutting-edge theoretical approach in the initial stages of each new mass communications medium: newspapers, radio and television, and now the Internet. The theory assumes that the audience is active and its media use is goal oriented; media users are active rather than passive in seeking out media that meet their needs (Diddi and LaRose, 2006). People are rational and actively self-aware creatures that influence the effects media have on them and also unconsciously attempt to make sense of the media content in their own context. The theory also posits that users have alternate choices to satisfy their need, and their use or choice of a certain form of media (e.g. newspaper, radio, television, or internet) or a specific program (e.g. newspaper column, radio show, television channel or blog) are in order to satisfy their needs, wants, or motives (Katz et al, 1974; Peirce, 2007). As a result, media users seek out a media source that best fulfills the needs of the users and gives them gratifications which are the expected outcomes, satisfaction or rewards of using a particular media form or program (Peirce, 2007). Similarly, Derek Lane suggests that media users play an active role in choosing and using the media. The theorist say that users take an active part in the communication process and are goal oriented in their media use. Uses and gratifications theory posits that there are five groups of human needs which are specific in nature to the individual and how the media satisfies the need is subjective (Peirce, 2007). For example, some people may watch the news to relax while others may get tensed or agitated by the same. The media is the same, but people use it for different needs. The needs are highlighted below:

Cognitive needs – acquiring intellectual and academic knowledge, facts, information, understanding our social environment, curiosity, exploration;

2. Affective needs – include all kinds of emotional experiences, pleasure, aesthetic, and moods of the people; 

3. Personal identity – is the need for selfesteem, self-confidence, personal stability, integrity, social status, the need for self-respect and the use of media to gain credibility and have a respectable status in society; 

4. Social Integrative needs – It encompasses the need to socialize with family, friends, connection with the outside world, the need for affiliation; people use social networking sites for social interaction 

5. Escapism – the need to escape, tension release, shifting attention from unpleasant to pleasant. For example, people tend to relax while watching television, listening to the radio, surfing the internet, etc.
CHAPTER THREE

RESEARCH METHODOLOGY

3.1
Introduction
In this chapter, we would describe how the study was carried out.

3.2
Research design

This study is a survey which utilized quantitative approaches. It examined in detail the effects and consequences of social media on music artists, music consumption and its impact on the Nigerian music industry.

Descriptive studies of the survey nature are used not only for the purpose of description but also for the determination of relationships between variables at the time of study (Babbie, 1973). The survey design was chosen in this case because it enabled the study to cover a larger area thus the findings are applicable to a large area.
3.3
Research settings

This study was carried out in Ikeja Lagos state been the capital of the home of entertainment in Nigeria.

3.4
Sources of Data
The data for this study were generated from two main sources; Primary sources and secondary sources. The primary sources include questionnaire, interviews and observation. The secondary sources include journals, bulletins, textbooks and the internet.
3.5
Population of the study

A study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description (Prince Udoyen: 2019). In this study the study population constitutes of 200 residents of Ikeja the Lagos state capital.

3.6
Sample size determination

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Prince Udoyen: 2019). In this study, the researcher used the TARO YAMANE FORMULA to determine the sample size. 

3.7
Sample size technique

Yamane (1967:886) provides a simplified formula to calculate sample sizes.

ASSUMPTION: 

95% confidence level 

 P = .5

[image: image1.png]



n= 200/1+200(0.05)2

n= 200/1+200(0.0025)

n= 200/1+0.5

n=133

3.8
Instrumentation 

This is a tool or method used in getting data from respondents. In this study, questionnaires and interview are research instruments used. Questionnaire is the main research instrument used for the study to gather necessary data from the sample respondents. The questionnaire is structured type and provides answers to the research questions and hypotheses therein.

This instrument is divided and limited into two sections; Section A and B. Section A deals with the personal data of the respondents while Section B contains research statement postulated in line with the research question and hypothesis in chapter one. Options or alternatives are provided for each respondent to pick or tick one of the options.

3.9
Reliability

The researcher initially used peers to check for consistence of results. The researcher also approached senior researchers in the field. The research supervisor played a pivotal role in ensuring that consistency of the results was enhanced. The instrument was also pilot tested.

3.10
Validity

Validity here refers to the degree of measurement to which an adopted research instrument or method represents in a reasonable and logical manner the reality of the study (Prince Udoyen: 2019). Questionnaire items were developed from the reviewed literature. The researcher designed a questionnaire with items that were clear and used the language that was understood by all the participants. The questionnaires were given to the supervisor to check for errors and vagueness.

3.11
Method of Data Collection

The data for this study was obtained through the use of questionnaires administered to the study participants. Observation was another method through which data was also collected as well as interview. Oral questioning and clarification was made.

3.12
Method of Data Analysis

The study employed the simple percentage model in analyzing and interpreting the responses from the study participants while the hypothesis was tested using chi square.

3.13
Ethical consideration

The study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR

PRESENTATION ANALYSIS INTERPRETATION OF DATA

4.1
Introduction


Efforts will be made at this stage to present, analyze and interpret the data collected during the field survey.  This presentation will be based on the responses from the completed questionnaires. The result of this exercise will be summarized in tabular forms for easy references and analysis. It will also show answers to questions relating to the research questions for this research study. The researcher employed simple percentage in the analysis. 

4.2
Data Analysis 

The data collected from the respondents were analyzed in tabular form with simple percentage for easy understanding. 

A total of 133(one hundred and thirty-three) questionnaires were distributed and 133 questionnaires were returned.

TABLE I

	Gender distribution of the respondents

	Response
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	77
	57.9
	57.9
	57.9

	
	Female
	56
	42.1
	42.1
	100.0

	
	Total
	133
	100.0
	100.0
	


From the above table it shows that 57.9% of the respondents were male while 42.1% of the respondents were female. 

TEST OF HYPOTHESES

Hypothesis One

Hi: There is a positive relationship between social media and the Nigerian music industry.
Hi: There is a negative relationship between social media and the Nigerian music industry.

Table III

	There is a positive relationship between social media and the Nigerian music industry

	Response 
	Observed N
	Expected N
	Residual

	Agreed
	40
	33.3
	6.8

	strongly agreed
	50
	33.3
	16.8

	Disagreed
	26
	33.3
	-7.3

	strongly disagreed
	17
	33.3
	-16.3

	Total
	133
	
	


	Test Statistics

	
	There is a positive relationship between social media and the Nigerian music industry

	Chi-Square
	19.331a

	Df
	3

	Asymp. Sig.
	.000

	a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell frequency is 33.3.


Decision rule: 

The researcher therefore rejects the null hypothesis which states that There is a negative relationship between social media and the Nigerian music industry as the calculated value of 19.331 is greater than the critical value of 7.82 Therefore the alternate hypotheses is accepted that There is a positive relationship between social media and the Nigerian music industry.

TEST OF HYPOTHESIS TWO

Hi: Social media has a significant impact of on the promotion of music artist and the Nigerian music industry.

Hi: Social media has no significant impact of on the promotion of music artist and the Nigerian music industry.

Table V

	Social media has a significant impact of on the promotion of music artist and the Nigerian music industry 

	Response 
	Observed N
	Expected N
	Residual

	Yes
	73
	44.3
	28.7

	No
	33
	44.3
	-11.3

	Undecided
	27
	44.3
	-17.3

	Total
	133
	
	


	Test Statistics

	
	Social media has a significant impact of on the promotion of music artist and the Nigerian music industry

	Chi-Square
	28.211a

	Df
	2

	Asymp. Sig.
	 .000

	a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell frequency is 44.3.


Decision rule: 

The researcher therefore rejects the null hypothesis which states that Social media has no significant impact of on the promotion of music artist and the Nigerian music industry as the calculated value of 19.331 is greater than the critical value of 7.82 Therefore the alternate hypotheses is accepted that that Social media has a significant impact of on the promotion of music artist and the Nigerian music industry.
CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1 INTRODUCTION

It is important to reiterate that the objective of this study was the effects and consequences of social media on music artists, music consumption and its impact on the Nigerian music industry.

In the preceding chapter, the relevant data collected for this study were presented, critically analyzed and appropriate interpretation given. In this chapter, certain recommendations made which in the opinion of the researcher will be of benefits in evaluating examine the effects and consequences of social media on music artists, music consumption and its impact on the Nigerian music industry.

5.2 SUMMARY

This study aimed at having a critical analysis of the effects and consequences of social media on music artists, music consumption and its impact on the Nigerian music industry. The study opened with chapter one where the statement of the problem was clearly defined. The study objectives and research hypotheses were defined and formulated respectively. The study reviewed related and relevant literatures. The chapter two gave the conceptual framework, empirical and theoretical studies. The third chapter described the methodology employed by the researcher in collecting both the primary and the secondary data. The research method employed here is the descriptive survey method. The study analyzed and presented the data collected in tables and the hypotheses were tested using the Chi square while the fifth chapter gives the study summary and conclusion.

5.3 CONCLUSION AND RECOMMENDATIONS
This research has shown that there is a positive relationship between social media and the Nigerian music industry and that Social media has a significant impact of on the promotion of music artist and the Nigerian music industry.
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QUESTIONNAIRE 
INSTRUCTION
Please tick or fill in where necessary as the case may be. 
Section A
1. Gender of respondent

A 
male {  }
B 
female
{  }
2. Age distribution of respondents
15-20 {  }
21-30 {  }
31-40 {  }
41-50 {  }
  51 and above { }
3. Marital status of respondents? 
married [   ]
single [   ] 
divorce [  ]
4. Educational qualification off respondents
SSCE/OND  {  }
HND/BSC    {  }
PGD/MSC    {  } 
PHD            {  }
Others……………………………….
5. How long have you been in Akwa Ibom State? 
0-2 years   {  }
3-5 years   {  }
6-11 years  {  }
11 years and above……….
6. for how many years have you been into the educational sector?
0-2 years   {  }

3-5 years   {  }

6-11 years  {  }

11 years and above……….

7. Have you experienced educational challenges before?
Yes   {  } 
No   {  }
SECTION B
8. There is a positive relationship between social media and the Nigerian music industry.

Agrees


{  }
Strongly agreed

{  }
Disagreed 


{  }
Strongly disagreed
{  }
9. There is a negative relationship between social media and the Nigerian music industry. 
(a) Agrees



 {  }
(b) Strongly agreed

 {  }
(c) Disagreed               
 {  }
(d) Strongly disagreed

{  }
10. Social media has a significant impact of on the promotion of music artist and the Nigerian music industry.

Agreed 


{  }
Strongly agreed 

{  }
Disagreed 


{  }
Strongly disagreed 
{  }
11. Social media has no significant impact of on the promotion of music artist and the Nigerian music industry.
Agreed 


{  }
Strongly agreed 

{  }
Disagreed 


{  }
Strongly disagreed 
{  }
12. There are factors affecting the efficiency of the Nigeria music industry.
Agreed 


{  }
Strongly agreed 

{  }
Disagreed 


{  }
Strongly disagreed 
{  }
13. There are no factors affecting the efficiency of the Nigeria music industry.
Agreed 


{  }
Strongly agreed 

{  }
Disagreed 


{  }
Strongly disagreed 
{  }
