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Abstract 

This study investigates the factors influencing customer engagement with multimodal Facebook advertising by small-scale food businesses in Lokoja, Nigeria. Despite the growing adoption of Facebook advertising among small businesses, there remains limited understanding of what actually drives customer engagement in emerging urban centres such as Lokoja. While many businesses invest time and resources into creating online content, the factors that transform visibility into meaningful engagement are not fully understood. This challenge provided the motivation for this study. The study sought to investigate the factors influencing customer engagement with multimodal Facebook advertising among small-scale food businesses in Lokoja, Kogi State. Anchored on the Uses and Gratifications Theory (UGT) and the Perceived Advertising Value (PAV) model, the research explores how users seek utility, entertainment, and credibility from digital content, and how perceived value drives engagement. The research adopts a mixed-methods design to explore both statistical patterns and cultural interpretations of user behaviour. Quantitative data were collected through structured surveys to measure engagement levels, while qualitative insights were drawn from focus group discussions with food vendors to understand contextual drivers. The study targeted food businesses actively using Facebook over the past two years, focusing on multimodal content—text, images, videos, emojis, and promotional language. Findings reveal strong positive correlations between customer engagement and both the perceived appeal of advertisements (r = .767, p < .05) and behavioural response to advertising (r = .734, p < .05). However, food categories showed no significant influence (r = –.090, p > .05). The study contributes to understanding digital marketing dynamics in emerging Nigerian markets and offers practical insights for SMEs seeking to optimise social media strategies.
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1.0. Introduction

In the digital era, social media has become an indispensable tool for businesses to connect with consumers, enhance brand visibility, and drive sales. According to Aydin, Uray, & Silahtaroğlu (2021), the rapid integration of digital and social media platforms into everyday life has significantly transformed the nature of customer–firm interactions, compelling businesses especially in emerging markets to adapt their engagement strategies within increasingly digitalised environments. This digital transformation, largely driven by advances in digital marketing devices and applications, offers significant opportunities for these businesses to promote and expand their reach (Eze et al., 2020). Specifically, social media platforms, such as Facebook, have become indispensable tools for small businesses seeking cost-effective avenues for brand promotion, customer engagement, and market expansion (Santos et al., 2024). Globally, approximately 5.2 billion people around 64% of the world’s population use social media, with Facebook leading the space with over 3.15 billion monthly active users (Statista, 2024). The growing dominance of social commerce has led to an estimated $492 billion in global sales through social platforms in 2022 alone. 

This market expansion is particularly true for small-scale food businesses in regions like Lokoja, Kogi State, where digital marketing strategies including multimodal Facebook advertising, can significantly influence customer purchase intentions and market participation. This study aims to fill that gap by focusing on multimodal advertising specifically on Facebook, the most widely used social media platform among Nigerian SMEs to understand its influence on customer engagement. Targeting a specific business sector: small food vendors in Lokoja, Nigeria a mid-sized, under-researched urban area where the interplay of digital adoption, economic conditions, and consumer behaviour presents a unique case. This study contributes to that effort by examining the factors influencing customer engagement with multimodal Facebook advertising in Lokoja’s food industry. Through a localised and culturally informed lens, it aims to generate insights that are both theoretically robust and practically relevant, offering guidance to small business owners, digital marketers, and policymakers seeking to harness the power of social media for inclusiveness. 

The study fills three significant gaps: first is the contextual gap. Most existing studies were conducted in developed countries or large metropolitan areas. Consequently, there is limited understanding of how these dynamics operate within emerging Nigerian cities such as Lokoja. Second is the sectoral gap. While SMEs have received considerable attention, small-scale food businesses remain underrepresented despite their growing dependence on social media marketing. Third is the multimodality gap. Many studies examine social media advertising generally, without paying sufficient attention to how multiple communication modes such as text, images, videos, emojis, local language expressions, and storytelling combine to influence engagement. It is within these identified gaps that this study makes its contribution. By focusing specifically on small-scale food businesses in Lokoja and examining multimodal Facebook advertising, the study extends existing knowledge and provides a localised understanding of digital marketing practices within Nigeria. The study examines the influence of multimodal Facebook advertising on customer engagement with small-scale food businesses in Lokoja, Kogi State. Specifically, the study seeks to assess how the perceived appeal of multimodal Facebook advertisements influences customer engagement, and to examine the ways in which customers’ behavioural response to multimodal Facebook advertising affects their level of engagement. It also aims to determine the extent to which key determinants of customer engagement such as interactivity, cultural relevance, and message clarity influence engagement outcomes on multimodal Facebook advertising for small-scale food businesses in Lokoja. Furthermore, the study investigates how the categories of food products promoted on Facebook relate to customer engagement levels, and to establish whether perceived appeal, behavioural response, determinants of customer engagement, and categories of food jointly and individually predict customer engagement with small-scale food businesses’ multimodal Facebook advertising in Lokoja.

Review of Related Literature 

The growing integration of social media into marketing strategies has driven scholarly interest in understanding how digital interactions translate into tangible business outcomes, particularly within small and medium-sized enterprises (SMEs). This interest has intensified with the proliferation of multimodal content such as text, images, videos, emojis especially on platforms like Facebook, which dominate user engagement in both global and African contexts. The existing body of literature provides critical insights into how various content strategies and engagement types influence consumer behaviour, brand loyalty, and purchase decisions.

One of the most significant contributions to this field is the study by Halloran and Lutz (2021), which investigates the nuanced relationship between digital consumer engagement (DCE) on Facebook and actual purchase behaviour. By matching user engagement data such as likes, shares, and comments with loyalty card transactions from a national restaurant chain, they introduce a hierarchy of engagement. Their findings reveal that not all forms of engagement exert the same influence on consumer action. Also, studies reveal that culture-specific metaphors in food advertisements could be used to show viewers they are an important part of the advertising process (Jahameh & Zibin, 2023). Specifically, comments that express thought, sentiment, or intent are more predictive of store visits than passive interactions like likes. This challenges the prevalent assumption in marketing metrics that high engagement necessarily equates to high impact. In essence, this study emphasises the qualitative nature of engagement suggesting that businesses, particularly SMEs, should focus on fostering deeper, more meaningful digital interactions rather than merely pursuing volume.

The Small-Scale Food Businesses (SSFBs)

Small-scale food businesses represent a dynamic segment of the food industry, particularly in developing economies like Nigeria. These enterprises are typically characterised by limited operational scale, localised market reach, and resource-constrained environments (Adegbite & Ayola, 2021). SSFBs often emerge from informal sectors, including home-based kitchens, street vendors, and micro-enterprises, reflecting cultural diversity and entrepreneurial resilience (FAO, 2020). These businesses are deeply rooted in local communities, offering regionally inspired products and personalised customer experiences. Despite their innovative potential, these businesses typically operate with minimal infrastructure, small teams, and limited access to formal financing or supply chains (FAO, 2020). Marketing remains a significant hurdle for SSFBs. Even though there has been a democratisation of marketing through the opportunities that social media now offers, unfortunately, many of these businesses are faced with financial constraints which often limit their ability to invest in branding, packaging and promotional campaigns. Although the study by Eze et al. (2020) focuses on UK service SMEs, its findings reflect broader global limitations confronting small and medium-sized enterprises in adopting emerging information and communication technologies. SMEs worldwide often face constraints stemming from limited financial resources, inadequate technical expertise, and dependence on a narrow set of decision-makers, typically owner-managers whose adoption choices are shaped by both human and non-human actors such as vendors, policies, and digital infrastructure. The study reveals that these constraints are not purely technological but socio-technical, as managerial attitudes, employee digital literacy, and institutional support systems interact dynamically to either enable or hinder technology adoption. Consequently, SMEs globally tend to lag behind larger firms in leveraging ICT for strategic transformation, remaining vulnerable to resource limitations, fragmented networks, and contextual uncertainties that affect their innovation capacity and competitiveness.

Small-Scale Food Businesses Categories

	Category
	Vendor Type
	Examples

	Raw Food Vendors
	Fresh Produce Sellers
	Tomatoes, onions, leafy vegetables

	
	Grain & Legume Sellers
	Rice, beans, maize

	
	Meat & Fish Sellers
	Fresh beef, poultry, smoked fish

	Cooked Food Vendors
	Bukaterias / Local Restaurants
	Amala with egusi, rice with stew, eba with ogbono

	
	Street Food Sellers
	Akara, puff-puff, fried yam

	
	Roasted Food Vendors
	Roasted corn, suya, grilled fish

	Confectionery & Snacks
	Pastry Vendors
	Meat pie, doughnuts, chin chin

	
	Cake Bakers
	Birthday cakes, wedding cakes, cupcakes

	
	Local Snacks Sellers
	Kuli-kuli, kokoro, masa

	Beverage Sellers
	Natural Juice Makers
	Zobo, kunu, tigernut milk

	
	Smoothie Vendors
	Fruit smoothie, detox smoothie, banana blend

	
	Herbal Drink Vendors
	Agbo jedi, bitters, immunity booster drink


Source: Categorisation made by the researcher, 2025

Business Landscape in Lokoja, Kogi State

Lokoja is the capital city of Kogi State in North-Central Nigeria. Long before British contact, the confluence city served as a natural meeting point for diverse ethnic groups from the north, south, east, and west of Nigeria (Adekunle, 2024). Since the creation of Kogi State in 1991, Lokoja has grown significantly as an administrative centre, hosting the state government apparatus and attracting a large population of civil servants. Based on the annual growth rate of 2.6%-4.0% by the National Bureau of Statistics (2022), Lokoja is projected to have a population between 460,000-600,000. Leveraging its strategic location being positioned as a gateway between the North and South makes it a critical city for trade and commerce. Apart from boasting of having one of the highest concentrations of hotels in North-central Nigeria, it has a booming sector with hundreds of restaurants, local eateries, bars, and fast-food joints responding to the city’s growing and diverse population. According to Smartscrapers (2025) there are 289 companies in Kogi State as of May 5, 2025; which is a 4.32% increase from 2023. 91.70% of these companies are single-owner operation while the companies are also establishing a strong digital presence across various platforms.  The presence of tertiary institutions like Federal University Lokoja and polytechnic create a significant campus economy in the capital city. However, despite these seeming opportunities, it still remains a paradox of potential. Its greatest asset of strategic location primarily functions as a corridor economy. Goods and people move through Kogi to more prosperous destinations like Abuja, Lagos, and the South-East. The state has historically struggled to capture and retain value of this transit traffic resulting in high economic activity but low internal revenue generation. Like most Nigerian towns, Lokoja’s economy is dominated by Small and medium-scale Enterprises (SMEs) and a vast informal sector. However, the economy is heavily dependent on state government allocations, making it vulnerable to national economic shocks and policy changes. Interestingly, the rise of digital technology and social media is transforming traditional businesses, as seen in the growth of online retail, food delivery services, and digital marketing for local SMEs. For many small businesses in Lokoja, a strong social media presence has become synonymous with business resilience and the ability to compete and survive in a dynamic environment. 
Social Media Marketing and Small-Scale Food Businesses

Social Media Marketing (SMM) involves using social media platforms to achieve marketing and branding goals. It allows businesses to interact with customers, promote products, and build communities (Tuten & Solomon, 2017). For SSFBs, SMM offers unprecedented opportunities to compete with larger establishments by showcasing their unique selling propositions visually and personally. Facebook remains the dominant social media platform in Nigeria. With over 30 million users as of 2023 (NapoleonCat, 2023). The advantages offered-cost-effectiveness, broad reach, interactivity, and real-time feedback-make social platforms like Facebook and WhatsApp attractive substitutes for expensive traditional advertising channels (Wabara et al., 2023).  Lokoja’s population, approximately 200,000 as of the last census at 2006, but projected to be around 400,000-600,000 has seen rapid increases in smartphone adoption and social media usage. Digital marketing research in Lokoja indicates that local consumers are highly responsive to Facebook ads, especially when they are localised in language, offer immediate incentives, and provide direct action options such as WhatsApp ordering or home delivery (Sulaiman & Sunday, 2021)Moreso, studies reveal that culture-specific messaging is crucial. For instance, referencing local markets, featuring local celebrities or cultural events, and incorporating humour or language variations significantly enhance ad effectiveness and increase customer engagement (Copuš & Čarnogurský, 2017)While social media adoption is rising among Nigerian SSFBs, e-marketing utilisation remains uneven. Capacity gaps in digital literacy, resource constraints, and scepticism about online marketing ROI limit the strategic use of platforms like Facebook. There are also disparities between urban and rural, male and female, and young and older entrepreneurs in terms of digital adoption and marketing sophistication (Isiaka, Adeosun & Okewale, 2022).
Social Media User Trends and Behaviour
In 2025, Nigeria had 38.7 million active Facebook users, with significant year-on-year growth (Krestel Digital, 2025). Nigeria displays some of the world’s highest rates for both brand discovery (66.9%) and product research (98.2%) via social media platforms, indicating that social media constitutes not just an advertising tool, but a crucial stage in t he consumer decision journey (Krestel Digital, 2025). Furthermore, SMEs in Nigeria increasingly use social media not only for customer acquisition and brand awareness, but also for direct sales, support, community building, and customer education. The role of social media as a driver of business growth is particularly evident in the food sector, where visual and experiential content can directly impact purchasing intent and foster deeper emotional connections with customers.  

Facebook as Preferred Platform for Nigerian SMEs

Multiple industry and academic sources identify Facebook as Nigeria’s preeminent social platform for SMEs. As of early 2025, Facebook reported 38.7 million addressable Nigerian users, outstripping Instagram (9.9m), TikTok (37.4m), and others-making its marketing reach unparalleled both nationwide and in urban clusters like Lokoja (Krestal Digital, 2025). A survey-based study confirmed that over 53% of SMEs preferred Facebook as their main digital advertising network, citing the platform’s wide reach, functionality, and cost-effectiveness compared to both traditional and other online channels (Wale Marketer, 2025). Notably, Facebook’s broad demographic spread (highest usage among 25-34-year-olds but significant penetration across older segments) positions it as uniquely suitable for diverse SME markets, from quick-service food outlets to specialist bakers and caterers (DataReportal, 2025). Research utilising the Technology-Organisation-Environment (TOE) framework identifies several determinants of Facebook adoption which include relative advantage offering perceived benefits such as large local and national audiences, advanced targeting, and cost-efficiency for Nigerian SMEs with limited marketing budgets, cost-effectiveness with the ability to start campaigns with small budgets (as low as ₦1,000-₦2,000 per day) and high ROIs makes Facebook accessible to small, resource-poor businesses (Prolanz Digitals, 2025); organisational readiness with many businesses highlighting the importance of basic digital and social media skills for effective adoption-highlighting the potential barrier posed by low digital literacy in some settings; and competitive and customer pressure as more businesses and competitors join the platform, both need (to remain competitive) and opportunity (to connect with engaged customers) drive further adoption (Abdullahi, Husin, & Baharudin, 2021).

Facebook Advertising

Facebook advertising refers to both paid and organic promotional communications on the Facebook platform that use combinations of text, images, videos, and sound to promote products, services, or causes and pursue objectives such as awareness, engagement, or conversion. According to Tuten and Solomon (2017), social media advertising encompasses any planned message designed to achieve marketing objectives through platform-based content formats such as image ads, carousel posts, and sponsored placements. Similarly, Kaplan and Haenlein (2010) define social media as a group of internet-based applications built on Web 2.0 principles that enable the creation and exchange of user-generated content making Facebook a key space for brand–consumer interaction. In this study, Facebook advertising is operationalised as any post or sponsored content that foregrounds promotional intent and uses one or more media formats (text, still imagery, moving image, or sound) to communicate persuasive messages. For small-scale food businesses in Lokoja, Facebook functions as a low-cost marketing and engagement platform that enables owners to display their products visually, connect with local audiences, and stimulate word-of-mouth marketing. Posts typically feature appetising food images, short descriptive captions, local language expressions, emojis, and calls-to-action such as “Order now” or “Send us a message.” Empirical studies indicate that the choice and combination of media formats are determined by campaign objectives, audience characteristics, and creative strategy. 

Multimodality in Facebook Advertising

Multimodality refers to the process by which meaning is created through the interaction of multiple semiotic resources such as visual imagery, written language, typography, colour, sound, and motion (Kress & van Leeuwen, 2006). Rather than relying on a single communicative channel, multimodal messages combine different modes so that each contributes to the overall meaning and persuasive effect. In the context of Facebook advertising, multimodality captures how advertisers weave together visual, textual, and sometimes auditory cues to inform, persuade, and emotionally engage their audiences (Jewitt, 2014; O’Halloran, 2004). Applied to small-scale food businesses in Lokoja, multimodality explains how sensory appeal and local cultural relevance are conveyed through layered meanings. These coordinated semiotic elements create an experience that encourages user reactions, comments, and orders key indicators of engagement. By applying this framework to the Facebook pages of small-scale food businesses in Lokoja, the study explores how combinations of imagery, language, and platform features influence customer engagement behaviours such as liking, commenting, sharing, and placing orders. In   the multimodal approach treats each advertisement not as a static text but as a dynamic ensemble of modes whose design, sequencing, and presentation determine its communicative power within the socio-technical environment of Facebook (Van Dijck, 2013; De Vries, Gensler, & Leeflang, 2012).

Determinants of Customer Engagement on Facebook
Facebook’s effectiveness as a marketing platform for small-scale businesses lies in its ability to generate measurable customer engagement such as likes, comments, shares, website clicks, and direct messages. In the Nigerian context, several empirically supported factors shape this engagement. First, content relevance and cultural resonance strongly influence interaction. Posts reflecting local culture, language, humour, and visual references to Nigerian foods or events outperform generic international content by enhancing authenticity and communal identity (Mohamed, 2025; Usman, 2025). Second, visual appeal and multimodal richness such as videos showing food preparation, behind-the-scenes processes, or customer testimonials drive higher emotional connection and shareability (Mohamed, 2025, 2025; van der Harst & Angelopoulos, 2024). Third, mobile optimisation remains essential, since over 95% of Nigerian Facebook users access the platform via mobile devices, making mobile-friendly formats a key determinant of engagement (DataReportal, 2025). Fourth, social proof and user-generated content such as reviews, tagged photos, and customer feedback strengthen trust and amplify organic reach (Usman, 2025). Fifth, timeliness and consistency especially aligning posts with local routines like weekends or market days enhance visibility through algorithmic reinforcement (Sprout Social, 2025). Finally, data-driven optimisation through A/B testing and audience analytics enables small businesses to refine underperforming posts and sustain engagement (Meta for Business, 2025). These findings confirm that effective Facebook marketing among Nigerian SMEs depends on cultural authenticity, multimodal storytelling, mobile accessibility, social validation, and strategic consistency paralleling broader evidence on digital consumer engagement across emerging markets (Mugarura et al., 2025; van der Harst & Angelopoulos, 2024).

Theoretical Framework

To provide a comprehensive lens through which to examine this relationship, this study adopts an integrated conceptual framework that draws on Uses and Gratifications Theory (UGT) and the Perceived Advertising Value (PAV) model.

Uses and Gratifications Theory (UGT) provides a foundational understanding of media consumption by suggesting that users actively engage with media content to satisfy specific psychological and social needs. Originally developed in the context of traditional media (Katz, Blumler & Gurevitch, 1974), UGT has been adapted to digital platforms, where the interactive nature of content changes not only how users consume media, but also how they respond to it.

Complementing UGT is the Perceived Advertising Value (PAV) model. Initially developed by Ducoffe (1995), the PAV model has been refined in contemporary social media research to include key dimensions that influence how users judge the overall value of an advertisement. These include informativeness, entertainment, credibility, and interactivity. 

By integrating UGT and PAV, this study proposes a comprehensive framework for understanding how multimodal Facebook advertising operates within the engagement-conversion continuum. UGT explains the motivations behind user engagement and PAV identifies the mediating constructs that determine the perceived value of advertising stimuli. Together, these theories enable a multidimensional analysis that accounts for content structure, user perception, emotional and cognitive processing, and ultimately behavioural outcomes such as engagement and brand loyalty.

Methodology

This study adopts a mixed-methods research design to investigate the factors influencing customer engagement with multimodal Facebook advertising by small-scale food businesses in Lokoja, Nigeria. The integration of quantitative and qualitative approaches is designed to yield both breadth and depth of insight. Quantitative data allows for statistical examination of engagement patterns, while qualitative data enables an exploration of the contextual and cultural interpretations that shape user responses. The research is situated in Lokoja, the capital of Kogi State, located in North Central Nigeria. Lokoja presents a unique and understudied context within the broader Nigerian digital marketing landscape. The population for the study comprises two core groups: small-scale food business operators who use Facebook as a marketing tool, and consumers who engage with these businesses on the platform. The study focused on businesses that have actively used Facebook for advertising within the last two years and regularly post content featuring multimodal elements such as text, images, videos, emojis, and promotional language. For consumers, eligibility was based on having liked, commented on, or shared content from at least one food business on Facebook in the previous three months. To ensure the relevance and richness of the data, purposive sampling was employed to identify 10 small-scale food businesses that use Facebook actively for a Focus Group Discussion (FGD). These were selected based on post frequency, audience interaction, and the presence of multimodal content. In parallel, a snowball sampling technique was used to recruit 100 Facebook users who had engaged with these businesses’ content. The sample size aligns with similar empirical studies (e.g., Lee et al., 2018; Mahesha de Silva, 2023), and is sufficient to support both the statistical and thematic components of the analysis.

3.0. Discussion

Results and Discussion
This section presents the results of both the quantitative and qualitative analyses conducted to examine customer engagement with small-scale food businesses’ multimodal Facebook advertisements in Lokoja, Kogi State. The data collected were analysed to test the hypotheses and answer the research questions guiding the study. The findings from both strands of the study are integrated to provide a comprehensive understanding of how Facebook advertising influences customers’ engagement behaviour.
Presentation of Demographic Information

Table 1: Descriptive Analysis of Respondents’ Background Information (N = 100)

	Variable
	Category
	Frequency
	Percent (%)

	Age
	18–25
	13
	13.0

	
	26–35
	38
	38.0

	
	36–45
	40
	40.0

	
	46–55
	9
	9.0

	Gender
	Female
	59
	59.0

	
	Male
	41
	41.0

	Educational Qualification
	
	2
	2.0

	
	HND/Bachelor’s Degree
	67
	67.0

	
	Master’s or above
	29
	29.0

	
	OND/NCE
	1
	1.0

	
	SSCE
	1
	1.0

	Frequency of Facebook Use
	Daily
	44
	44.0

	
	Frequently (3–5 times/week)
	36
	36.0

	
	Occasionally (1–2 times/week)
	14
	14.0

	
	Rarely
	6
	6.0

	Location
	Lokoja
	76
	76.0

	
	Outside Lokoja
	24
	24.0

	Total
	
	100
	100.0


Table 1 presents the demographic distribution of respondents, offering insights into the composition and representativeness of the study sample. The data indicate that the largest proportion of participants falls within the 36–45 years age group (40%), followed closely by those aged 26–35 years (38%). Respondents aged 18–25 years account for 13%, while 9% are within the 46–55 years category. This distribution suggests that the majority of respondents belong to economically active and socially engaged age cohorts. Consequently, they are likely to possess substantial exposure to technology and digital communication platforms, rendering their perspectives on social media usage and digital engagement particularly pertinent.  Gender analysis reveals that 59% of the respondents are female, while 41% are male. Although there is a slight female predominance, the near balance between genders enhances the study’s inclusivity and supports the collection of diverse perspectives. 

A significant proportion of respondents possess higher educational attainment. Specifically, 67% hold HND/Bachelor’s degrees, and 29% have Master’s degrees or above. Only a small minority hold OND/NCE (1%) or SSCE (1%), while 2% did not specify their qualification. The high educational level of participants indicates that most respondents are intellectually equipped to engage meaningfully with the study’s subject matter. Their exposure to formal education likely enhances their understanding of technology, digital platforms, and the implications of media use in personal and professional contexts. In terms of social media activity, 44% of respondents use Facebook daily, while 36% engage with it frequently (3–5 times per week). Additionally, 14% use the platform occasionally (1–2 times per week), and only 6% use it rarely. This pattern demonstrates that a large proportion of the respondents are regular and active Facebook users

The geographical spread of respondents indicates that 76% reside in Lokoja, while 24% live outside Lokoja. This concentration within Lokoja aligns with the study’s geographical focus, ensuring contextual relevance. Overall, the demographic analysis portrays a mature, educated, and digitally active population, balanced in gender representation and predominantly located within Lokoja. These qualities are further supported by the FGD findings, which show that small-scale food businesses’ multimodal Facebook advertisements are perceived as appealing and engaging, thereby enhancing the credibility, depth, and contextual relevance of the study’s analyses.

Descriptive Analysis of Focus Group Discussion (FGD)
Analysis of the focus group discussion with five small-scale food vendors in Lokoja revealed six major determinants influencing customer engagement with multimodal Facebook advertising: (1) multimodal visual appeal, (2) message clarity and transactional cues, (3) cultural fit and local language, (4) engagement tactics and consistency, (5) audience composition and timing, and (6) visibility mechanisms. These determinants reflect the communicative, cultural, and practical factors shaping how customers interact with food businesses’ Facebook content.

Multimodal Visual Appeal

Participants consistently highlighted videos and combined photo–video posts as the most engaging advertising formats. Four of the five discussants agreed that short videos and reels outperformed static images in attracting attention and stimulating appetite. One respondent remarked, “Videos/reels because video gains better traction than any content. Videos are more engaging.” Another added, “Displaying the process or behind-the-scenes makes it real.” Such multimodal content not only showcases food aesthetics but also signals freshness and authenticity. This strengthens the assertion that visual storytelling remains a primary determinant of engagement for small-scale food businesses in Lokoja.

Message Clarity and Transactional Cues

Clarity in messaging particularly with respect to price, delivery information, and product availability was another engagement driver. Two discussants mentioned that including price tags in posts encouraged customers to interact or order directly. As one participant explained, “The kind of content and when a price tag is attached makes customers ask questions or order.” Transparent pricing thus reduces hesitation and facilitates engagement. Similarly, posts that conveyed hygiene or quality assurance cues fostered trust and strengthened customer responsiveness.

Cultural Fit and Local Language Use
All participants emphasised the importance of using familiar language and humour to connect with audiences. Posts in Pidgin English or local dialects, coupled with catchy voice-overs, were viewed as authentic and relatable. One vendor observed, “If I use pidgin, it increases my engagement.” Another noted, “I also use pidgin and Yoruba. It gets more engagement and even foreign clients.” Cultural resonance therefore plays a central role in shaping how audiences perceive and respond to multimodal advertisements. In the Lokoja context, where multiple languages coexist, cultural tailoring enhances both emotional connection and visibility.

Engagement Tactics and Consistency

Participants reported that consistent posting schedules and interactive tactics such as giveaways, polls, and story updates sustain audience attention. For example, a respondent described, “Impulsive. To keep customers engaged and to build on consistency.” Another added, “Giveaways and stories help keep people talking.” These findings indicate that engagement on Facebook is not a one-time event but an outcome of deliberate, regular interaction strategies that maintain algorithmic visibility and customer interest.

Audience Composition and Timing

The discussants identified women, particularly those aged 25–45, as the most responsive audience group. One noted, “Women interact a lot—late twenties to mid-forties.” This demographic insight suggests that engagement efforts should consider gendered and occupational differences, aligning post timing (such as lunch and evening hours) with the routines of the primary customer base.

Visibility Mechanisms

Finally, visibility emerged as a key determinant. Most participants had experimented with both organic and paid promotion methods. While some relied entirely on organic reach through shares and comments, others confirmed that small paid boosts extended visibility beyond Lokoja. “It has given me foreign clients,” one vendor explained, attributing this to boosted or widely shared posts. Paid visibility thus complements authentic, organic engagement to expand reach and attract diverse customers.

Testing of Research Questions

Question 1: What is the level of customer engagement with small-scale food businesses’ multimodal Facebook advertising in Lokoja, Kogi State?
Table 2: Showing the Distribution of customer engagement with small-scale food businesses’ multimodal Facebook advertising in Lokoja, Kogi State

	S/N
	Items 
	VO
	O
	N
	R
	N
	Mean
	St.Dev

	1
	I regularly see food advertisements from vendors on Facebook.
	26 25.7
	30 29.7
	8 

7.9
	31 30.7
	5 5.0
	3.41
	1.30

	2
	I have liked or followed at least one food vendor on Facebook.
	20 19.8
	20 19.8
	14 13.9
	30 29.7
	16 15.8
	2.98
	1.39

	3
	I often like, share, or comment on food-related Facebook posts.
	5 5.0
	21 20.8
	19 18.8
	34 33.7
	21 20.8
	2.55
	1.18

	4
	Facebook ads have influenced my decision to try new food vendors.
	10 9.9
	15 14.9
	28 27.7
	20 19.8
	27 26.7
	2.61
	1.30

	5
	I have placed an order for food after seeing a Facebook advertisement.
	10 9.9
	12 11.9
	13 12.9
	17 16.8
	48 47.5
	2.19
	1.40

	
	Average Mean
	
	
	
	
	
	2.75
	1.31


Key: 1 = Never, 2 = Rarely, 3 = Neutral, 4 = Often, 5 = Very Often)
Findings indicate that customer engagement with small-scale food businesses’ multimodal Facebook advertising in Lokoja, Kogi State, is relatively low, though awareness is strong. About 55.4% of respondents regularly see food advertisements on Facebook, showing high visibility of vendor promotions. 
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Yet, only 39.6% have liked or followed a food vendor, and merely 25.8% actively engage with food-related posts through likes, shares, or comments. Furthermore, just 24.8% agreed that Facebook ads have influenced them to try new vendors, and a smaller 21.8% have ever placed an order after seeing an ad. These results suggest that while exposure is significant, the conversion of awareness into meaningful engagement or purchase remains poor. This finding aligns with the overall average mean score of 2.75 and standard deviation of 1.31, confirming moderate yet passive engagement.

Question 2: To what extent do customers perceive small-scale food businesses’ multimodal Facebook advertisements as appealing and attractive in Lokoja, Kogi State?

Table 3: Showing the extent do customers perceive small-scale food businesses’ multimodal Facebook advertisements as appealing and attractive in Lokoja, Kogi State.

	S/N
	Items 
	SA
	A
	N
	D
	SD
	Mean
	St.Dev

	1
	Pictures of food in advertisements influence my appetite and interest.
	17 16.8
	39 38.6
	26 25.7
	10 9.9
	8 7.9
	3.47
	1.13

	2
	Discounts and promo offer in advertisements attract my attention.
	14 13.9
	27 26.7
	34 33.7
	16 15.8
	9 8.9
	3.21
	1.14

	3
	Advertisements that show customer testimonials increase my trust in a vendor.
	12 11.9
	24 23.8
	33 32.7
	21 20.8
	10 9.9
	3.07
	1.15

	4
	Posts that include emojis, hashtags, or slang feel more relatable.
	10 9.9
	17 16.8
	38 37.6
	17 16.8
	18 17.8
	2.84
	1.20

	5
	Storytelling in ads e.g., about food origin or the chef) captures my interest.
	19 18.8
	25 24.8
	16 15.8
	18 17.8
	22 21.8
	3.01
	1.44

	
	Average Mean
	
	
	
	
	
	3.12
	1.21


Key: 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree)
Table 3 in the findings reveal that the perceived appeal of Facebook advertisements among customers of small-scale food businesses in Lokoja, Kogi State, is moderate. A majority of respondents (55.4%) agreed that pictures of food in ads influence their appetite and interest, showing that visuals are a strong engagement factor. Likewise, 40.6% were attracted by discounts and promo offers, reflecting that price incentives play a notable role in capturing attention. 
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Customer testimonials also inspired trust among 35.7% of participants, though engagement drops with informal post styles, as only 26.7% found emojis and slang relatable. Similarly, 43.6% appreciated storytelling in ads but with moderate enthusiasm. Overall, while visual and promotional elements drive appeal, deeper emotional and stylistic connections remain underutilised. The average mean of 3.12 and standard deviation of 1.21 confirm moderate appeal.

Question 3: How do customers’ behavioural responses reflect their interest and interaction with small-scale food businesses’ multimodal Facebook advertisements in Lokoja, Kogi State?

Table 4: Showing how do customers’ behavioural responses reflect their interest and interaction with small-scale food businesses’ multimodal Facebook advertisements in Lokoja, Kogi State.

	S/N
	Items 
	VO
	O
	N
	R
	N
	Mean
	St.Dev

	1
	I usually click on ads to check menus or prices.
	7 7.0
	21 21.0
	18 18.0
	31 31.0
	23 23.0
	2.58
	1.24

	2
	I follow or subscribe to food vendors who run interesting advertisements.
	10 10.0
	24 24.0
	22 22.0
	21 21.0
	23 23.0
	2.77
	1.31

	3
	I recommend food vendors I see on Facebook to friends and family.
	12 12.0
	15 15.0
	27 27.0
	23 23.0
	23 23.0
	2.70
	1.30

	4
	I am more likely to be loyal to a vendor whose ads appeal to me.
	9 9.0
	21 21.0
	26 26.0
	31 31.0
	13 13.0
	2.82
	1.17

	5
	Multimodal advertisements images, videos, text) increase my likelihood of returning to a vendor’s page.
	11 11.0
	17 17.0
	27 27.0
	27 27.0
	18 18.0
	2.76
	1.24

	
	Average Mean
	
	
	
	
	
	2.73
	1.25


Key: 1 = Never, 2 = Rarely, 3 = Neutral, 4 = Often, 5 = Very Often)
Findings in Table 4 indicate that customers’ behavioural responses to small-scale food businesses’ multimodal Facebook advertisements in Lokoja, Kogi State, are relatively moderate, showing cautious engagement rather than active interaction. Only 28% of respondents frequently click on ads to check menus or prices, suggesting limited curiosity beyond viewing. 
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About 34% reported following or subscribing to interesting food vendors, reflecting mild but growing brand interest. Similarly, 27% said they recommend vendors seen on Facebook to others, showing that word-of-mouth influence is still weak. Around 30% expressed loyalty to appealing vendors, and a close 28% felt that multimodal ads-using images, videos, and text-encourage them to revisit vendor pages. These patterns highlight that while ads attract attention, consistent engagement and loyalty remain modest. The overall mean of 2.73 and SD of 1.25 confirm this moderate behavioural response.

Question 4: What key factors determine customers’ engagement with small-scale food businesses’ multimodal Facebook advertisements in Lokoja, Kogi State?
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Table 5: Showing the key factors determine customers’ engagement with small-scale food businesses’ multimodal Facebook advertisements in Lokoja, Kogi State.

	S/N
	Options
	Frequency
	Percent (%)

	1
	High-quality
	8
	7.9

	2
	Content relevance and cultural resonance
	17
	16.8

	3
	Personalised content
	11
	10.9

	4
	Interactive content
	21
	20.8

	5
	Visual appeal
	12
	11.9

	6
	Reviews
	15
	14.9

	7
	Social proof
	16
	15.8

	
	Total / Average
	100
	100%

	
	Mean = 2.52
	
	Std. Dev = 1.16


Table 5 in the result reveal that customers’ engagement with small-scale food businesses’ multimodal Facebook advertisements in Lokoja, Kogi State, is shaped mainly by the interactivity and cultural relevance of the content. Interactive content ranked highest, engaging about 20.8% of respondents, indicating that posts inviting participation-such as polls, videos, or comments-most effectively attract attention. Content relevance and cultural resonance followed closely at 16.8%, suggesting that ads reflecting local tastes, language, or traditions appeal strongly to users. Social proof (15.8%) and customer reviews (14.9%) also played important roles, highlighting that people rely on the experiences of others when deciding to engage. However, factors like high-quality visuals (7.9%) and personalisation (10.9%) were less influential. The overall mean score of 2.52 and standard deviation of 1.16 suggest moderate but selective engagement driven by interaction and relatability.

Question 5: Which categories of food do customers most frequently engage with on small-scale food businesses’ multimodal Facebook advertisements in Lokoja, Kogi State?

Table 6: Showing the categories of food customers most frequently engage with on small-scale food businesses’ multimodal Facebook advertisements in Lokoja, Kogi State.

	S/N
	Options
	Frequency
	Percent (%)

	1
	Raw food
	15
	14.9

	2
	 Cooked food
	29
	28.7

	3
	Confectionery and snacks
	31
	30.7

	4
	Beverage (Kunu, Zobo, Tigernut drinks, etc.) 
	25
	24.8

	
	Total / Average
	100
	100

	
	Mean = 2.52
	
	Std. Dev = 1.15


Table 6 in the results has shown that customers in Lokoja engage most frequently with confectionery and snacks (30.7%) and cooked food (28.7%) on small-scale food businesses’ multimodal Facebook advertisements. These categories attract the highest attention, possibly because they are visually appealing and easy to relate to in everyday consumption. Tigernut drinks and similar beverages (24.8%) also receive notable engagement, suggesting growing interest in locally made natural drinks. However, raw food (14.9%) recorded the least engagement, indicating that customers may be less inclined to interact with raw food promotions online, perhaps due to purchase or delivery limitations. The overall mean of 2.52 and standard deviation of 1.15 reflect moderate engagement across categories, showing that lighter, snack-based, and visually stimulating foods dominate online attention.

Testing of Hypotheses

H₀₁: There is no significant correlation between perceived appeal of Facebook advertisements, behavioural response to advertising, determinants of customer’s engagement, and categories of food engaged with on Facebook to customer engagement with small-scale food businesses’ multimodal Facebook advertising in Lokoja, Kogi State.

Table 7 clearly shows the findings from the correlation matrix reveal that customer engagement with small-scale food businesses’ multimodal Facebook advertising is strongly and positively linked to the perceived appeal of Facebook advertisements (r = .767, p < .05) and behavioural response to advertising (r = .734, p < .05). Simply put, when people find these ads attractive or relatable, they are more likely to interact, comment, or even make purchases.
Table 7: Zero Order Correlation Matrix showing the relationship between the independent variables on customer engagement with small-scale food businesses’ multimodal Facebook advertising in Lokoja, Kogi State.

	Variables
	N
	Mean
	SD
	1
	2
	3
	4
	5

	Customer engagement with small-scale food businesses’
	100
	13.74
	5.249
	1.000
	
	
	
	

	Perceived appeal of Facebook advertisements
	100
	15.60
	4.853
	.767**
	1.000
	
	
	

	Behavioural response to advertising
	100
	13.63
	5.375
	.734**
	.734**
	1.000
	
	

	Determinants of customer's engagement 
	100
	4.21
	1.914
	.283**
	.171
	.198*
	1.000
	

	Categories of food customers mostly engaged with
	100
	2.52
	1.159
	-.090
	-.026
	.046
	.198*
	1.000


Correlation: Significant at p < 0.05

The determinants of customer engagement show an insignificant but meaningful connection (r = .283, p < .05), suggesting that other engagement factors still play a role. Meanwhile, categories of food engaged with show no meaningful relationship (r = –.090, p > .05). Therefore, H₀₁ is rejected, confirming that ad appeal and user behaviour significantly drive engagement levels in Lokoja

H₀₂: There is no significant combined contribution of perceived appeal of Facebook advertisements, behavioural response to advertising, determinants of customer’s engagement, and categories of food engaged with on Facebook to customer engagement with small-scale food businesses’ multimodal Facebook advertising in Lokoja, Kogi State.

Table 8: Showing the joint contribution of the independent variables on customer engagement with small-scale food businesses’ multimodal Facebook advertising in Lokoja, Kogi State.
	Multiple R = 0.822a
R –Square = 0.675

Adj. R–Square = 0.661

Standardised error of estimate = 3.05492

	Model
	Sum of Squares
	Df
	Mean Squares
	F
	Sig.

	Regression
	1840.652
	4
	460.163
	49.308
	.000b

	Residual
	886.588
	95
	9.333
	
	

	Total
	2727.240
	99
	
	
	


Table 8 presents the regression results showing the combined influence of the independent variables on customer engagement with small-scale food businesses’ multimodal Facebook advertising in Lokoja. The analysis reveals a strong multiple correlation (R = 0.822), indicating that the predictors jointly have a substantial relationship with customer engagement. The R-square value of 0.675 implies that about 67.5% of the variation in customer engagement is explained by the perceived appeal of Facebook advertisements, behavioural response to advertising, determinants of customer engagement, and categories of food engaged with. The F-value of 49.308 at a significance level of p < .05 shows that the model is statistically significant. This means these factors collectively influence customer engagement; thus, H₀₂ is rejected.

H₀₃: There is no significant relative contribution of perceived appeal of Facebook advertisements, behavioural response to advertising, determinants of customer’s engagement, and categories of food engaged with on Facebook to customer engagement with small-scale food businesses’ multimodal Facebook advertising in Lokoja, Kogi State.

Table 9: Regression Analysis of relative contribution of independent variables on customer engagement with small-scale food businesses’ multimodal Facebook advertising in Lokoja, Kogi State.

	
	Unstandardised coefficients
	Standardised

Coefficients
	T
	Sig.

	Model 
	B
	Standard Error
	Beta
	
	

	Constant
	.434
	1.361
	
	.319
	.751

	Perceived Appeal of Facebook Advertisements
	.516
	.094
	.477
	5.508
	.000

	Behavioural Response to Advertising
	.354
	.085
	.363
	4.163
	.000

	Determinants of Customer's Engagement 
	.342
	.164
	.125
	2.085
	.040

	Categories of food customers mostly engaged with
	-.399
	.267
	-.088
	-1.497
	.138


Table 9 shows the relative contribution of each independent variable to customer engagement with small-scale food businesses’ multimodal Facebook advertising in Lokoja. The result reveals that the perceived appeal of Facebook advertisements (β = .477, t = 5.508, p < .05) and behavioural response to advertising (β = .363, t = 4.163, p < .05) made significant positive contributions to customer engagement. Similarly, determinants of customer engagement (β = .125, t = 2.085, p < .05) also contributed significantly, though to a lesser degree. However, the categories of food customers mostly engaged with (β = –.088, t = –1.497, p > .05) did not significantly predict engagement. These findings suggest that customer engagement is mainly influenced by ad appeal, user behaviour, and engagement determinants; hence, H₀₃ is rejected.

Discussion of Findings

Survey and FGD results show that Facebook ads give small food businesses in Lokoja high visibility but low conversion. Many people see posts, but few click, follow, or order. Vendors confirmed that audiences mostly “view” or “like” without taking action. Short videos and appetising visuals improved appeal, supporting Uses and Gratifications Theory, but emotional attraction alone did not guarantee purchases. Engagement increased when ads used Pidgin/Yoruba and provided clear information such as prices, delivery, and hygiene, which is consistent with the Perceived Advertising Value model, where informativeness and credibility drive value.

Snacks and drinks gained more engagement than full meals, though content quality and communication style mattered more than product type. This reflects research showing that simple, visually appealing items perform better online. Both data strands emphasise that trust, cultural relevance, and clear transactional cues determine whether visibility leads to action. Interactive tactics (giveaways, polls, consistent posting) helped maintain attention. Therefore, multimodal quality, cultural fit, and credible messaging jointly shape customer engagement with Facebook food ads in Lokoja.

Conclusion 
This study examined how customers engage with small food businesses’ multimodal Facebook ads in Lokoja using both survey data and focus group insights. The findings show high visibility but low meaningful engagement: many users see food posts, but few like, comment, or purchase. Visually appealing ads such as featuring colourful, appetising images and clear messages often attract more attention, yet exposure alone does not lead to interaction or sales. Both data sets highlight that emotional and cultural relevance, such as using local dialects, humour, and relatable storytelling, increases perceived appeal and trust.
Behavioural responses remain limited due to trust issues, delivery concerns, and the lack of face-to-face assurance. Customers browse more than they buy, suggesting the need for transparency, customer reviews, and consistent online communication. Engagement also varied by food type, with snacks and drinks performing better because they are visually appealing and easy to share. This study therefore conclude that engagement is driven more by ad appeal, emotional connection, and participatory content than by the specific food category. Strengthening trust, cultural relevance, and creative communication can help convert passive viewers into active customers.
Recommendations

Based on the findings of this study, several recommendations are proposed to enhance customer engagement with small-scale food businesses’ multimodal Facebook advertising in Lokoja, Kogi State. First, business owners should focus on creating visually appealing and culturally relatable content. Posts that use high-quality images, short videos, humour, and local dialects such as Pidgin English tend to attract more engagement and emotional connection from audiences. Second, businesses should adopt interactive strategies such as polls, giveaways, question prompts, and live sessions to encourage two-way communication with customers. This approach not only increases visibility but also builds a sense of community and loyalty. Third, small-scale food vendors should improve online credibility by showcasing customer reviews, testimonials, and behind-the-scenes content that foster transparency and trust. This is essential for overcoming the reluctance of customers to place online orders due to fears of fraud or delivery failure. Furthermore, consistent posting schedules, prompt replies to comments, and personalised customer engagement should be prioritised to maintain audience interest. Finally, training workshops on digital marketing and content creation should be organised for food entrepreneurs in Lokoja to strengthen their online marketing skills and help them fully harness the power of Facebook advertising for business growth.
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