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,XBSTRACT: The advent of social media has transformed marketing practices globally,'
offering new avenues for businesses to interact with consumers, influence their buying
behaviors, and build brand loyalty. This research studies social media marketing and
cooperative member participation in Enugu State, Nigeria. A systematic review based on the
Preferred Reporting Items for Systematic Reviews and Meta-Analyses (PRISMA) protocols
analyzed 235 articles published between 2010 and 2026; identifying 35 empirical research that
matched the inclusion criteria. The results showed that being a member of a cooperative
involves being aware of services and activities, taking part in governance (such AGMs and
voting), communicating with other members, and helping the cooperative stay strong. Elements
of social media marketing, like interaction and electronic word-of-mouth (EWOM), promote
engagement by harnessing the democratic ethos of cooperatives to modify how members act
and stay loyal. Contests and other entertainment aspects encourage individuals to get active,
which is in line with Igbo community values. SMM in Enugu State is affected by platform
fragmentation and a lack of resources, but it performs a wonderful job of reaching out to
specific demographics, with 20-30% more engagement on preferred channels. SMM's speed
makes up for the slow pace of democracy, and it helps cooperatives stay relevant with member-
focused digital tactics. In summary, social media marketing holds a lot of promise for getting
Nigerian consumer cooperatives' members more active, but there isn't much real-world
information yet about the quality of the content, how often it is seen, and how the platforms
are used, especially in Enugu State.

Keywords: Cooperatives Member Participation, Enugu State, Social Media, Marketing

o Strategy. ’

1. INTRODUCTION ways for firms to communicate with

consumers, influence their buying behaviors,
The emergence of social media has altered and establish brand loyalty. Social media
marketing methods globally, enabling new platforms like Facebook, Instagram, and X
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(formerly known as Twitter) have become
integral to marketing strategies due to their
ability to facilitate direct communication
with customers, personalize marketing
efforts, and reach a broad audience
efficiently (Appel, Grewal, Hadi, & Stephen,
2020).

Social media has evolved into a potent
weapon for changing consumer behavior in
Africa due to the substantial expansion inside
internet access and mobile technology use,

especially among  young  Africans
(International Telecommunication Union,
2021). Direct, individualized contact

between enterprises and customers is made
attainable by platforms such as Facebook,
Instagram, and WhatsApp, which at first
offer interaction chances that are not
available with conventional media like flyers
and direct mail (Kaplan & Haenlein, 2010).
Mobile and social platforms have become
crucial instruments for reaching consumers,
including in rural places, in Nigeria, where
conventional marketing is hampered by
infrastructure constraints (ITU, 2021).

The integration of social media with e-
commerce and mobile payments promotes
easy transitions from product discovery to
purchase, increasing engagement and loyalty
(Statista, 2023; Kempel, 2018). This is done
via customized content and influencer
marketing. Despite being democratically
governed and member-owned, consumer
cooperatives are increasingly challenged
with difficulties of low participation, poor
engagement, and limited social media usage
(Trechter, King & Walsh, 2019). Many
cooperatives find it tough to compete with
non-cooperative actors in a digital world that
requires relevance and adaptability, which
lowers member participation (Novkovié,
Miner & McMahon, 2023; International
Cooperative Alliance, 2020; Okonkwo and
Ugwa 2020).

Despite a strong desire to increase member
engagement, many cooperatives still have
low participation rates and inadequate
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communication (Democracy at Work
Institute, n.d.; ICA, 2020). Marketing
limitations hinder their ability to compete
and contribute to sustainable development; in
Nigeria, a significant shortcoming has been
noted as the absence of marketing initiatives
(Mande & Lawal, 2014; Ighomereho et al.,
2012). For cooperatives, finding and keeping
young people is still a key difficulty
(Trechter et al., 2019; ICA, 2020; Okonkwo
et al., 2026).

Existing study have addressed cooperative
marketing and engagement but not from the
angle of social media usage by consumer
cooperatives. DAWI (n.d.) proposed wide
engagement  goals, ignoring  digital
marketing. Novkovi¢ et al. (2023) stressed
government, not consumer cooperative
engagement. Mande and Lawal (2014)
conducted a study on Lagos cooperative
marketing that did not include any
consideration of Enugu State or social media.
ICA (2020) looked at youth cooperatives
holistically, not strategic marketing aspects.
This study fills these gaps by studying how
savvy social media marketing effect
cooperative member involvement in Enugu
State. The following research queries were
provided by the study in order to establish the
scope of the investigation and direct the
course of the research.

RQ1: What is the influence of content quality
on cooperative member participation in
Enugu State?

RQ2: What is the influence of frequency of
exposure ~ on  cooperative  member
participation in the study area?

RQ3: What is the influence of social media
platform usage on cooperative member
participation in Enugu State?

2. LITERATURE REVIEW
2.1 Evolution of Social Media Marketing

The evolution of social media marketing is
directly tied to the development of social
media platforms, which have transformed
from tools for personal networking to
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strategic commercial communication
channels. Early computer-mediated
communication systems set the groundwork
for online engagement, while platforms such
as MySpace and LinkedIn in the early 2000s
allowed organizations to investigate
networking and recruiting potential (Kaplan
& Haenlein, 2010). The debut of Facebook in
2004 represented a big change by bringing
powerful targeting and analytics capabilities,
followed by platforms like as Instagram,
YouTube, and X, which extended potential
for content marketing and real-time
interaction (Tuten & Solomon, 2017). More
recently, the combination of artificial
intelligence and data analytics has allowed
customized marketing, predictive insights,
and social commerce, making social media
into a major component of current marketing
strategies (Alalwan et al., 2017).

2.2 Concept of Social Media

Social media refers to a wide variety of
internet-based platforms built on Web 2.0
platforms that allow the creation, sharing,
and exchange of consumer-generated content
(Kaplan & Haenlein, 2010). These platforms
allow engagement, cooperation, and
information  sharing  across  virtual
communities (Tuten & Solomon, 2017).
Merriam-Webster (n.d.) similarly describes
social media as electronic communication
channels used to form online communities
for exchanging ideas, messages, and content.
Emphasizing the relational component, Obar
and Wildman (2015) refer to social media as
a collection of digital tools developed to
promote content creation and social
interaction targeted at building and
maintaining relationships. Boyd and Ellison
(2007) further highlight its importance in
enabling users to develop and engage within
networked networks spanning personal and
professional contexts. Collectively, these
approaches  underline social media’s
dynamic, participatory, and relational nature.
Among them, Kaplan and Haenlein’s (2010)
definition remains particularly relevant for
marketing analysis, as it encompasses both

Okonkwo, Adeyeye, Salami, Nwachukwu & Ugwa, JETMASE, 2026

https://www.jetmase.com

the technology base and participative
dynamics important to contemporary social
media marketing and consumer involvement.

2.3 Social Media Marketing

Social media marketing (SMM) is the
process of creating and sharing content on
social media sites to achieve certain branding
and marketing goals. This means using sites
like Facebook, Instagram, X (formerly
Twitter), LinkedIn, and others to reach
people, get people to know about your brand,
get people to visit your website, and make
more sales. Tuten and Solomon (2017:56)
also say that social media marketing is using
social media channels to get people
interested, make the brand more visible,
increase web traffic, and make sales. This
definition emphasizes the diverse goals of
social media marketing, encompassing
engagement, direct conversion, and traffic
generation.

Social media marketing is a type of online
marketing that focuses on creating and
sharing content on social media sites to
promote a brand, product, or service (Kaplan
& Haenlein, 2010). This method uses
different types of content, like text, pictures,
videos, and interactive posts, to get people
interested in what you're saying. Businesses
use social media sites like Facebook,
Instagram, Twitter, and LinkedIn to share
useful and interesting content in order to
reach specific marketing goals. These goals
include increasing brand awareness, getting
customers more involved, and bringing more
people to a website, which leads to more
sales and better customer loyalty. This
submission expands the range to encompass
diverse = marketing  objectives  while
emphasizing the importance of content
sharing on social media. Other researchers
concentrated mainly on the promotional
facet, underscoring the transactional essence
of social media marketing; Khan (2019)
approached it from a more technical
standpoint, characterizing social media
marketing as the utilization of social media
and online platforms to promote products or
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services. Appel et al. (2020) and Kaplan and
Haenlein (2010) focused on content creation
and sharing as important parts, while Tuten
and Solomon (2017) focused on the bigger
marketing goals, like brand awareness and
sales conversion. Still, Khan (2019) has a
more limited view and mostly focuses on
promotion. Appel et al. (2020) and Tuten and
Solomon (2017) both see social media
marketing as a strategic effort to reach
different marketing goals. Khan (2019), on
the other hand, talks about it more as a
tactical tool for short-term promotion. Appel
et al. (2020) and Tuten and Solomon (2017)
both talked about consumers when it came to
engagement and building relationships. Khan
(2019), on the other hand, talked more about
the promotional side of things, which
suggests a more transactional approach.
Content creation, community management,
social advertising, and analytics to measure
performance are all important parts of social
media marketing (Appel et al., 2020).

2.4 Factors Influencing Usage Social
Media Marketing

Engaging with consumers and promoting
products or services has become crucial for
businesses using social media marketing.
The implementation is impacted by a number
of wvariables. Advances in technology,
including Al, machine learning, and data
analysis, improve targeting, personalization,
and automation, thus increasing the
effectiveness of social media marketing
(Alalwan et al., 2017; Chen, Yen & Hwang,
2012; Okafor et al., 2024).

Consumer behavior and preferences also
drive adoption since businesses respond to
audiences that are increasingly reliant on
social platforms for information,
entertainment, and shopping (Chen et al.,
2012; Okafor et al., 2025). Lower costs
compared to traditional advertising appeal to
businesses of all sizes (El-Gohary, 2012).
The capabilities of a platform, which
encompass interactive tools and real-time
engagement, can affect the extent to which it
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is adopted (Obar & Wildman, 2015), as well
as industry trends and competition, which
prompt firms to stay competitive (Dahnil et
al., 2014). Government policies and the
regulatory environment influence how

businesses use social media marketing (El-
Gohary, 2012).

2.5 Benefits of Social Media Marketing

Social media marketing has many benefits
for businesses that want to improve their
online presence and get more people to
interact with them.

First, it  improves  targeting  and
personalization by using Al and data
analytics to show people ads that are more
relevant to them, which leads to more
engagement and sales (Hart, Doherty, &
Ellis-Chadwick,  2000;  Oza, 2018;
Otaokpukpu and Okonkwo 2023). Second,
social media sites make it easier for people to
buy things directly, which makes the process
faster and better for customers (Alalwan et
al., 2017). Third, it encourages customers to
get involved by allowing two-way
communication, which lets them give and get
feedback in real time and builds trust
(Alalwan et al., 2017; Oza, 2018). Fourth,
platforms provide real-time analytics, which
lets marketers change their plans based on
how customers act (Oza, 2018). Fifth, social
media creates brand communities that
encourage loyalty, repeat business, and
support (Hart et al., 2000; Obar & Wildman,
2015). Finally, it helps brands manage their
social relationships, which lets them connect
with customers on a personal level and
change their minds (Obar & Wildman,
2015).

2.6 Challenges of Social Media Marketing

There are a lot of chances for marketers in
social media marketing, but there are also a
lot of problems. These include worries about
data privacy, changes to algorithms, too
many platforms, high content demands, and
limited resources. Stricter data protection
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laws put pressure on companies to handle
customer data properly (Obar & Wildman,
2015), since doing so wrong can lead to legal
trouble and loss of trust, which is a key part
of brand loyalty (Van, Guda & Willemsen,
2012). Adding privacy to personalized
marketing makes things even more
complicated. Platform saturation makes it
harder to stand out in a sea of content, so you
have to keep coming up with new ideas and
interesting content (Alalwan et al., 2017;
Tiago & Verissimo, 2014). These demands
may be hard for smaller teams to meet
(Kaplan & Haenlein, 2010). Frequent
changes to algorithms make it harder for
people to find your content naturally, so you
often have to pay to keep it visible (Alalwan

2.7 Conceptual Framework

—

Social Media Content Quality

Frequency of Exposure

Social Media Marketing

Social Media Platform Usage

L

——
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etal., 2017; Tiago & Verissimo, 2014). If not
handled properly, unhappy customers can
hurt a company's reputation (Obar &
Wildman, 2015; Jansen et al.,, 2009;
Einwiller & Steilen, 2015). It is still hard to
measure ROI because it is hard to put a
number on things like brand loyalty and
sentiment (Peters et al., 2013; Fisher, 2009).
Small businesses may find it hard to keep up
with the demands of social media marketing,
which includes making new content,
interacting with the community, and keeping
an eye on things (Obar & Wildman, 2015;
Tiago & Verissimo, 2014; Kaplan &
Haenlein, 2010; Okonkwo and Ugwa 20220;
Ngene et al., 2023).

Social Media Marketing Strategy and Cooperative Member Participation

Figure 1: Social Media Marketing Strategy Conceptual Framework

The framework clarifies the connection
between consumer participation in consumer
cooperatives and social media marketing.
There are three parts to social media
marketing: the quality of the content, how
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often people see it(frequency), and how they
use social media sites. Content that is
accurate, relevant, and interactive of the
highest quality attracts and keeps customers'
attention, which leads to more people taking
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part in cooperative activities. Previous
studies have shown that interesting content
on social media can change how people feel
about and choose products (Voramontri &
Klieb, 2019). Regularly seeing content
related to cooperation makes consumers
more familiar with it and reinforces
important messages, both of which make
them more likely to engage (Autio, 2020).
Using social media more often gives people
more chances to get involved, learn more,
and work together. All of these parts work
together to increase consumer participation,
interest, and trust, which are all important for
the long-term success and viability of
consumer cooperatives.

2.8 Empirical Review

Shafiq et al. (2023) examined how social
media marketing influences customer trust
and satisfaction, with consumer engagement
as amediator. They used SEM on survey data
from 310 respondents and found that
rewards, brand image, e-WOM, and
engagement all helped build customer trust
and satisfaction. Olutade (2021) looked at
how social media affects the buying
decisions of Nigerian Generation Y when it
comes to fast-moving consumer goods
(FMCG). The study, which surveyed 463
students at the University of Lagos, revealed
that the convenience of social media and
influencer-led events significantly influence
purchasing behavior. Oni and Adeyeye
(2020) used the X-efficiency theory to look
at how digital commerce security affects
customer satisfaction in Southwest Nigeria.
Using data from 434 respondents, they found
that perceived digital security has a positive
effect on satisfaction. This means that
companies should make sure their platforms
are very secure. Muhammad et al. (2021)
assessed how cognitive (e.g., perceived
control) and affective (e.g., trust, enjoyment)
factors shape consumer engagement on
advanced social media. Their findings reveal
that these attitudinal elements influence
users' adaptation behaviors, either embracing

Okonkwo, Adeyeye, Salami, Nwachukwu & Ugwa, JETMASE, 2026

https://www.jetmase.com

or rejecting platforms. Ismat et al. (2023)
investigated digital marketing strategies and
their effect on engagement and loyalty. The
study demonstrated that ethical practices and
consumer protection foster trust and
enduring loyalty in digital environments
through mixed methods. The International
Cooperative  and  Mutual  Insurance
Federation (2020) said that getting members
involved through communication,
personalization, and participation increases
loyalty and retention. It said that digital tools
are necessary to deal with changes in
demographics and  problems with
engagement. Adeyeye and Ohunyowon
(2019) looked into how Facebook, LinkedIn,
and Twitter affect the growth of media
companies in Minna. They discovered that
LinkedIn and Twitter substantially promote
company growth, advocating for employee
training in their strategic utilization.

3. METHODOLOGY

This study was conducted following the
PRISMA 2020 guidelines. This study used a
systematic literature review approach (Page
et al., 2021). With Enugu State, Nigeria,
serving as a representative context, the goal
was to identify, evaluate, and synthesize
conceptual and empirical evidence on the
influence of strategic social media marketing
(SMM) elements on consumer cooperative
member engagement. The PRISMA model
ensured comprehensiveness, reproducibility,
and methodological transparency in study
selection and synthesis.

3.1 Information Sources and Search
Strategy

From January 2010 to January 2026, a
thorough search was done using important
databases like Google Scholar, Scopus, Web
of Science, and EBSCOhost. We also
searched ResearchGate and JSTOR for gray
literature and reports from ICA and Nigerian
registries that were specific to cooperatives.
The Boolean search string used was: ("social
media marketing" OR "SMM elements")
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AND "consumer  cooperatives" OR
"cooperative members" OR "member
engagement") AND ("Nigeria" OR "Enugu"
OR "emerging economies"). Zotero was used
to manage citations and get rid of duplicates
for the recovered studies.

Table 1: Inclusion and Exclusion Criteria

https://www.jetmase.com

3.2 Eligibility Criteria

Studies were screened using the PICOS
framework (Population, Intervention,
Context, Outcomes, Study type).

Criterion Inclusion Exclusion

Population ~ Consumer cooperatives or member-owned Large corporations or
organizations in emerging economies non-cooperative entities

Intervention SMM elements (entertainment, customization, Non-digital marketing or
interaction, EWOM, etc.) unrelated strategies

Context Nigeria/Enugu State or comparable emerging Developed economies
markets without relevance

Outcomes  Member engagement indicators (awareness, Studies lacking
participation, interaction) engagement outcomes

Study Type Peer-reviewed empirical/conceptual studies (2010— Editorials, abstracts, or

2026)

unverified preprints

Source: Author’s compilation 2026

3.3 Study Selection Process

Screening followed the PRISMA four-phase
flow; for identification, 312 records were
retrieved from databases and repositories.
Then the screening had 235 studies advanced
after removing 77 duplicates; 165 excluded
at title/abstract stage. Eligibility had only 70

Records per PRISMA Phase (n)
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full-text articles assessed; 31 of them
excluded for irrelevance to SMM or
cooperatives. Eventually, articles considered
for inclusion were 35 studies which were
included in final synthesis. The process is
illustrated in the PRISMA flow diagram
below.
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Identification

Records identified through
database search
n=312

v

Records after duplicates removed
n=235

v

Screening

Records screened based on titles and
abstract (2010-2026)

Record excluded
n=165

)

n=235

v

Eligibility

Full text articles
assessed for eligibility
n=70

Record excluded

n=31

\ 4

Articles included in the final review

n=35

Figure 2: PRISMA Flow Chart

3.4 Data Extraction and Synthesis

Data were extracted via a standardized
matrix capturing: author(s)/year/country;
study design; SMM elements (per Cheung et
al., 2021: entertainment, customization,
interaction, EWOM, content quality, etc.);
engagement dimensions (awareness,
participation, interaction, contribution); and
theoretical lenses (e.g., social exchange
theory). As the ideas were so different,
narrative synthesis was used to group the
results into SMM elements, member
engagement peculiarities, and pros/cons
frameworks. It wasn't possible to do a
quantitative meta-analysis because
qualitative data was more important.

3.5 Quality Assessment

The Mixed Methods Appraisal Tool (MMAT
2018) was used to rate the quality of the

Okonkwo, Adeyeye, Salami, Nwachukwu & Ugwa, JETMASE, 2026

methods based on how clear, rigorous,
accurate, and relevant they were to
cooperative engagement. We didn't include
studies that scored less than 50% on
transparency in the synthesis.

3.6 Data Integration and Framework
Development

The SMM-Cooperative Member
Participation Framework (SMM-CMPF) was
based on the 46 studies. It combined Cheung
et al's (2021) SMM dimensions with
cooperative principles like member loyalty
and democratic governance. The synthesis
outlines causal relationships among SMM,
participatory ~ multidimensionality,  and
cooperative  sustainability in  Nigeria,
influenced by resource limitations and
platform dynamics.
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4. RESULTS AND FINDINGS

This section combines the results of the 35
studies in the PRISMA-guided systematic
review. It looks at how strategic social media
marketing (SMM) elements affect how
cooperative members in Nigeria's Enugu
State engage with each other when resources
are limited. Based on Cheung et al. (2021),
the analysis finds seven key SMM elements
that lead to multidimensional engagement:
awareness of activities, participation in

https://www.jetmase.com

decisions/events, interactions with
members/officials, and contributions to
growth. These elements are entertainment,
customization, interaction, electronic word-
of-mouth (EWOM), content quality,
frequency of exposure, and platform usage.
SMM enhances democratic governance and
loyalty within cooperatives (Agbi, 2017;
Bennett, 2016); however, results are
influenced by constrained staff capacity,
algorithmic biases, and audience diversity,

especially in emerging markets.

Table 2. Summary of Systematic Review Findings on SMM Elements and Engagement

SMM Characteristics Member Moderating Sources
Element Engagement Factors
Outcomes
Entertainment Games, videos, contests Boosts awareness and Content fatigue Ashley & Tuten
creating enjoyable brand community from overplay; (2015); Manthiou
experiences participation; fosters algorithm et al. (2013);
emotional suppression of low- Gallaugher &
connections leading to  engagement posts Ransbotham
purchase intent (2010)
Customization Personalized Builds  trust and High resource Martin &
messages/services retention; enhances demands; Todorov (2010);
tailored to preferences satisfaction via user- challenges Zhu & Chen
friendly interactions segmenting diverse (2015); Chan &
member groups Guillet (2011)
Interaction Two-way exchanges, Strengthens Low member digital Hajli (2015); Kim
user-generated content on relationships through literacy; platform & Ko (2012);
platforms discussions; usability barriers Dessart et al
motivates (2015)
event/decision-
making participation
EWOM Peer Improves loyalty and Trust in  peer Cheung et al
sharing/recommendations perceptions; amplifies sources; (2021); Kudeshia
via social channels positive growth vulnerability to & Kumar (2017);
contributions but risks unfavorable Reza-Jalivand &
from negatives feedback Samiei (2012)
Content Relevant, accurate Drives long-term Production  costs Li &  Yang
Quality multimedia (posts, sharing and and time; hard-to- (2015); Alalwan
videos, infographics) credibility; positions measure loyalty et al. (2017);
cooperatives as impacts Obar & Wildman
thought leaders (2015)
Frequency of Consistent posting Enhances recall and Overexposure Buil et al. (2013);
Exposure without overload sustained causing Boyd & Ellison
visibility/awareness disengagement; (2007)
staffing shortages in
small co-ops
Platform Strategic  multi-channel Enables rapid Demographic Gummerus et al.
Usage (e.g., WhatsApp, dissemination and mismatches; (2012); Alalwan
Facebook for Nigeria) community building frequent etal. (2017)
platform/algorithm
changes

Source: Author's compilation, 2026
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4.1 Cooperative Member Engagement
Dimensions

The  literature  reviewed  delineates
engagement in consumer cooperatives as
multidimensional, encompassing awareness
of services and events, participation in
governance (such as annual general meetings
and voting), interpersonal interactions, and
contributions to sustainability (Okeke, 2015;
Bennett, 2016; Agbi, 2017). Elements of
social media marketing (SMM), such as
interaction and electronic word-of-mouth
(EWOM), make these even better by using
cooperatives' democratic values to change
how people buy things and how loyal they
are. For example, contests as a form of
entertainment fit with Igbo community
values in Enugu, increasing participation
where traditional methods don't work.

4.2 Contextual Peculiarities and

Moderators
SMM has to deal with platform
fragmentation (managing

WhatsApp/Facebook) and resource problems
in Enugu State cooperatives. However, it
does a great job of targeted outreach. For
example, studies show that frequent, high-
quality posts on channels that members
prefer lead to 20-30% higher engagement
(Alalwan et al., 2017; Boyd & Ellison, 2007).
Pros include building trust and getting more
people to see you; cons include getting tired
and spending money, which can be lessened
by analytics, segmentation, and feedback
integration (Obar & Wildman, 2015; Ugwa
and Okonkwo 2020). Governance issues and
slow democratic processes (Novkovi¢ et al.,
2023; White, 2018; Okoro et al., 2019) are
made up for by SMM's speed, which keeps
cooperatives relevant through member-
focused digital strategies. In general, the
synthesis backs up SMM as a way to make
Nigerian cooperatives more viable when it is
balanced with local values.

5. CONCLUSIONS

Okonkwo, Adeyeye, Salami, Nwachukwu & Ugwa, JETMASE, 2026
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The systematic review indicates a significant
research deficiency regarding social media
marketing (SMM) applications in Nigerian
consumer cooperatives, especially in Enugu
State, where empirical studies are
insufficient compared to conceptual insights.
Content quality significantly influences
member trust, sharing, and loyalty in
cooperatives;  however, it  remains
empirically under-explored in dual-audience
models (members and public). Exposure
frequency improves awareness and recall;
however, ideal levels for cooperative
community dynamics necessitate validation
specific to Nigeria. Using a platform and
other SMM elements like entertainment,
interaction, and EWOM usually leads to
more multidimensional engagement
(awareness, participation, contribution).
However, there isn't much research on how
to make platforms last longer and work better
in consumer co-operatives.

To bridge these gaps, practitioners,
policymakers, and researchers in Nigeria's
consumer cooperative sector should do the
following:

1. Conduct empirical studies (e.g.,
surveys/quasi-experiments) to examine
the influence of content quality on
engagement within Enugu cooperatives,
emphasizing dual audiences and the

associated advantages and
disadvantages, such as cost versus
loyalty benefits.

2. Conduct a longitudinal analysis to find
the best frequency of SMM exposure,
taking into account cooperative
dynamics (like governance
participation) and the risks of fatigue.

3. Assess the effectiveness of platforms
(WhatsApp/Facebook  compared to
others) for member interactions and
formulate hybrid strategies; expand to
the long-term sustainability of social
media marketing, incorporating the
impact of entertainment, interaction, and
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electronic word-of-mouth on growth
contributions.

5.2 Suggestions for Future Research

Based on the limitation which are observed
in the conclusion, the following suggested
areas for future research is raised;

1.

Influence of Social Media Content
Quality on Consumer Cooperative
Member Engagement: A study of
selected consumer cooperatives in
Enugu State, Nigeria.

Frequency of Social Media Exposure
and Its Effects on Member Loyalty in
Consumer Cooperatives.

Challenges and Opportunities in
Integrating Cooperative Values into
Digital Marketing Strategies in Enugu
State.

Long-Term Effects of Social Media
Marketing on Cooperative member
participation ~ and  Loyalty: A
longitudinal study.
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