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Abstract
This study explored the use of WhatsApp as a marketing tool among young entrepreneurs in Kwara State Polytechnic. The research established the importance of social media platforms in reshaping marketing communication, especially among youths who seek low-cost, high-reach methods to promote their products and services. It emphasized that WhatsApp, as one of the most popular instant messaging apps, has gone beyond social chatting to become a business tool used for advertising, product showcasing, customer support, and negotiation. The study aimed to examine the extent to which young entrepreneurs in Kwara State Polytechnic use WhatsApp for their businesses, the perceived benefits of WhatsApp as a marketing tool, the challenges or limitations faced in using the platform for entrepreneurial activities. Data were collected from 150 respondents, mostly students engaged in small-scale businesses, using a structured questionnaire. Key findings revealed that a majority of the respondents (83.3%) had used WhatsApp for business purposes. 77.3% were currently running businesses through WhatsApp, and 66.7% had adopted it as a primary business platform.
A combined 90% of respondents believed WhatsApp contributed more to their business success than other platforms. The platform enabled easy negotiation, improved customer relationships, and increased sales. However, 80% of respondents admitted that lack of customer satisfaction and other operational limitations were notable drawbacks.
Demographically, most respondents were female (55.3%), aged 25–30 years (49.3%), and had HND-level education (49.3%), indicating that educated youth dominate the WhatsApp business space in Kwara State Polytechnic. The majority (56.7%) were students, affirming the entrepreneurial drive among the academic youth population.
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CHAPTER ONE
INTRODUCTION
1.1	Background of the Study
Entrepreneurial development all over Nigeria and especially in Kwara State Polytechnic is a must to the state and National economic growth development. Apart from being the best approach to further diversify the state and national economy from her mono-economy status, it is also crucial to poverty eradication and employment generation. In fact, it has been affirmed to be the bedrock of nation's industrialization and the beginning of new Era (Ogundele, 2007, Akinbola Ogunnaike and Tijani, 2003).
Entrepreneurship itself has a long history and can be dated back as far as 17th and early 18th centuries with the popular work of Richard Cantillon and Adam Smith but was largely ignored theoretically until the late 19th and early 20th centuries and empirically until a profound resurgence in business and economics in the last 40years (Ebenna and Johnson, 2006, Shane, 2003).
Social media is a new phenomenon that changed how business environment operates. Businesses are able to gain access to resources that were otherwise not available to them. It has also helped business to increase their worthiness, cultivate strategic partnerships and increase their contacts with customers and suppliers. It has therefore become important for business owners and marketers to understand how social media work as a communication and marketing tool and how they can significantly grow their market business. The study negotiates WhatsApp as a tool in promoting entrepreneurs in Kwara State Polytechnic. This was done by determining the major activities underlying the entrepreneurial development in state. The contribution of social media to business progress and effects of adopting social media platform of small business.
In modern society, Business have pave different forms in terms of ownership, available resources, management and control, all these have informed the definition of a small scale business. Meanwhile, the experience of many developing economies like Nigerians has shown that entrepreneurs can meaningfully contribute to the attainment of the national economic objectives (Abu & Ezike, 2012). Small scale businesses in particular have the potentials to achieve development objectives such as output expansion, employment Generation, Income redistribution and indigenous entrepreneurship promotion and technological advancement among others (Abu & Ezike, 2012) Ogujiubu, Ohuche, & Adenuga 2004).
In corollary, the contemporary organizations, small, or big now operate in the external environment characterized by intense global competition, technological innovation and change. This setting has the need for business to take initiatives, embrace risks, stimulate innovation and cope with level of uncertainty associated with external business factor such as technological innovations and change (Emangholizadeh, Borghei & Matein, 2011). Hence, this has led to the emergence of new media of marketing communications (Kotler & Keller, 2012) beyond the expectations of average entrepreneurs including the small business owners in recent times. The current trends toward social media as a new form of marketing communications with customers in part of the change.
It is therefore not an understatement that the idea behind social media is far from ground breaking (Kaplan & Haenlein, 2010). In facts, it is a new form of marketing communications revolutionized the modern business communication and marketing practices across the globe (Kotler, 2012).
The concept of social media has indeed generated confusion among scholars and practitioners (Kaplan & Haenlein, 2010) but one can trace its evolutionary development from the origin till date to be able to appreciate its relevance to the small business. According to Kaplan & Haenlein (2010), social media has really passed through different stage of development before the popularity accrued to it today).
In their own account, social media started in 1979 by Truscott and Jim Ellis from Duke University as the 'Usenet' representing a worldwide discussion system that allowed internet users to post public messages. It became popular about 37years ago, when Bruce and Susan Abelson founded Open Diary, an early social networking site reasonable for bringing together online Diary writers in to one community (Kaplan & Haelien, 2010). This led to the creation of 'WEBLOG' which also truncated as 'Blog' a year later when blogger jokingly transformed the noun 'weblog' into the sentence 'we blog' with the increasing high speed internet access social networking sites such as my space (in 2003) and feedback (in 2004) were created and consequently, the term as it is used by all today. It has witnessed the most recent addition, with the advent of the so called "virtual worlds', a computer-based stimulated environments inhabited by three dimensional avatars (kaplan & Haelein, 2010). The new dimension has added Linkedln and several other social media platforms like WhatsApp, twitter and the rest.
Among the observed challenges include finding Alternative replacement for physical distribution of goods and contacts with consumers via virtual interactions and even intimacy through social media platforms like WhatsApp, Facebook (Jones, Borgman & Ulusoy, 2015). Besides, social medía has created a lot of countless opportunities for small businesses as they spend less on marketing communications and do not need to bother themselves on the required financial resources to reach out to their numerous customer using other traditional marketing communication tools (Jones, Borgman, & Ulusoy 2015).
From the foregoing, it is clear that social media has brought some challenges and opportunities to small scale business today (Kaplan & Haelein, 2010). Moreover, small scale business must learn to use social media to their best Advantage simply because its far media on different aspect of business operations of those businesses, using selected scale business in Kwara State Polytechnic, Ilorin as a case study.
1.2	Statement of the Problem
The fact that entrepreneurial and medium scale enterprises operating in kwara state polytechnic side by side with large scale industries portend certain advantages from its small size.
Nevertheless, the growth of small business SMEs sub-sectors generally has been adversely affected by several factors as a whole but the case of small scale enterprises is aggravated and far more sharply because of their precarious defense mechanisms. One of the significant problems facing the small scale business is lack of marketing abilities and necessary skills to deploy modern technologies to reach out its wide range of customers.
Besides, the complexity if the modern market conditions and poor locations of their scale outlets further restrict their ability to analyze and cope with the changing tends in the market place. Some small scale firms do not even have the financial muscle to complete favorably. These include what it takes to install new technologies, hiring and offering the same wage rate compared with large scale firms to attract best skilled workers to help them deal with the emerging issues arising from the technological change and adoption of new innovations such as social media platform to reach out and compete better.
Poor adoption rate of technological innovations may have contributed to their lack of access to sources of funding the situation facing most entrepreneurs in Kwara State get worse by the inadequacy of the infrastructural facilities thereby hampering industrial growth of entrepreneurial in states? Do they stand to benefit a lot if they embrace networking sites? What impact does the adoption of popular social businesses and their owners have? Obviously, Gap exists in providing answers to these puzzles and many more in the existing literature on the effects of social media on small scale business in Nigeria. This further stresses the need for this Study as an attempt to examine WhatsApp as a tool in promoting young entrepreneurs, using some selected small scale businesses in Kwara State Polytechnics.
1.3	Objectives of the Study
The main purpose of the study is to investigate use of WhatsApp as a tool in promoting young entrepreneurs in Kwara State Polytechnic, Kwara State, Ilorin. Specific objectives if the study therefore includes:
i. Examine activities underlying the entrepreneurial development in Kwara state with special reference to the business activities of young entrepreneur business in Kwara State Polytechnics in the last two decades.
ii. Appraise the role of WhatsApp, as an environmental variable in modern businesses enterprises, especially its contributions to their business progress in times.
iii. Evaluate the effects of the adoption of WhatsApp platforms on business activities of the selected small scale firms.
1.4	Research Questions
The following questions were attempted in view of the stated objectives of the study:
i. What are the major activities underlying the entrepreneurial development in Kwara State Polytechnic in the last two decades?
ii. To what extent has the WhatsApp contributed to the business progress of young Entrepreneurs in kwara State Polytechnics?
iii. Does the adoption of WhatsApp platforms have any significant effects on business activities of the selected small scale firms?
1.5	Significance of the Study
The study would be highly valuable to different stakeholders in the campaigns towards the use of WhatsApp as a tool in promoting young entrepreneurs in kwara state polytechnics and across kwara State.
Firstly, it would be an eye opener to the kwara state polytechnic student and SMEs-sub-sector especially in the area of business process improvement, office and marketing practices.
Secondly, it would also improve their adoption rate of embarrassing the WhatsApp platforms in moving their business forward from the present state.
Thirdly, the result emanating from this study would be revelation to online-business operations and service providers and business student generally as it would also expose them to the results of this study will also help IT professional's entrepreneurs and small business owners. They required learning to facilitate opportunities in the area of social media toward onward development of their entrepreneurial skills and improvement in their business performance in future.
Lastly, The study will be incomplete without mentioning the invaluable contribution to the knowledge base and existing literature as well as the research libraries across the country on the subject matter as it satisfy the knowledge quest and the need of any interested readers, lecturers and future researchers in the area of provision of some useful insight to them for any future studies in the similar area.
1.6	Scope of the Study
The scope of this study is limited to young entrepreneurs within Kwara State Polytechnics, focusing on how they use WhatsApp for marketing purposes. It examines their strategies, the benefits derived, and the challenges encountered in leveraging WhatsApp as a marketing tool. The study includes students and recent graduates engaged in small-scale entrepreneurial activities such as selling goods, offering services, or promoting events. Data collection is centered on institutions like Kwara State Polytechnic and other similar institutions within the state. This scope of the study is restricted to Kwara State Polytechnic in Ilorin Kwara collection is centered on institutions like Kwara State Polytechnic and other similar institutions within the state. This scope of the study is restricted to Kwara State Polytechnic in Ilorin Kwara state, owing to certain restrictions such as limited time frame and insufficient funding to carry out study. The findings aim to provide insights relevant to both academic and practical applications in entrepreneurship development.
Features of WhatsApp Useful for Marketing
1. WhatsApp Status: Allows users to share photos, videos, and text updates visible to all contacts for 24 hours. Entrepreneurs use this feature to advertise products, announce sales, and engage customers.
2. Groups: Entrepreneurs create groups for loyal customers to share updates, promotional offers, and receive feedback.
3. Broadcast Lists: Enables the sending of personalized messages to multiple recipients simultaneously, maintaining privacy.
4. Multimedia Sharing: Supports images, videos, voice messages, and documents, allowing entrepreneurs to showcase products effectively.
5. Business Features: WhatsApp Business provides additional tools like automated responses, product catalogs, and business profiles to enhance marketing efforts.
1.7	Definitions of Terms
Social Media: Social Media facilitates the sharing of ideas and information through virtual networks, from Facebook and Instagram to twitter, YouTube and WhatsApp, social media covers a broad Universe of Apps and platforms that allows users to share contents, interact online and build communities, more than 4.7Billion people use social media equal to roughly 60% of the world’s population.
Whatsapp: WhatsApp (Also called WhatsApp messenger) is an internationally available freeware, cross-platforms, centralized instant messaging(IM) and voice-over-IP(VOLP) services owned by US tech conglomerate meta. It allows users to send texts and voice messages, make voice and video calls, share images, documents, user’s location and other contents. WhatsApp's client’s application runs on mobile devices, and can be accessed from computers. The service requires a cellular mobile telephone number to sign up.
January 2018, whatsApp released a standalone business App called WhatsApp Business which can communicate with the standard WhatsApp clients.
Tool: A tool is an object that can extend an individual’s ability to modify features of the surrounding environment or help them accomplish a particular task. Although many animals uses simple tools, only human being, who’s used of stone tools dates back hundreds of millennium, have been observed using tools to make other tools.
Promoting: Support or actively encourage (a cause, venture etc.), further the progress of an activity or project.
Entrepreneur: an entrepreneur is a person who starts or owns a business whether it is farming, retail, and manufacturing or in a service sector, entrepreneurs are business people who find their success by taking risks. In their pursuits, they often become disruptors in established industries.
Young: Having the appearance, freshness, vigor or other qualities of youths.


CHAPTER TWO
LITERATURE REVIEW
2.1	Conceptual Framework
Social Media
Social media refers to online platforms and application that allow users to create, share and exchange information, ideas, and content with others. It provides a virtual space for people to connect, communicate and interact with a wider audience, regardless of geographical limitations.
The concept of social media is centered on fostering social networking and facilitating the exchange of user generated content.
Key characteristics of Social Media
1. User-generated content: Social media platforms are primarily driven by user-generated content, where individual create and share text, images, videos and other forms of media.
2. Profile creation: Users typically creates personal profiles that showcase their identity, interests, and activities. These profiles serve as a virtual representation of individuals on the platform.
3. Connections and Networks: Social media enables users to establish connection with others, forming network of friends, followers or contacts. These connections often allow for direct communication and interaction.
4. Sharing and dissemination: Users can share their own content or discover and share content created by others, making it possible for information to spread rapidly and widely.
5. Interactivity and Engagement: Social media platform offer various features that facilitate interaction and engagement, such as likes, comments, shares, and reactions, users can engage in discussions, provide feedback, and participate in online communities.
6. Real time Updates: Social media provides a platform for immediate communication and updates. Users can receive real time notifications news, and updates from their connections and the pages or accounts they follow.
7. Multimedia Integration: Social media platforms support various forms of media, including text, images, videos, audio, and live streaming. This diversity allows users to express themselves in different ways.
8. Public or private setting: Users can choose to make their content and profiles public, visible to everyone, or restrict access to a selected group of connections, ensuring privacy and control over their online presence.
Examples of social media platforms
1. WhatsApp: WhatsApp is a free, cross-platform messaging and voice-over-lp (volp) service that allow users to send text message, voice messages, make voice and video calls, and share multimedia content such as photos and videos among other features. The service was developed by WhatsApp Inc. Which was later acquired by Facebook in 2004.
2. Facebook: A general-purpose social networking platform that allows users to connect, share context, and engage with friends, family and business.
3. Twitter: A micro-blogging platform that allows users to share short messages, known as tweets, and follow other user's update in real time.
4. Instagram: A visual-based platform centered around sharing photos and videos, often with a focus on aesthetics and creating creativity.
5. LinkedIn: A professional networking platform designed for establishing connections, sharing industry-Related content, and seeking Job opportunities.
6. Youtube: A video-sharing platform where users can upload, watch, and engage with videos on a wide range of topics.
7. Tiktok: A short-form video platform known for its creative and viral content, often featuring® music and various effects.
8. Snapchat: A messaging and multimedia platform where users can share temporary photos, videos, and messages that disappear after being viewed.
These are just a few examples, and the social media landscape continues to evolve with the introduction of new platforms and features which could be used in promotion of young entrepreneurs.
WhatsApp
WhatsApp is a widely-used messaging and communication Application that allows users to send text messages, make voice and video calls, share multimedia content, and participate in group chats. The concept of WhatsApp revolves around providing a convenient, secure and user friendly platform for communication, regardless of geographical location
Key features and concept of WhatsApp includes:
1. Messaging: Users can send text messages to individual or groups allowing for real-time conversations. Messages are delivered instantly and displayed in a threaded format, making it easy to follow conversations
2. Voice and video calls: WhatsApp enables users to make high-quality voice and video calls over the internet, providing an alternative to traditional phone calls. These features allow voice conversation or face to face communication with friends, family, colleagues or even across different countries.
3. Multimedia sharing: Users can share various forms of multimedia content, Including photos, videos, documents and audio recordings, directly through the app. This feature facilitates easy and quick sharing of media files with contacts.
4. Chats: WhatsApp allows users to create or join groups, enabling communication with multiple people simultaneously. Group members can exchange messages, media files, and participate in voice or video calls together. Group chats are particularly useful for coordinating with terms, planning events, or staying connected with friends and family.
5.  End-to-End Encryption: WhatsApp emphasizes user privacy and security through end-to-end encryption. This means that messages, calls and shared content are encrypted and can only be decrypted by the intended recipients. It ensures that only the sender and receiver can access the contents of their conversations, adding a layer of privacy and protection.
6. Status Updates: Similar to other social media platforms, WhatsApp allows posting status updates that can include text, photos, or videos. These updates can be shared with all contacts or customized for specific groups or individuals, allowing users to share their thoughts, activities or movement with others.
7. WhatsApp web/Desktop: WhatsApp provides a web-based and desktop application that syncs with the user's mobile device. This features allows users to access their WhatsApp account and continue their conversation on a computer, providing a seamless cross-platform experience.
	The concept of WhatsApp is to provide a user-friendly and secure platform for communication, connecting individuals and group worldwide. It combines various communication features with privacy measures, making it a popular choice for personal and professional Use.
Concept of Young Entrepreneurs
The concept of young entrepreneurs refers to individuals who embark on entrepreneurial endeavors at a relatively young age. Young entrepreneurs are typically driven by innovations, Passion, and a desire to create their own business ventures. They are known for their ability to think outside the box, take risks and bring fresh perspectives to the business world.
Key characteristics of young entrepreneurs Include:
1. Age: Young entrepreneurs are generally considered to be individuals under the age of 35, although this age range may vary depending on different contexts and definitions.
2. Innovation and creativity: Young entrepreneurs often bring innovative ideas and creative solutions to the table. They are unafraid to challenge traditional norms and explore new approach to solving problems.
3. Ambition and drive: Young entrepreneurs possess a strong sense of Ambition and drive, fueled by their desire to achieve success and make a positive impact through their ventures. They are willing to take off challenges and work hard to turn their ideas to reality.
4. Risk Taking: Young entrepreneurs are often more inclined to take risk compared to their older counterparts. They are willing to step outside their comfort zones, embrace uncertainty, and pursue opportunities that others may hesitate to explore.
5. Technological Fluency: Growing up in an Era of rapid technological advancements, young entrepreneurs tend to be tech-savvy and adapt at leveraging digital tools and platforms. They often utilize technology to streamline their business operations, reach wider audience, and innovate in various sector.
6. Flexibility and Adaptability: Young entrepreneurs are adaptable and flexible in their approaches. They are quick to learn and adjust their strategies based on feedback market dynamics, and evolving trends.
7. Network and Collaboration: Young entrepreneurs understand the value of networking and building relationships. They actively seek opportunities to collaborate with other entrepreneurs, mentors, and industry professional's insight, support and mentorship.
8. Social Impact: Many young entrepreneurs are driven by a desire to make a positive impact on society and environment. They often integrate social and environmental values into their business models, aiming to create sustainable and socially responsible enterprises.
	The concept of young entrepreneurs highlights the importance of fostering an entrepreneurial mind set among young individuals and providing them with the necessary resources, support and opportunities to pursue their entrepreneurial aspirations. It recognizes their potential to drive innovation, economic growth, and positive change in various industries.
Social Media Usage and Benefits
According to the uses and gratification theory, users of media habitually active, as well as goal-oriented, and are usually motivated to choose a medium that best gratifies their needs (Ray, 2009) cited in (Odoom, Anning-Dorson & Acheampong) thus, a continual usage of a specific media is premised on the benefit and satisfaction the end users gets from it. In today's business, notable among the users are the quests to attract new customers, cultivate relationship, increase awareness, communicate with the brand online as well as receive feedback from customers and business partners (michaelidou et al., 2011).
It also helps firms to create community of buyers/potentials consumer, distribute content and crease traffic to their websites which could be concerted to lead buyers at end. Social platforms re also useful in pursuit of identifying new business opportunities and building direct relationships with existing and prospective clients (Odoom, Anning-Dorson &Acheampong, 2017) among the dentified benefits of using social media platforms by business globally are wide and varied from acreased sales of firms to enhancing their organizational performance, in both financial and non-inancial term (Odoom, Anning-Dorson & Acheampong, 2017).
Antecendents of Social Media and Significance on Business Activities of Young Entrepreneurs
As earlier discussed, DOI which gave birth to the advances in information technology and resulting in explosions of revolutionary business (Ostrometal. 2015). That revolution actually gave birth to widespread of social media usage today (Odoom, Anning-Dorson &Acheampong, 2017). Among the antecedents of this progress include six major contributions to widespread usage and benefits that individuals and young entrepreneurs derive from social media (Odoom, Anning-Dorson & Acheampong, 2017). They are; Internet enabled communication media, as a matter of facts, increasing growth in the use and applications of WhatsApp to business and their daily economic activities has supported many organizations globally. As a result, WhatsApp has clearly become part of human lives, especially among young entrepreneurs. Today, one third of the global internet users are one social network site or the other. For instance, on the account by YouTube, no fewer than Ibillion internet users have been watching videos on YouTube monthly on the account of fortune 500.companies, with as many as 66% of them now having corporate Facebook pages and 73 percent having official WhatsApp accounts aside the numerous cooperate Blogs (Odoom, Anning-Dorson & Acheampong, 2017).consequently, WhatsApp has become an auspicious platform for bot firm and consumers to transact and relate to each other in a conducive and mutually valuable manner(Kumar et al., 2016)
User-Generated Communication
Undoubtedly, social media have revolutionized the communication tools and strategies employed by modern organizations. This can be observed in their communications with customers and other stakeholders, who wield power in terms of information control. In short WhatsApp has suddenly become the new hybrid element of the promotion mix elements(Odoom, Anning-Dorson & Acheampong, 2017).As at 2015, reports had revealed that over 1.44 billion active monthly users af Facebook spend over 700billion minutes on website, with 500million tweets sent via twitter daily and 70million photos/video uploaded on Instagram( Sakyi-Gyinae, 2015).
As a result, many business organizations firms are interacting via such WhatsApp tools by offering links and services from their WhatsApp and twitter platforms in creating interactive brand communities. As such, in line with the tenets of the DOI theory, two social media (WhatsApp and Facebook) have rated top media used by business and people including consumers of goods and services today (Odoom, Anning-Dirson & Acheampong, 2017).


Interactivity
This is defined as the degree to which two or more communication parties can interact effectively towards influencing each other on the communication medium, and on the messages. it also extends to the degree to which such influences are synchronized (Odoom, Anning-Dorson & Acheampong, 2017) interactivity is characterized by two-way communication between firm and/or among customers (Goldfarb and Tucker, 2012). In the "social" Context of social media, it places much emphasis on the interaction at the individual/interpersonal level or a collective intergroup level, which requires certain degrees responsiveness particularly from business organizations involved. There are two major classification of interactivity. Functional interactivity and contingent interactivity, according to Sunder, Kalyanaraman and Briwn (2003).
While functional interactivity entails the features found on a social sites that allow users to interact within several modes, contingency interactivity occurs when users role are interchangeable and the 'Interact ants' are responding to one another. Facebook and Twitter for instance enable contingency interactivity among its publics by offering a relationship-building kind of communication that is often lacking from both websites (Saffer, sommerfeldt & Taylir, 2010) cone (2008 cited in Odoom, Anning-Dorson & Acheampong, 2017) suggest that having a social media presence alone is not enough for organization but must be functioning and must be user friendly. In short, interactivity ultimately bridges the gap created by disparity in time and geographical location (michelidous, Siamagka & Christodoulides, 2011) becoming a key consideration for adopting social media (Odoom, Anning -Dorson & Acheampong, 2017).
Cost Effectiveness
Cost is often considered as a determining factor while deciding preference for online communication over the use of traditional advertising tools that are among marketing manager today. In the past, a lot was spent on marketing communication using traditional advertising tools. However, in today's marketing environment, a variety of free or low-cost typically exorbitant traditional media, social media strategy may not require astronomical budgeting and thus much more cost effective (Odoom, Anning-Dorson & Acheampong, 2017).
Scholars (e.g. Ainin et al., 2015) have recommended social media outlets across effective and efficient platforms available to today's marketer. Since WhatsApp is free for signing up, the cost is often associated with the time spent on posting /blogging status messaging and responding to customers comments, aside being relatively cheaper platforms, WhatsApp enable effective expansion in collaborative content sharing to large numbers of people across geographic distance (korda and Itani, 2013). The cost of reaching customers beyond such boundaries could be higher via traditional media. With over 1billion user on both Facebook and Twitter for instance, billions are now reached out to by many businesses and consumers are currently moving away from traditional media as means of obtaining information on their products and services (Odoom, Anning-Dorson & Acheampong, 2017)
Compatibility
Compatibility here is used to describe the degree to which an innovation fits with a potential adopter's existing values, goes as beyond previous practices and matches current needs (Odoom, Anning-Dorson & Acheampong, 2017). Within the fundamental framework of the DOI theory, this is an essential element and antecedent in the adoption and use of an innovation, especially in the case of social media platforms (Wang, Wang & Yang, 2010). By integrating WhatsApp activities in business operations in a manner consistent with organizational values and objectives, firms are able to niche their target customers effectively and efficiently via sharing their product/service contents almost instantly (Dirham, Cragg & Morrish, 2012), Besides, consumers on the other hand end of WhatsApp landscape, consider such Novel platform as trustworthy sources of cooperate communication and information regarding product and services, especially from verified firm accounts (Odoom, Anning-Dorson & Acheampong, 2017).


Social Media and Effect on Entrepreneurs
In the explanatory research, Kaplan and Henleinen (2010) defined and classified social media platforms into groups and application currently subsumed under the generalized terms such as collaborative projects, blogs, content communities, social networking sites, virtual game worlds, and virtual social words. They also offer quality audience on their effective use and deployment as modern communicator tools fink et al., (2016) carried out an empirical study on complex contagious and the diffusion of popular twitter hashtags in Nigeria, with special focus on online marketing campaigns, major news, stories, events and issues specific Nigeria, including reactions and kidnapping of 276 girls in north eastern Nigeria by the Islamic related to Nigeria sociopolitical issues, Including the #Bringbackourgirls hashtags which was associated with protest against the Nigerian governments response to kidnapping, are more likely to be adopted among different connected users with multiple network neighbors who have also adopted the hashtag, compared to mainstream news hashtag. This association between adoption threshold and local network structure is consistent with theory (DOl) about the spread complex containing a type of social media contagion which requires social reinforcement from multiple adopting neighbors.
Effects of social media on business Activities 
Keinanen and Kulvalainen (2015) conducted on empirical study on antecedents of social media B2B social media use and personal characteristics are also of importance. Surprisingly, perception of usability of social media for B2B use did not explain social media business used within our sample. By implication, the study further gives useful insights; into how marketing managers can make an impact with their social media activities, the study suggest that companies need to consider which social media services could serve their marketing and communication targets and would reach the customers.
Slamag ka et al., (2015) conducted another empirical study on the determinant of social media adopt entrepreneur of a young entrepreneur. WhatsApp adoption by B2B organizations and found usefulness of WhatsApp within B2B organizational contexts is determined by image, perceived ease of use and perceived barriers taking a clue from the theory acceptance model (TAM). Besides, their findings also indicated that the adoption of WhatsApp is significantly affected by organizational innovations and perceived usefulness. Although, no support was found for the moderating role of organizational innovativeness, with the involvement of the B2B senior managers, the study outcome yielded additional interesting and in-depth insights into the drivers of Whats App adoption by B2B organizations.
In return to Nigeria environment, Ekpe, Adubasim(2016) conducted another empirical study on effect of price, Advertising and motivation on online purchase behavior among youth academic entrepreneurs in Nigeria' Using social influence as moderator which also involved quantitative study and responses from 293 final year universities student in the north, east and west region of Nigeria. They found that academic entrepreneurs in Nigeria perceived price reduction and after-sales services advertising as critical factors influencing their online purchase behavior. It was therefore, recommended that policy makers should encourage online vendors to provide after sales services information, such as return policy, for customers. Anning et al., (2015) carried a comprehensive empirical research on factors influencing the use of social media and its performance outcome; industrial management & Data system with aids of survey questionnaire from 259 in Malaysia and the use of partial least square (PLS) method for data analysis. They found that Facebook usage has a strong positively impacts the non-financial performance of entrepreneurs in term of cost production on marketing and customers secures, improved customers relations and improved information accessibility, cost effectiveness and interactivity was identified as factor that influenced Facebook usage among young entrepreneurs, some of the findings are also collaborated by Odoom, Anning-Dorson & Acheampong(2017) recently.
1. Research projects: Exploring the role of WhatsApp in enhancing knowledge sharing among young entrepreneurs.

Objective: This objective of this study is to enhance how WhatsApp Facilitate knowledge sharing among Young entrepreneurs and its impact on their entrepreneur activities. This research aims to understand the type of knowledge shared, the mechanism through which knowledge is exchanged on WhatsApp, and the perceived benefits and challenges associated with knowledge sharing.
Potential findings: The research may reveal that WhatsApp serves a valuable platform for young entrepreneurs to share industry insights, best practices, and practical knowledge. It may also highlight the role of WhatsApp in fostering a collaborative and supportive entrepreneurial community.
2. Research projects: Examining the influence of WhatsApp of young entrepreneurs networking and business opportunities.
Objective: The research projects aims to investigate how WhatsApp influences the Networking opportunities and business connection of young entrepreneurs. It explores the ways in which WhatsApp enables young entrepreneurs to their professional networks, access new markets, and identified potential partnerships or business opportunities.
Potential findings: The research may uncover that WhatsApp plays a significant role in connecting young entrepreneurs with like-minded individuals, industry experts, and potential customers or clients. It may also demonstrate that WhatsApp facilitates rapid and direct communication, enabling young entrepreneurs to seize business opportunities in a timely manner.
3. Research projects: Understanding the impact of WhatsApp groups in collaboration among young entrepreneurs'
Objectives: The study focuses on examining how WhatsApp group facilitates collaboration among young entrepreneurs. It aims to explore how WhatsApp groups contribute to idea generation, project collaboration and resources sharing among young entrepreneurs, and how this collaborative efforts impact their business outcomes.

Potential findings: This research may find that WhatsApp group provide young entrepreneurs with a platform to brainstorm ideas, seek feedback, and engage in collaborative projects. It may also reveal that active participation in WhatsApp groups positively influences the business performance and growth of youth's Entrepreneurs.
4. Research projects: Analyzing the use of WhatsApp for marketing and customer engagement by young entrepreneurs'.
Objectives: This research projects aims to analyze how young entrepreneurs utilize WhatsApp for marketing and customer engagement purposes. It investigates the strategies employed by-young entrepreneurs on WhatsApp. The effectiveness of WhatsApp as a marketing channel, and its impact on customer engagement and satisfaction.
Potential Findings: The research may indicate that WhatsApp as a personalized and direct communication channel for young entrepreneurs to engage with their customers. It may highlight the importance of timely responses, targeted messaging, and building strong customer relationships through WhatsApp.
5. Research Project: 'Examining the role of WhatsApp in overcoming challenges faced by young entrepreneurs.
Objectives: This study focuses on understanding how WhatsApp heips young entrepreneurs Overcome common challenges they encounter during the startup phase. It aims to identify the specific challenges addressed by WhatsApp, such as limited resources, market access, or information gaps, and examine the strategies young entrepreneurs employ to leverage Whats App for problem solving.
Potential findings: The research may uncover WhatsApp acts as a cost-effective solution for young entrepreneurs to overcome resource constraints and access valuable information and support networks. It may also reveal that WhatsApp offers a platform for young entrepreneurs to seek advice, share experiences, and learn from peers, thereby increasing their chances of overcoming challenges successfully.
Examining activities leading to entrepreneurial development in Nigeria
First and foremost, entrepreneurial development could be explained in terms of programmers of activities by government and non-governmental organizations (NGOs) to enhance the knowledge, skills, behavior and attitudes of individuals and groups to assume the role of entrepreneurs (Osemeke, 2012). Thus, one account states that series of activities leading to the development of entrepreneurship in the country started as a Journey with enactment of the Nigeria enterprise promotion degree NEPD) of 1972 which was revised in 1977,also with establishment of national directorate for employment (NDE) in 1987 and the small medium enterprise agency development of Nigeria (SMEDEN) established through young entrepreneur development act, 2003 (Osemeke,2012, Osunde) and the economic activities of the country through special focus on entrepreneurial development activities.
The last two decades have also witnessed a boost in the programmes of activities towards entrepreneurial development with the introduction and implementation of policies focused on entrepreneurship development (ED). These include the introduction of Bank of Industries (BOl), and also the body is expected to lay down structured young entrepreneurs which will encourage and enhance suitable economic development across the country. In their continuous efforts towards fulfilling their strategic roles in stimulating economic growth, many entrepreneurial development programmes by SMEDAN in terms of organizations of seminars, workshops at both local and international level have encouraged the formation, registration and cooperation of other association of Abuja Enterprise Agency (AED) Acadia Centre for small business and entrepreneurship (ACSBE) stimulate growth of entrepreneurs and industrial organization trough operation, linkages and franchising of entrepreneurship activities (Thaddeus, 2012).
All the EDP and other entrepreneurial development activities are some of the means through which Nigeria government aimed at encouraging entrepreneurial spirit in the country and consequently has made many young entrepreneurs emerge and many people like business owners 1o behave in an entrepreneurs way(Osunde, and Mayowa, 2012, Osemeke, 2012). Evidently, we have evidence of this given emergence of many hubs with emergence of many shopping malls, business villages and centers and free trade zone today across the major cities and towns like Lagos computer village, Aba textile market, Kano markets and indipo-mushin auto spare market in Lagos and other places across the country. hugba Odil, Njoku (2013) citing oghojafor and others account that the history of entrepreneurship development initiative in Nigeria can be traced to 1964 when the federal government established bodies to oversee and support the development of entrepreneurship.
2.2	Theoretical Review
Most relevant theories to these studies include; theory of Diffusion of Innovations (DOI), the planned behavior theory in establishing the relationship between WhatsApp as a tool in promoting young entrepreneurship in Kwara State Polytechnic. The review of those theories is presented below.
Diffussion of Innovations (DOI)
The theory of diffusion of innovations (DOI) can be used to explain the widespread of the use of social networking tools such as social media. This is the third most cited theory according to Korpelainen (2011). He noted that indeed, Roger (1983 cited in Korpelainen, 2011) used 'Diffusion of Innovations' to describe the kind of change that has taken place of recent in the development of global business world via the use of information and communication technology (ICT) also, his work DOI was the single most cited individual work, receiving 286 citations, according to Korpelainen (2011). Besides DOI is a general theory of how new ideas are spread and adopted in a community, and it seeks to explain how communication channels and opinion leaders shape adoption of new communication technology (Korpelainen, 2011).
In addition Korpelainen(2011) while citing rogers proposed the first pocess model, a five stage model of implementation and adoption of innovation in organizations (i.e. DOI) on the other hand, Moore and Benbasat (1991 cited in Korpelainen 2011) used DOI to develop 'an instrument' designed to measure the various perception that individual may have for adopting Korpelainen (2011). The instrument was intended to be a tool for the study of the initial adoption and subsequent diffusion of IT innovations within organizations
The Planned Behaviour Theory
Korpelainen (2011) stayed that theory of planned behavior (TPB) was developed by Ajzen 1991) the theory explained that perceived behavioral control refers to the perception of control over the performance of a given behavior. Moreover, it explains that rational considerations of people determine their choices and behavior. Similarly, the individual intentions also determine his or her behavior. Meanwhile, intentions are used to refer to individual's plans and motivations to commit a specific act as desirable and favorable. (Korpelainen, 2011).
In relation entrepreneurial behavior, Krueger and Carsured (1993) earlier contend that entrepreneurial behavior (EB) is a function of entrepreneurial Intentions (IE). Krueger and censured (1993) illustrated this relationship as follow: Attitudes=motivation (Behavioral control) =Intentions=Behavior. Later, Versalationen and pihkala 1999) added that entrepreneurial intentions are aimed at either creating a new venture or creating new values in existing ventures.
The relevance of Diffusion of Innovations (DOI) indicates that IT has become a tool for the initial adoption in all facts of life and subsequent diffusion of IT innovations, such as application to social media and social networking tools globally, have positively influenced business progress within organizations and accounting process is no exemption. The DOI theory therefore exposes the process through which an innovation spread within organizations or among people over time that can result in it adoption and use fir several purposes(Bass 1969,Roggers 1983 cited in Odoom, Anning-Dorson & Acheampong, 2017). The innovation in this regard may take the form of a product, service an idea, information or a practice perceived as new by people.
In generic terms, the innovation may be considered as something new in terms of its application by the adopting organization but not necessarily new in its own right based on date of item creation (Odoom, Anning-Dorson & Acheampong, 2017) consequently innovation in the ICT has given birth to a lot of improvement in the application of new knowledge such as it is observed today in the area of social networking tools and social media usage while applying the theory of Planned Behavior, Thandi and Sharma(2003) suggest that a critical evolution of a person's attitude toward becoming an entrepreneur indicates subjective norms perceived behavioral control on entrepreneurial act (Motivate entrepreneurial behavior). Thus, it can be said that the more favorable the attitude and the more subjective norms and the greater the perceived behavioral control is, the stronger the intention to perform entrepreneurial behavior.
Moreover, the theory of planned behavior can be used successfully in the analysis leading to right prediction of entrepreneurial intentions in the individuals who have chosen to be changed agents whether as individuals or cooperate business entitles like entrepreneurs or small scale business in a society. Furthermore, past studies (such as Collins et al., 2004) had established strong relationship between the desires to achieve an entrepreneurship in Kwara state polytechnic more precisely. Although, entrepreneurship theories have passed through different stages development based on the review of extent literature, it show that it all started from the theory of entrepreneurial discovery, which was the most widely accepted and popular among early scholars (such as Collins et al., Kirzner, Adam smith and Schumpeter) who viewed entrepreneurship from different dimension. So they describe entrepreneurship from the perspective of function of an entrepreneur, which include as an inventor, imitations innovations, or more appropriately as a calculated risk taker, to the argument on the required skills of the entrepreneur to make judgments, coordinate scars resources, from the lens of MC Cleland concepts of need for achievement (Ihugba, Odil, Njoku, 2013).
Second, it was later we have the period of the theory of social change with major argument that creative personality in an individual that can be regarded as an entrepreneur which of course characterized by high need fir achievement, law, order, autonomy, and problem solving. At times, entrepreneurs are motivated by some internal forces as a duty to do something unique before they die (Ihugba, Odil, Njoku 2013).from another perspective, research on entrepreneurship has traditionally taken two different paths(Taormina & Lao, 2007). The first research that examine personal attributes of business founders to see what makes them different from the general population. This was what described them as the 'traits' approach, which found that some psychological variables have powerful effects on entrepreneurial intention. These include need for achievement, risk taking, desire for independence and responsibility (Taormina & Lao, 2007). In addition, it was concluded that certain traits underlie the success of an entrepreneur. These include; the traits of creativity, risk loving, innovations, strategic thinking and constructive engagement against the government by discounted Nigerians could as well be directed to entrepreneurship development (Nkechi Ikechukwu & Okeckukwu, 2012). The second part focuses on the external Environmental) condition that seems to generate variations in the number of business startups over time. Ecologists call this the rates approach (see Aldrich, 1990 cited in Taormina & Lao,. 2007) in which government keeps rules and regulations at a minimum, offer tax reduction, and provide consultants to increase the livelihood of new business startups. Earlier in the 1980s, both cited in Taormina & Lao 2007 about whether research on entrepreneurship should focus on psychological variables or the external environment. In a review of research in entrepreneurship, it was found that more than the half of the studies investigated the psychological characteristics of entrepreneurs while the outcome of other review in 1990s showed that the external environment is more useful in understanding business startups. Thus, research on entrepreneurialism began stressing macro environmental factors such as socio economic condition, (Taormina & Lao, 2007).

2.3	Empirical Review
2.3.1	WhatsApp as a Marketing Tool for Entrepreneurs
Empirical studies have shown that WhatsApp has increasingly become a powerful marketing tool for entrepreneurs due to its wide accessibility, ease of use, and low cost. Research has found that WhatsApp enables businesses to directly connect with customers through personal messaging, group chats, and broadcast features, facilitating marketing communications (Malthouse et al., 2013). Young entrepreneurs, particularly in developing economies, have embraced WhatsApp for cost-effective marketing strategies.
A study by Olaniran et al. (2020), explored the role of WhatsApp in small-scale business marketing in Nigeria. The study highlighted that WhatsApp helped small business owners connect with customers, manage orders, and deliver customer support, especially among the youth demographic.
In a study by Sulaimon & Adebayo (2018), the use of WhatsApp as a marketing tool was noted to improve communication between young entrepreneurs and their customer base. It allowed entrepreneurs to reach their target market, promote products, and receive feedback in real-time, which enhanced the business's responsiveness.
2.3.2 Social Media Marketing and Youth Entrepreneurship
Young entrepreneurs tend to use social media platforms like WhatsApp for digital marketing due to their high user engagement and accessibility. Studies have demonstrated that platforms like WhatsApp allow entrepreneurs to build brand awareness, engage with a community, and personalize their marketing efforts in ways that resonate more with younger audiences.
A study by Afolabi et al. (2020), in Nigeria found that social media platforms, including WhatsApp, play an essential role in the entrepreneurial activities of young Nigerians. WhatsApp was identified as a significant tool for promoting products, receiving customer inquiries, and building customer loyalty.
Research by Akinboade (2022), on Nigerian youth entrepreneurs concluded that WhatsApp facilitated customer interaction and provided an informal, low-barrier entry into the world of digital marketing. This was particularly useful in regions where formal digital marketing channels (e.g., paid ads) might be cost-prohibitive.
2.3.3	The Role of WhatsApp in Localizing Marketing Strategies
WhatsApp enables entrepreneurs to create localized marketing campaigns that appeal directly to specific cultural and regional markets. This localized marketing is particularly relevant in a diverse country like Nigeria, where language, cultural references, and regional preferences influence purchasing decisions.
A study by Chukwuemeka & Anozie (2019)* emphasized that WhatsApp's group chat features allow young entrepreneurs to create niche communities based on regional or cultural interests. This helps tailor marketing content in ways that are more relatable to the specific demographics they are targeting.
2.3.4 WhatsApp's Impact on Business Efficiency and Customer Relations
WhatsApp's interactive nature allows young entrepreneurs to quickly respond to their operations. customer inquiries, process orders, and offer personalized services, improving the efficiency of An empirical study by Olabode et al. (2018), demonstrated that businesses using WhatsApp experienced better customer relationship management, which led to increased customer retention and satisfaction. Entrepreneurs were able to send personalized offers, update customers on new products, and offer post-purchase support seamlessly.
Another study by Durojaiye & Adebayo (2021), highlighted the significance of WhatsApp for fostering trust between young entrepreneurs and their customers. The quick and direct communication allowed businesses to respond to customer complaints and inquiries more efficiently, building loyalty and trust.





2.3.5	Barriers and Challenges in WhatsApp Marketing
While WhatsApp offers many advantages, there are also challenges to its use as a marketing tool, especially for young entrepreneurs in an academic environment like Kwara State Polytechnic.
A study by Fola-Adebayo (2020)* pointed out that one of the challenges young entrepreneurs face is the difficulty in managing large volumes of messages, leading to potential customer dissatisfaction. Additionally, entrepreneurs may struggle with content creation that is engaging and relevant enough to maintain customer interest.
Another challenge identified in a study by Nwachukwu (2019) is the potential for overreliance on WhatsApp as a marketing platform, which may limit entrepreneurs from diversifying their marketing strategies and accessing broader markets.


CHAPTER THREE
RESEARCH METHODOLOGY
This chapter presents the research methodology and others which include: the research design, population of the study, sampling and the procedure that was used in determining the sample size, he data collection instrument and validation, how data will be analyzed and the observed imitations of the methodology.
3.1	Research Design
Survey research design was adopted for this study to collect relevant data on the variables of study from the target respondents. Survey research design is quantitative in nature therefore its outcome was subjected to further statistical analysis. It relatively saves time and has been regarded by experts to be mure economical to use when compared with other research designs like experimentation or direct observation. Moreover, survey research design is the best for opinions and attitude measurement.
3.2	Population of the Study
The study population consisted of small scale business owners operating in Kwara State Polytechnic and Ilorin, Kwara State in general. The small businesses targeted characteristically consist of mainly young entrepreneurs and operators of the small businesses who are into retail trade and corporate service delivery that are technologically informed (i.e. ICT inclined) and have employed the use of WhatsApp as a platform in course of business activities in the last one year in Kwara State Polytechnic . The choice of the polytechnic was based on their unique characteristics of being among the most popular and populous centers with millions of vibrant small and medium scale businesses within Ilorin (Kwara State).
3.3	Sampling size and Sampling techniques
For the purpose of choosing the sample of the study, the random sampling technique will be used to select young entrepreneurs at random from kwara state polytechnic, Ilorin kwara state. The study adopted the convenient sampling method which allowed for a non-random selection of 100 participants from Kwara State polytechnic highlighted for the study. Thus, the sample size for the study was therefore 200 entrepreneurs who have deployed the use of WhatsApp number platform to sell and interact with their customers/clients on daily basis in Ilorin and Kwara State Polytechnic. The selection of respondents and sample size was carried out purposively to include only participants that use WhatsApp platforms among the selected young entrepreneurs to take part in the study.
3.4	Method of data Collection and research instrument
A well-structured questionnaire was used to gather data and administer it to primary source. The research employs the primary source of data collection considering the objectives. Thus, questionnaire will be used to collect primary data.
The instrument for this study is a structured questionnaire. The respondents as well as tested through test-re-test reliability technique in order to confirm the internal consistency of a survey research instrument (Sekaran, 2000) and reported through Cronbach Alpha reliability coefficient.
The essence was to confirm whether the survey instrument is reliable as responses obtained through it are expected to be reproducible in any cases of repeated trials (Sekaran, 2000; Asika, 2005).
A questionnaire is a document containing a set of questions which is uniquely design to elicit responses on specific objectives of the study to which the respondents (the sample) are required to give their answers. Thus, same questionnaire will be given to all respondents so that paper comparison could be made.
The questionnaire were structured and unstructured to obtain complete information from the respondents.
Section A- which comprises the respondents which consists of the substantive matters of the study and section C which contains statement question of the subject matters.
A total number of 50 questionnaires adequately filled were used for a better analysis.
Purpose of using questionnaire in this survey is because of the direct response, feedback and the literacy level of the proposed respondents. The questionnaire will be divided into two parts, first the demography and the body of the questionnaire. The demography will include questions to elicit the demographic characteristics of the respondents while the body of the work will be related to the research questions and subject matter of the study. This part will be structured according to the variables used in measuring the major constructs.
Multiple choice response type was adopted for questions and variables under section A. Moreover, the scaling type adopted for the questions under section B was Likert response scale. The Likert response scale adopted ranges from Strongly Agree (SA), Agree (A), Undecided (U), and Disagree (D) to Strongly Disagree (SD) as applicable in each question. This was adopted for each of the statement tailored towards providing answers to the drafted questions in the research instrument under section B.
The research instrument was made to pass through two phases of tests for validity and reliability. In the first phase, the draft questionnaire was first validated through distribution of ten samples to small business owners that use social WhatsApp to buy and sell around the researcher's location (Kwara State Polytechnic) in Kwara State and was also presented to the Supervisor for expert endorsement, constructive criticisms and necessary inputs and corrections which was incorporated in the final draft of the questionnaire.
Thereafter in the second phase, another set of copies of the questionnaire were self-administered to twenty (20) randomly selected participants in a pilot study in the locations of the target SMEs and respondents, as well as tested through test-re-test reliability technique in order to confirm the internal consistency of a survey research instrument



3.5	Data Analysis Technique.
The data for this study will be analyzed with the use of descriptive and inferential statistics. The descriptive statistics will be done with the use of tables and relevant frequencies and percentages as well as means and standard deviations. The inferential analysis will feature the test of the hypothesis for the study which will be based on the use of regression and correlation tools. The table below shows the tools that will be used for analysis of the data obtained.
Limitations of the Methodology
These included all the inherent limitations of non-probability sampling method and procedure (i.e. somehow subjective, it may also sometimes be marred with bias, lack of control and numerically oriented which make their deployment difficult at times when handled by wrong users) (Asika, 200€). Other limitations include insufficient time and money to administer the research instrument to a larger sample size such as covering all the entire Kwara State Polytechnic, based on its contributions to the growth and development of SME sub-sector in the Kwara State. (Asika and Osuagwu, 2000).
Lastly, the study did not include published data (secondary sources and statistics) like the annual reports and details economic statistics on SME business performance in Kwara State as they were no such reliable and current data from a reputable statistical organizations and Government Ministry readily available for use during the course of the study.


CHAPTER FOUR
DATA ANALYSIS, RESULTS AND INTERPRETATION
4.1	Introduction
`This chapter presents the analysis of data collected from 150 respondents regarding the use of WhatsApp as a business platform among young entrepreneurs. The responses are presented in tables showing frequencies and percentages. Each table is followed by a clear interpretation explaining the significance of the results.
Table 4.1: Gender Distribution of the Respondents
	Response
	Frequency
	Percentage

	Male
	67
	44.7%

	Female
	83
	55.3%

	Total
	150
	100%


Source: Administered Questionnaire, 2025
The table above shows that male respondents are 67 (44.7%) while females are 83 (55.3%). The sample is slightly female dominated, indicating higher female participation in WhatsApp-based business activities.
Table 4.2: Age Distribution of the Respondents
	Response 
	Frequency
	Percentage

	18–24
	61
	40.7%

	25–30
	74
	49.3%

	30–39
	15
	10.0%

	Total
	150
	100%


Source: Administered Questionnaire, 2025
The table above shows that 61 (40.7%) are in the range of 18-24, 74 (49.3%) are in the range of 25-30, 15 (10.0%) are age 30-39. The age group 25–30 has the highest frequency with 74 (49.3%) followed by 18–24 with 61 (40.7%). This indicates that young adults are most involved in WhatsApp-based entrepreneurship.
Table 4.3: Educational Qualification Distribution of the respondents
	Response 
	Frequency
	Percentage

	SSCE
	25
	16.7%

	ND
	22
	14.7%

	HND
	74
	49.3%

	BSc
	29
	19.3%

	Total
	150
	100%


Source: Administered Questionnaire, 2025
The table above indicates that 25 (16.7%) are SSCE, 22 (14.7%) are ND, 74 (49.3%) are HND while 29 (19.3%) are BSc. The majority of respondents hold HND qualifications (49.3%). This shows that most of the participants have attained tertiary-level education.
Table 4.4: Marital Status Distribution of the respondents
	Response 
	Frequency
	Percentage

	Married
	28
	18.7%

	Single
	120
	80.0%

	Divorced
	2
	1.3%

	Total
	150
	100%


Source: Administered Questionnaire, 2025
The table above shows that 120 respondents (80%) are single, while only 28 (18.7%) are married. This confirms that the majority of entrepreneurs using WhatsApp are unmarried individuals.





Table 4.5: Occupation Distribution of the Respondents
	Response 
	Frequency
	Percentage

	Civil Service
	5
	3.3%

	Trader
	18
	12.0%

	Student
	85
	56.7%

	Self-employed
	42
	28.0%

	Total
	150
	100%


Source: Administered Questionnaire, 2025
The table above reveals that 5 respondents (3.3%) are civil service, 18 (12.0%) are trader, 85 (56.7%) are students, making up the majority, while 42 (28.0%) are self-employed. This indicates that the primary users of WhatsApp for business are student entrepreneurs.
Section B
Table 4.6: Have you used Whatsapp for your business activities as a young entrepreneur? 
	Response 
	Frequency
	Percentage

	Yes
	125
	83.3%

	No
	25
	16.7%

	Total
	150
	100%


Source: Administered Questionnaire, 2025
The table above shows that 125 respondents (83.3%) have used WhatsApp for business activities as a young entrepreneur while 25 (16.7%) have not. This indicates that WhatsApp is a widely adopted tool for entrepreneurial activities.




Table 4.7: Are you currently involved in a small Business through WhatsApp?
	Response 
	Frequency
	Percentage

	Yes
	116
	77.3%

	No
	34
	22.7%

	Total
	150
	100%


Source: Administered Questionnaire, 2025
The table above shows that 116 respondents (77.3%) are currently engaged in small-scale business through WhatsApp. While 34 (22.7%) does not engaged in small-scale business through WhatsApp. This highlights the platform’s current relevance to young entrepreneurs.
Table 4.8: Have you adopted Whatsapp platforms for your small scale business activities?
	Response 
	Frequency
	Percentage

	Yes
	100
	66.7%

	No
	50
	33.3%

	Total
	150
	100%


Source: Administered Questionnaire, 2025
	From the table above, 100 respondents (66.7%) confirmed adoption of WhatsApp platforms for their small scale business activities, while 50 respondents (33.3%) does not adopt Whatsapp platforms for their small scale business activities,  indicating significant trust in the platform’s utility.


Table 4.9: WhatsApp has contributed a lot of progress to the young entrepreneurs than any other social media platforms?
	Response 
	Frequency
	Percentage

	Strongly Agree
	64
	42.7%

	Agree
	71
	47.3%

	Neutral
	10
	6.7%

	Disagree
	5
	3.3%

	Strongly Disagree
	0
	0%

	Total
	150
	100%


Source: Administered Questionnaire, 2025
The table above shows that 64 (42.7%) strongly agree and 71 (47.3%) agree, 10 (6.7%) are Neutral, 5 (3.3%) Disagree while 0 (0%) Strongly disagree that WhatsApp has contributed more progress than other platforms. A total of 90% of the respondents support this, indicating a strong perception of WhatsApp’s impact.
Table 4.10: WhatsApp Enables Easy Negotiation of business between young entrepreneur and customers?
	Response 
	Frequency
	Percentage

	Strongly Agree
	60
	40.0%

	Agree
	80
	53.3%

	Neutral
	5
	3.3%

	Disagree
	5
	3.3%

	Strongly Disagree
	0
	0%

	Total
	150
	100%


Source: Administered Questionnaire, 2025
According to the table above shows that 60 (40.0%) strongly agree, 80 (53.3%) agree, 5 (3.3%) are Neutral, 5 (3.3%) Disagree while 0 (0%) Strongly disagree that WhatsApp enables easy negotiation. This confirms that WhatsApp facilitates communication between sellers and buyers.
Table 4.11: There are major activities that have contributed to the entrepreneurial development in Kwara State Polytechnic?
	Response
	Frequency
	Percentage

	Strongly Agree
	48
	32.0%

	Agree
	90
	60.0%

	Neutral
	6
	4.0%

	Disagree
	5
	3.3%

	Strongly Disagree
	1
	0.7%

	Total
	150
	100%


Source: Administered Questionnaire, 2025
The table above shows that 48 (32.0%) strongly agree, 90 (60.0%) agree, 6 (4.0%) are Neutral, 5 (3.3%) Disagree while 1 (0.7%) Strongly disagree that there are significant WhatsApp activities that support entrepreneurship in Kwara State Polytechnic.
Table 4.12: The usage of WhatsApp enables students make more sales on their products?
	Response 
	Frequency
	Percentage

	Strongly Agree
	50
	33.3%

	Agree
	85
	56.7%

	Neutral
	10
	6.7%

	Disagree
	5
	3.3%

	Strongly Disagree
	0
	0%

	Total
	150
	100%


Source: Administered Questionnaire, 2025
This table shows that 50 (33.3%) strongly agree affirm that WhatsApp has increased their sales, 85 (56.7%) agree, 10 (6.7%) are Neutral, 5 (3.3%) Disagree while 0 (0%) Strongly disagree. This suggests that WhatsApp enhances visibility and transaction ease for young entrepreneurs.
Table 4.13: Lack of satisfaction is one of the disadvantages of WhatsApp?
	Response 
	Frequency
	Percentage

	Strongly Agree
	42
	28.0%

	Agree
	78
	52.0%

	Neutral
	15
	10.0%

	Disagree
	10
	6.7%

	Strongly Disagree
	5
	3.3%

	Total
	150
	100%


Source: Administered Questionnaire, 2025
This table shows that 42 (28.0%) strongly agree that lack of satisfaction is one of the disadvantages of WhatsApp, 78 (52.0%) agree, 15 (10.0%) are Neutral, 10 (6.7%) Disagree while 5 (3.3%) Strongly disagree that lack of satisfaction is a disadvantage of WhatsApp. This shows that while WhatsApp is useful, it may not fulfill all business needs.
Table 4.14: Since the use of WhatsApp platforms, there have been improvements in WhatsApp sales?
	Response 
	Frequency
	Percentage

	Strongly Agree
	47
	31.3%

	Agree
	88
	58.7%

	Neutral
	10
	6.7%

	Disagree
	5
	3.3%

	Strongly Disagree
	0
	0%

	Total
	150
	100%


Source: Administered Questionnaire, 2025
From the table above, 47 (31.3%) strongly agree that that WhatsApp has helped improve sales, 88 (58.7%) agree, 10 (6.7%) are Neutral, 5 (3.3%) Disagree while 0 (0%) Strongly disagree that WhatsApp has helped improve sales. This highlights the platform's value in growing business revenue.
Table 4.15: WhatsApp enables young entrepreneurs to get familiar with their customers?
	Response 
	Frequency
	Percentage

	Strongly Agree
	55
	36.7%

	Agree
	80
	53.3%

	Neutral
	5
	3.3%

	Disagree
	7
	4.7%

	Strongly Disagree
	3
	2.0%

	Total
	150
	100%


Source: Administered Questionnaire, 2025
As shown above, 55 respondents (36.7%) strongly agree that WhatsApp helps them stay connected with customers, supporting long-term business relationships, 80 (53.3%) agree, 5 (3.3%) are Neutral, 7 (4.7%) Disagree while 3 (2.0%) Strongly disagree that WhatsApp enables young entrepreneurs to get familiar with their customers.


Table 4.16: WhatsApp observed positive effects due to the adoption of WhatsApp platforms?
	Response 
	Frequency
	Percentage

	Strongly Agree
	45
	30.0%

	Agree
	90
	60.0%

	Neutral
	5
	3.3%

	Disagree
	6
	4.0%

	Strongly Disagree
	4
	2.7%

	Total
	150
	100%


Source: Administered Questionnaire, 2025
The table above shows that 45 respondents (30.0%) strongly agree that WhatsApp has positive effects on business outcomes. This reinforces its relevance in youth-led ventures, 90 (60.0%) agree, 5 (3.3%) are Neutral, 6 (4.0%) Disagree while 4 (2.7%) Strongly disagree that WhatsApp has positive effects on business outcomes. 
Table 4.17: Currently, almost every students get one or two wears online on daily basis?
	Response 
	Frequency
	Percentage

	Strongly Agree
	54
	36.0%

	Agree
	85
	56.7%

	Neutral
	6
	4.0%

	Disagree
	4
	2.7%

	Strongly Disagree
	1
	0.6%

	Total
	150
	100%


Source: Administered Questionnaire, 2025
The table shows that 139 respondents (92.7%) agree that students purchase wears online daily. This illustrates a strong trend toward e-commerce among the youth using WhatsApp.
4.3	Discussion of Findings
This section discusses the key findings from the analysis of responses from 150 young entrepreneurs on the influence of WhatsApp in facilitating small-scale business activities. The findings reveal WhatsApp’s widespread adoption, its effectiveness in communication, and its perceived contribution to entrepreneurial growth among youths particularly students in Kwara State Polytechnic.
4.3.1	Demographic Influence on WhatsApp Usage
The demographic data revealed that females (55.3%) slightly outnumbered males in WhatsApp-based business activities. This reflects growing female engagement in digital entrepreneurship. A majority of the respondents (49.3%) were between 25 and 30 years, with most being students (56.7%), suggesting that youth are highly involved in WhatsApp-facilitated businesses. In terms of education, a significant proportion (49.3%) held HND qualifications, indicating that digital entrepreneurship via WhatsApp is more common among educated individuals.
This aligns with studies showing that young, educated Nigerians increasingly leverage digital platforms to overcome unemployment and limited formal job opportunities (Adebayo & Oluwatoyin, 2021).
4.3.2	WhatsApp as a Business Tool
The findings show that 83.3% of respondents use WhatsApp for business activities and 77.3% are currently involved in small-scale businesses through the platform. A majority (66.7%) indicated that they had adopted WhatsApp as a business tool. These results underscore WhatsApp's role not just as a messaging app, but as a strategic business channel used for promotions, product showcasing, customer support, and transactions.
This supports the findings of Eke et al. (2020), who observed that WhatsApp provides a cost-effective and easily accessible platform for micro-business owners in Nigeria.

4.3.3	Perceived Impact of WhatsApp on Entrepreneurial Growth
The study revealed a strong belief in WhatsApp’s positive impact:
· 90% of respondents agreed that WhatsApp has contributed more to their business progress than any other platform.
· 93.3% noted that it enables easy negotiation with customers.
· 92% acknowledged that WhatsApp supports entrepreneurial development in Kwara State Polytechnic.
	These findings show that WhatsApp provides a seamless way for entrepreneurs to interact with customers, organize sales, and receive feedback. It strengthens the argument that WhatsApp is an effective and simple CRM (Customer Relationship Management) tool for small businesses.
4.3.4	Impact on Sales and Customer Relations
A significant number of respondents (90%) agreed that WhatsApp usage increased their sales. Similarly, 90% stated that it improved familiarity and communication with customers. These responses highlight the platform’s utility in generating customer loyalty and sustaining repeat purchases. The informal and interactive nature of WhatsApp likely fosters trust and relationship building, which are vital for business growth.
4.3.5	Challenges and Perceived Limitations
	Interestingly, 80% of respondents agreed that a lack of satisfaction is one of the disadvantages of WhatsApp usage in business. This may stem from:
· Difficulty managing large customer bases manually,
· Lack of advanced e-commerce features, or
· Personal-professional boundary issues on a shared platform.
This finding suggests that while WhatsApp is a useful entry-level tool, scaling businesses may need more robust digital infrastructure over time.


4.3.6	Trends in Online Buying Behavior
The data also shows that 92.7% of students reportedly buy clothing online, often through platforms like WhatsApp. This supports the notion that peer influence and digital culture among students strongly drive both sales and purchases on WhatsApp.
4.4	Analysis of Research Questions
Research Question 1: To what extent do young entrepreneurs use WhatsApp for business activities?
Findings:
· Table 4.6 shows that 83.3% of the respondents use WhatsApp for business activities.
· Table 4.7 indicates that 77.3% are currently involved in small-scale business through WhatsApp.
· Table 4.8 reveals that 66.7% have adopted WhatsApp as their business platform.
Analysis:
The high adoption rate of WhatsApp among young entrepreneurs in Kwara State Polytechnic demonstrates that the platform is a dominant business tool for them. These figures confirm that WhatsApp is not just an occasional medium but a frequently used and integrated part of daily business operations for a majority of young entrepreneurs.
Research Question 2: How does WhatsApp influence sales and customer interaction for young entrepreneurs?
Findings:
· Table 4.12 shows that 90% (Strongly Agree + Agree) believe WhatsApp usage increases sales.
· Table 4.10 and Table 4.15 each indicate over 90% of respondents affirm that WhatsApp enables easy negotiation and helps them connect with customers.
· Table 4.14 shows 90% of the respondents reported improvements in WhatsApp sales.
Analysis:
WhatsApp significantly boosts both sales and customer relationship management. It provides a fast and convenient communication channel that fosters trust and interaction. These interactions likely contribute to better customer retention, personalized service, and repeat purchases. The findings suggest that WhatsApp serves as an effective informal CRM system.
Research Question 3: What specific business functions do young entrepreneurs perform using WhatsApp?
Findings:
While not directly listed in the tables, the discussion in section 4.3.2 suggests that WhatsApp is used for:
· Product showcasing
· Promotions and advertisements
· Customer service and inquiries
· Sales negotiations and transactions
Analysis:
Young entrepreneurs use WhatsApp for end-to-end business processes—from marketing to delivery coordination. This confirms WhatsApp's versatility as more than just a messaging tool; it's a multi-functional business platform that supports entrepreneurial activities in a cost-effective way.
Research Question 4: What are the perceived advantages of WhatsApp over other platforms?
Findings:
· Table 4.9 shows that 90% of respondents agree that WhatsApp has contributed more progress than any other platform.
· Table 4.10 and Table 4.11 show WhatsApp enables easy negotiation and supports entrepreneurial development.
Analysis:
WhatsApp is perceived to have greater impact than other social media platforms like Instagram, Facebook, or Twitter, likely due to its:
· Simplicity,
· Widespread usage among peers,
· Familiar user interface,
· Direct access to customers.
These attributes make it particularly effective for micro and small businesses that lack resources for more complex platforms.
Research Question 5: What challenges do young entrepreneurs face in using WhatsApp for business?
Findings:
· Table 4.13 shows that 80% of respondents agree that lack of satisfaction is a disadvantage.
· Section 4.3.5 outlines possible reasons:
· Difficulty managing large customer bases manually,
· Lack of professional tools (like analytics, payment gateways),
· Blurring of personal and professional boundaries.
Analysis:
While WhatsApp is beneficial, its limitations emerge as businesses try to scale or professionalize. It lacks advanced business features, and managing interactions manually can be inefficient. This suggests a growth ceiling for WhatsApp-based businesses unless integrated with additional tools or platforms.
Research Question 6: How does WhatsApp contribute to entrepreneurial development among students?
Findings:
· Table 4.11: 92% agree that WhatsApp has contributed to entrepreneurial development in Kwara State Polytechnic.
· Table 4.17: 92.7% of students reportedly buy wears online via WhatsApp, confirming both usage and market demand.
Analysis:
WhatsApp encourages entrepreneurial thinking and participation among students. It lowers the entry barrier for business, helping students learn sales, marketing, and customer service firsthand. It also provides a ready-made audience within the school community, which fosters peer-to-peer commerce.



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary 
This study explored the use of WhatsApp as a marketing tool among young entrepreneurs in Kwara State Polytechnic. In Chapter One, the research established the importance of social media platforms in reshaping marketing communication, especially among youths who seek low-cost, high-reach methods to promote their products and services. It emphasized that WhatsApp, as one of the most popular instant messaging apps, has gone beyond social chatting to become a business tool used for advertising, product showcasing, customer support, and negotiation.
The study set out to examine:
· The extent to which young entrepreneurs in Kwara State Polytechnic use WhatsApp for their businesses,
· The perceived benefits of WhatsApp as a marketing tool, and
· The challenges or limitations faced in using the platform for entrepreneurial activities.
Data were collected from 150 respondents, mostly students engaged in small-scale businesses, using a structured questionnaire.
In Chapter Four, findings revealed that:
· A majority of the respondents (83.3%) had used WhatsApp for business purposes.
· 77.3% were currently running businesses through WhatsApp, and 66.7% had adopted it as a primary business platform.
· A combined 90% of respondents believed WhatsApp contributed more to their business success than other platforms.
· The platform enabled easy negotiation, improved customer relationships, and increased sales.
· However, 80% of respondents admitted that lack of customer satisfaction and other operational limitations were notable drawbacks.
Demographically, most respondents were female (55.3%), aged 25–30 years (49.3%), and had HND-level education (49.3%), indicating that educated youth dominate the WhatsApp business space in Kwara State Polytechnic. The majority (56.7%) were students, affirming the entrepreneurial drive among the academic youth population.
The study confirms that WhatsApp is not just a communication platform but a strategic business tool for young entrepreneurs.
5.2	Conclusion
Based on the findings, the study concludes that WhatsApp has significantly influenced entrepreneurial activities among young people in Kwara State Polytechnic. It enables cost-effective business marketing, easy customer interaction, and increased visibility for small-scale entrepreneurs. The high adoption rate is a testament to its accessibility, convenience, and effectiveness as a marketing platform.
Nonetheless, while WhatsApp offers many benefits, certain challenges such as limited satisfaction, lack of advanced e-commerce features, and difficulties managing a growing customer base indicate that the platform has limitations when used as a long-term business infrastructure.
The study also concludes that WhatsApp is not only a social platform but also a vital digital business tool for the youth, especially students in Kwara State Polytechnic. With proper usage and support, it has the potential to foster more innovative and self-sustaining economic activities among young people.
5.3	Recommendations
Based on the research findings, the following recommendations are made:
1. Entrepreneurial Training: Schools and institutions should organize training sessions to educate students on how to use WhatsApp and other digital tools effectively for business.
2. Government and NGO Support: Government agencies and business development organizations should support youth-led digital businesses with funding, mentoring, and technical assistance.
3. Feature Expansion by WhatsApp: WhatsApp developers should consider enhancing the platform for business use by adding integrated payment systems, customer tracking, and storefront options.
4. Encourage Local Product Promotion: Youths should also be encouraged to use WhatsApp not just for reselling imported goods but also for promoting local products and crafts.
5. Create WhatsApp Business Networks: Local communities or campuses can form WhatsApp-based networks or groups where entrepreneurs share ideas, referrals, and customers.
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QUESTIONNAIRE
KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY (IICT)
DEPARTMENT OF MASS COMMUNICATION
TOPIC: USE OF WHATSAPP AS A MARKETING TOOL FOR YOUNG ENTREPRENEURS IN KWARA STATE POLYTECHNICS
Dear respondent,
This questionnaire is designed to raise relevant information on the above topic. I humbly request that you should help me answer the following question as honestly as possible, and assure you that all information supplied shall be used for academic and shall be kept confidential.
Instruction: Please tick (✓) the answer you consider appropriate.
Section 1
1.  Gender: Male ( ) Female ( )
2.  Age: 18-24 ( ) 25-29 ( ) 30-39 ( )
3.  Qualification: SSCE ( ) ND ( ) HND ( ) BSC ( )
4.  Marital Status: Married ( ) Single ( ) Divorced ( )
5.  Occupation: Civil Servant ( ) Trader ( ) Student ( ) Self Employed ( )
Section 2
6. Have you used WhatsApp for your business activities as a young entrepreneur? Yes ( ) No (  )
7. Are you currently involved in a small scale business through Whatsapp? Yes ( ) No (  )
8. Have you adopted WhatsApp platforms for your small scale business activities? Yes ( ) No (  )




Section 3
Key words: Strongly Agree (SA), Agree (A), Neutral (N), Disagree (D), Strongly Disagree (SD)
	S/N
	Statement
	SA
	A
	N
	D
	DS

	9
	WhatsApp has contributed a lot of progress to the young entrepreneurs than any other social media platforms.
	
	
	
	
	

	10
	WhatsApp enables easy negotiation of business between young entrepreneurs and customers.
	
	
	
	
	

	11
	There are major activities that have contributed to the entrepreneurial development in Kwara state polytechnic.
	
	
	
	
	

	12
	The usage of WhatsApp enables students make more sales on their products.
	
	
	
	
	

	13
	Lack of satisfaction is one of the disadvantages of WhatsApp.
	
	
	
	
	

	14
	Since the use of WhatsApp platforms, there has been improvement in WhatsApp sales.
	
	
	
	
	

	15
	WhatsApp enables young entrepreneurs to get familiar with their customers.
	
	
	
	
	

	16
	WhatsApp observed positive effects due to the adoption of WhatsApp platforms.
	
	
	
	
	

	17
	Currently, almost every students get one or two wears online on daily basis.
	
	
	
	
	


	


