
CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND OF THE STUDY
In recent years, digital communication platforms have significantly influenced marketing strategies across various sectors. Among these platforms, WhatsApp, a widely-used instant messaging app, has emerged as a powerful tool for businesses and marketers. WhatsApp's success is largely attributed to its widespread adoption, user-friendly interface, and real-time communication capabilities, making it an ideal channel for businesses to engage with customers.
The use of WhatsApp for marketing purposes, often referred to as WhatsApp marketing, has gained traction as an effective method for brands to reach and engage their target audience. This is particularly relevant among younger consumers, such as university students, who are highly active on social media and messaging apps. WhatsApp marketing allows businesses to communicate directly with consumers, offering personalized experiences, customer support, and promotional content.
Mass communication students, as part of their academic curriculum, are exposed to various forms of media, including new media platforms like WhatsApp. As future media professionals, understanding how WhatsApp is used in marketing campaigns, and how it is perceived by consumers, is crucial. Therefore, this study focuses on examining the use and perception of WhatsApp marketing among mass communication students.
WhatsApp application has been synonymous with Malaysian students especially in tertiary institutions. WhatsApp is viewed as an important platform for communication between teacher-student and student-student as well as a learning tool in ESL classroom in which it can be done at students’ pace. According to the definition given from learnersdictionary.com, ESL is an abbreviation of “English as a second language” and ESL classroom is where the English subject is taught to students who speak a different language or mother tongue. Most Malaysian students were more inclined to use their mother tongue rather than the English language in English class. Therefore, WhatsApp is used in this study in order to see students’ feedback towards this application which was used in English class and to know whether this application could show any significance to the students perception or not. The undergraduates need to possess a certain level of MUET band for certain courses which was required by some universities. Students need to get at least band three for the MUET test which includes the four language skills (speaking, reading, listening, writing) and it is the university’s main aspiration to produce graduates who are competent in language and professional skills in order to be parallel with other established institutions and to meet the challenges of globalization. However, many of the students are still weak in the language skills, for instance speaking fluency. Speaking is one of the skills that is considered difficult by the students. Some students are embarrassed to speak English language in the class due to having lack of ideas and confidence in themselves. At the same time, some of them might have a lot of ideas about a certain topic discussed but unfortunately, they faced difficulties in explaining and expressing them verbally. On the contrary, there are certain students who are very good in speaking but have problems in giving points and ideas. Thus, this is where the teacher can use WhatsApp as a medium of transferring and sharing information, ideas, pictures and many more for the students to explore more on their own. The situations occur in which the students and teacher are having regular conversation. Students could deliver their responses freely and the teacher responds to students’ inquiries and comments, starts new issues, or posts queries (Dunlap, 2006). Students can easily access all the information given and generate ideas from the topic given. The teacher here is acting as an evaluator who helps in correcting and commenting on the student’s responses and it is an active participation in the interchange of the conversation. Apart from that, students do not need to feel shy in expressing their thoughts via WhatsApp as they could attach any info graphics or links related to the topic because they could deliver their understanding of the topic discussed through the attachments given. This is to encourage the students to do their reading and generate ideas by exploring the knowledge available online. In fact, they become even more active in sharing attachments, hence, internal confidence in them could be gradually increased in real speaking activity lesson since they have a lot of ideas to voice out and share like what they did in the WhatsApp platform. Even though this application is still new, students are particularly exposed to its use in their learning. Thus, it means the use of WhatsApp application in tertiary ESL classroom takes into consideration students’ needs of learning the subjects. It promotes an active involvement of the students where it can be done at students paced and they can decide on how and what to learn. The study aims to identify the learner’s perceptions on the use of WhatsApp thus lead to their preference in learning English for academic purposes as a new learning method. Learning method perceptions in this case include how they perceive the application, its convenience, and ease of use, its usefulness, their attitude and behavioural intention towards the use of WhatsApp which covers all on how they want to learn.
1.2 STATEMENT OF THE PROBLEM
The rapid growth of digital communication tools has created new opportunities for businesses to interact with consumers. However, the effectiveness of these tools, particularly WhatsApp, remains underexplored in the context of students' perceptions. While WhatsApp is widely used by students for personal communication, its role as a marketing tool is still emerging. This study seeks to understand how mass communication students use WhatsApp for marketing purposes and how they perceive its effectiveness and potential for business communication.
Despite the increasing use of WhatsApp for marketing, there is limited research on how students, as a key demographic, interact with and view these marketing strategies. Are students receptive to marketing messages delivered via WhatsApp? How do they perceive businesses that use WhatsApp as a marketing tool? These are the key questions that this study aims to address.

1.3 OBJECTIVES OF THE STUDY
The primary objectives of this study are:
i. To explore the use of WhatsApp as a marketing tool among mass communication students.
ii. To examine the perception of mass communication students regarding WhatsApp marketing.
iii. To identify the factors that influence the effectiveness of WhatsApp marketing from the perspective of students.

1.4 RESEARCH QUESTIONS
The study seeks to answer the following research questions:
i. How do mass communication students use WhatsApp for marketing purposes?
ii. What are the perceptions of mass communication students towards WhatsApp marketing?
iii. What factors contribute to the effectiveness of WhatsApp marketing among students?


1.5 SIGNIFICANCE OF THE STUDY
This study is significant for several reasons:
i. For Marketers and Businesses: The findings will provide valuable insights into how WhatsApp marketing can be tailored to appeal to students, a key demographic for many businesses. By understanding students' preferences and perceptions, businesses can improve their marketing strategies and enhance customer engagement.
 ii. For Academics and Researchers: This study will contribute to the growing body of knowledge on digital marketing, particularly in the context of WhatsApp, a platform that has not been extensively studied in marketing research.
iii. For Students and Educators: The research will highlight how mass communication students, as future media professionals, perceive the role of WhatsApp in marketing. It can also serve as a case study for educators to integrate new media and digital marketing concepts into their curriculum.
iv. Practical Insights: It provides marketers with valuable insights into how WhatsApp marketing is perceived by a key demographic—students in the field of Mass Communication—who are likely to be the future consumers and marketers in the digital space.
v. Academic Contribution: The study contributes to the academic literature on WhatsApp marketing, particularly in the context of student behavior and perceptions.
vi. Marketing Strategy Development: Understanding students' views and behavior can help organizations, brands, and educational institutions design more effective marketing campaigns targeting the student population
 1.6 SCOPE OF THE STUDY
This study focuses on mass communication students from a selected university, exploring their use and perception of WhatsApp marketing. The study will examine students' experiences with WhatsApp marketing campaigns, their attitudes toward these marketing efforts, and the effectiveness of WhatsApp as a marketing tool. The study will not cover WhatsApp marketing practices in other demographic groups or businesses outside the university context.
1.7 DEFINITION OF KEY TERMS
i. WhatsApp Marketing: The uses of WhatsApp as a platform for businesses to communicate with consumers, promote products or services, and build customer relationships.
ii. Mass Communication Students: University students who are studying courses related to media, communication, and public relations.
iii. Perception: The way students interpret or view WhatsApp marketing based on their experiences, attitudes, and beliefs.
iv. Engagement: The level of interaction or response students have to WhatsApp marketing campaigns, including actions such as reading messages, responding to promotions, or sharing content.



CHAPTER TWO
2.1 CONCEPTUAL FRAMEWORK
A conceptual framework serves as a blueprint for understanding the key variables and their relationships in the research process. In the case of studying the uses and perceptions of WhatsApp marketing among Mass Communication students at Kwara State Polytechnic (KwaraPoly), the framework outlines the main concepts and the potential factors influencing student engagement with WhatsApp as a marketing tool. The conceptual framework for this study integrates key factors such as uses, perceptions, and engagement, with reference to existing literature on WhatsApp marketing and student behavior.
The framework is designed to explore how students use WhatsApp for marketing purposes, how they perceive marketing messages on the platform, and the impact of those perceptions on their decision to engage with the marketing content. This framework is structured around three broad themes:
2.1.1	 Motivations for Using WhatsApp
The first theme of the framework addresses the motivations behind WhatsApp use among Mass Communication students at KwaraPoly. According to Uses and Gratifications Theory (UGT), individuals use media based on their needs, which may include seeking information, entertainment, social interaction, or personal fulfillment (Katz, Blumler, & Gurevitch, 1973). In the context of WhatsApp marketing, students’ motivations can be categorized as follows:
	•	Social Interaction: WhatsApp is primarily used for personal communication. Students may engage with WhatsApp marketing because it aligns with their social needs (Salawu & Adebayo, 2020). This includes joining group chats or receiving personalized messages from brands they follow.
	•	Information Seeking: Students use WhatsApp to receive important information, such as discounts, event notifications, or academic-related offers (Iroegbu, 2020). This is an essential component for WhatsApp marketing, as students are more likely to engage with relevant information that benefits their academic or career aspirations.
	•	Entertainment: WhatsApp’s multimedia capabilities (e.g., images, videos, and memes) also fulfill students’ entertainment needs. Marketing campaigns that incorporate engaging visuals or video content are more likely to attract student attention (Sharma & Gupta, 2021).
2.1.2	 Perceptions of WhatsApp Marketing
The second theme in the conceptual framework explores students’ perceptions of WhatsApp marketing. Students’ attitudes toward marketing content are shaped by several factors, including perceived usefulness, ease of use, and privacy concerns. These perceptions influence their willingness to engage with marketing messages.
	•	Perceived Usefulness: According to the Technology Acceptance Model (TAM), students are more likely to engage with WhatsApp marketing if they perceive it as useful (Davis, 1989). For example, if students believe the marketing message offers a discount on educational resources or informs them of relevant career opportunities, they may view it as valuable.
	•	Perceived Ease of Use: Students are more likely to engage with WhatsApp marketing when the platform is easy to use and the messages are clear and accessible (Sharma & Gupta, 2021). Marketers must ensure that messages and offers are easy to navigate, with direct links to more information or calls to action.
	•	Privacy Concerns: Privacy Calculus Theory suggests that students assess the risks and benefits of sharing their personal information. If the perceived risks (e.g., data misuse, unsolicited marketing messages) outweigh the benefits, students may be less likely to engage with WhatsApp marketing (Culnan & Bies, 2003). Students at KwaraPoly, being digitally literate and aware of privacy issues, may be particularly cautious about sharing personal data with businesses or brands.
	•	Intrusiveness of Messages: Research shows that students perceive WhatsApp marketing as intrusive if the frequency of messages is too high or if the content is irrelevant (Sharma & Shukla, 2021). Therefore, marketers must balance message frequency and relevance to avoid overwhelming students.
2.1.3	Engagement with WhatsApp Marketing
The final theme of the framework explores student engagement with WhatsApp marketing, which is influenced by both motivations and perceptions. Engagement refers to how students interact with marketing messages, including reading, clicking on links, responding to offers, or sharing content with others.
	•	Click-Through and Response Rate: Engagement can be measured by the click-through rate (CTR) or response to marketing messages. According to Technology Acceptance Model (TAM), students are more likely to engage with marketing content that is perceived as useful and easy to use (Davis, 1989). The more personalized and relevant the content, the higher the likelihood of engagement.
2.1.4	 WhatsApp Usage Among Students
WhatsApp is one of the most popular social media platforms among students worldwide, including in Nigeria. According to Salawu & Adebayo (2020), students use WhatsApp primarily for social interactions, academic collaboration, and entertainment. It is an essential communication tool for students, enabling them to stay connected with peers, lecturers, and even organizations.
	•	Communication and Collaboration: WhatsApp’s group feature enables Mass Communication students to easily collaborate on assignments and projects (Iroegbu, 2020).
	•	Social Interaction: Adebayo & Olatunji (2020) found that students use WhatsApp as a social platform for chatting, sharing content, and building peer networks. This high level of engagement makes WhatsApp an attractive platform for marketers targeting students.
In the case of KwaraPoly, Mass Communication students are likely to be active users of WhatsApp due to their academic needs, social habits, and the increasing use of digital media for communication in educational settings (Salawu & Adebayo, 2020).
2.1.5	Perception of WhatsApp Marketing Among Students
The perception of WhatsApp marketing among students varies depending on factors such as relevance, personalization, and frequency of marketing messages.
	•	Positive Perception: Studies by Nwankwo & Okeke (2022) indicate that students are more likely to have a positive perception of WhatsApp marketing when the content is perceived as relevant and beneficial. For example, students may welcome discounts on textbooks or notifications about career opportunities or events related to their studies.
	•	Privacy Concerns: On the other hand, some students view WhatsApp marketing with skepticism, primarily due to concerns about privacy. Research by Al-Shammari et al. (2020) suggests that many young users are apprehensive about receiving unsolicited marketing messages on WhatsApp due to the risk of personal information being misused or sold to third parties. This is especially true in the Nigerian context, where digital privacy concerns are heightened due to limited data protection regulations.
	•	Intrusiveness: Another concern is the potential for WhatsApp marketing to be perceived as intrusive. A study by Sharma & Shukla (2021) found that students are more likely to opt out of marketing communications if they feel overwhelmed by the frequency of messages or if the content is irrelevant to their interests. Thus, marketers must find a balance between engagement and avoiding the overuse of WhatsApp.
	•	Effectiveness of WhatsApp Marketing: Despite these concerns, WhatsApp marketing remains a valuable tool for reaching students, especially when businesses tailor their strategies to align with student interests. Studies by Yusuf & Olatunji (2021) suggest that students are more likely to engage with WhatsApp marketing when the promotions are personalized, timely, and offer real value, such as discounts, academic resources, or job opportunities.
2.1.6 	Student Engagement with WhatsApp Marketing
Engagement with WhatsApp marketing is influenced by how students perceive the relevance and usefulness of the content shared with them. Engagement metrics, such as click-through rates (CTR), response rates, and sharing of content, are vital indicators of the effectiveness of WhatsApp marketing campaigns.
	•	Personalization and Content Relevance: According to Sharma & Gupta (2021), students are more likely to engage with WhatsApp marketing when the messages are personalized to their interests. This includes promotions related to academic resources, student events, or career development opportunities. When content is tailored to their needs, students are more likely to click on links, respond to messages, and share the information with their peers.
	•	Peer Influence and Word of Mouth: In the case of KwaraPoly students, peer influence plays a significant role in shaping engagement with WhatsApp marketing. Mass Communication students, as well as other student groups, often share marketing content with friends, amplifying the reach of marketing campaigns. As noted by Nwankwo & Okeke (2022), peer-to-peer communication is an effective way to boost engagement, particularly among younger audiences who are already accustomed to using WhatsApp for social interaction.
2.1.7	. The Role of WhatsApp Marketing in Student-Centric Campaigns
WhatsApp marketing can be highly effective in student-centric campaigns, especially when marketers understand the specific needs and behaviors of student audiences.
	•	Event Promotion: Universities and student organizations frequently use WhatsApp to promote events such as seminars, workshops, career fairs, and social gatherings. According to Iroegbu (2020), these campaigns often generate high levels of engagement because students are more likely to attend events that are shared through channels they frequently use, such as WhatsApp.
	•	Discounts and Offers: WhatsApp has become a go-to platform for businesses offering discounts on products or services that are popular among students, such as electronics, fashion, or study materials. Jain & Soni (2019) found that students are more receptive to WhatsApp-based promotions if they perceive the offers as valuable and relevant to their academic and social lives.
2.2	 THEORETICAL FRAMEWORK
Attewell (2020) studied the effects of mobile technologies on learning and developed an SMS-based course to stimulate learners to study foreign language through mobile phones. The findings showed that learners achieved a greater development in reading comprehension. In addition, learners' motivation had amplified towards learning and using the target language. Cavus and Ibrahim (2019) investigated the use of wireless technologies in education with specific locus to the possibility of learning new technical English language words using Short Message Service (SMS) text messaging. Results showed that students relished using their mobile phones to learn new words.
 Rambe and Bere (2013) examined mobile instant messaging to make other circumstances for learners' alliance in relaxed spaces, in response to the very limited lecture contact time and the little students’ contribution. Results exposed that WhatsApp positively impacts students’ ability to contribute and join with peers online at any time. The roles of the teachers have been transformed to enablers and the learners’ roles have changed to originators, collaborators and group leaders. 
Alfaki and Alharthy (2019) studied the influence of using social networks to promote learners’ English language. Their results disclosed that learning through social networks was more operative than old-style learning which looked to the classroom as a place of acquiring information. Besides, they discovered that teamwork was a useful learning strategy in improving one’s foreign language, and WhatsApp encourages collaboration among students.
Malecela (2020) carried out a study entitled  Usage of WhatsApp among Postgraduate Students of Kulliyyah of Education, International Islamic University Malaysia”. The study explored the impact of using of WhatsApp among postgraduate students‟ learning at the Kulliyyah of Education (KOED), at International Islamic University Malaysia (IIUM). The study resulted into that using WhatsApp as learning tool is useful to both students and instructors. The study suggested that electronic etiquette should be applied in teacher student learning process through WhatsApp. 
The theoretical framework for exploring the uses and perceptions of WhatsApp marketing among Mass Communication students at Kwara State Polytechnic (KwaraPoly) integrates key theories from communication and marketing research. These theories provide a comprehensive lens through which to analyze how and why students engage with WhatsApp marketing, and how they perceive it in terms of usefulness, trust, privacy, and content relevance. The three main theories that inform this study are:
	Uses and Gratifications Theory (U&G)
	Technology Acceptance Model (TAM)
	Privacy Calculus Theory
These theories are relevant for understanding how WhatsApp marketing operates in a student-centric context, specifically focusing on Mass Communication students, who are often more media-savvy and aware of marketing strategies. Below is a discussion of each theory with reference to the research.
2.2.1. Uses and Gratifications Theory (U&G)
The Uses and Gratifications Theory (U&G), introduced by Katz, Blumler, and Gurevitch (1973), posits that individuals actively seek out media to fulfill specific needs, such as entertainment, information, social interaction, or personal identity. This theory challenges the traditional view of passive media consumption, suggesting instead that people are active participants in selecting media based on what they want to achieve.


Application to WhatsApp Marketing:
U&T is highly relevant in understanding how students use WhatsApp, both for personal communication and engagement with marketing content. Students may engage with WhatsApp marketing for various reasons, including:
	•	Information and Learning Needs: Mass Communication students, who are involved in media and communication studies, may engage with WhatsApp marketing for academic resources, career information, or event updates.
	•	Social Interaction and Community: WhatsApp is widely used for social interaction, and students may view marketing content shared in group chats or broadcast messages as an extension of their social networks.
	•	Entertainment and Personal Fulfillment: Promotions or branded content that aligns with students’ entertainment interests (e.g., discounts on gadgets or student events) could motivate students to engage with marketing.
The application of U&G in this study would suggest that students’ motivations to interact with WhatsApp marketing depend largely on whether the content meets their personal needs. If the marketing message is relevant, valuable, and aligned with their interests (academic, social, or entertainment), students are more likely to engage with it (Bansal & Sharma, 2020)

2.2.2	 Technology Acceptance Model (TAM)
The Technology Acceptance Model (TAM), proposed by Davis (1989), suggests that the likelihood of an individual accepting and using a new technology is influenced by two key factors:
	•	Perceived Usefulness (PU): The degree to which a person believes that using the technology will enhance their performance or fulfill their needs.
	•	Perceived Ease of Use (PEOU): The degree to which a person believes that using the technology will be free from effort.
TAM has been widely used to study the adoption of various technologies, including social media platforms and mobile marketing tools like WhatsApp.
Application to WhatsApp Marketing:
In the case of Mass Communication students at KwaraPoly, TAM can be applied to explore how the perceived usefulness and ease of use of WhatsApp influence students’ willingness to engage with WhatsApp marketing messages.
	•	Perceived Usefulness: Students are more likely to engage with WhatsApp marketing if the content is perceived as valuable and relevant to their academic, professional, or social needs. For instance, they may respond positively to discounts on educational tools, career-related information, or event promotions.
	•	Perceived Ease of Use: The usability of WhatsApp as a platform plays a crucial role. If the marketing messages are easy to understand, navigate, and interact with (e.g., clear calls-to-action and easy-to-click links), students are more likely to engage with the content.
By applying TAM, this study aims to assess the factors that influence how Mass Communication students perceive WhatsApp as a marketing platform and how these perceptions affect their willingness to interact with marketing messages.
	•	U&G helps to explain how students’ intrinsic needs (informational, social, or entertainment-related) drive their engagement with WhatsApp marketing content.
	•	TAM underscores the importance of perceived usefulness and ease of use in shaping students’ acceptance of WhatsApp as a marketing platform.
These theories collectively offer a comprehensive view of the factors influencing WhatsApp marketing effectiveness among students, and they can guide marketers in designing campaigns that align with students’ motivations, preferences, and privacy concerns.



2.3	 EMPIRICAL REVIEW
An empirical review provides an in-depth examination of existing research studies and findings related to the use and perception of WhatsApp marketing, particularly in the context of student populations. Given that WhatsApp is a popular communication tool among students, especially in academic settings, it is crucial to explore how students perceive WhatsApp as a marketing platform and how they engage with it. This empirical review draws on studies that focus on the uses and perceptions of WhatsApp marketing, as well as broader research on social media marketing and student engagement.
1. WhatsApp as a Marketing Tool
WhatsApp, a widely used messaging platform, has been increasingly integrated into marketing strategies, especially in reaching younger audiences such as students. Several studies have explored the effectiveness and reception of WhatsApp as a marketing tool among university and college students.
Sharma & Gupta (2021) examined the effectiveness of WhatsApp marketing among Indian youth, concluding that WhatsApp is seen as an ideal platform for personalized marketing due to its informal nature and high engagement levels. Students appreciated marketing content that was interactive, personalized, and aligned with their academic and social interests, such as discounts on learning materials or invitations to career-related events. This aligns with the Uses and Gratifications Theory (UGT), suggesting that students use WhatsApp to fulfill specific needs, such as information-seeking or social interaction (Katz, Blumler, & Gurevitch, 1973).
Salawu & Adebayo (2020) explored how WhatsApp is used by Nigerian students for marketing purposes. Their study revealed that Mass Communication students, in particular, were more receptive to WhatsApp marketing compared to students from other disciplines. This could be attributed to their heightened awareness of media communication strategies, making them more critical of marketing tactics but also more likely to engage with marketing content when it is perceived as relevant and informative.
Bansal & Sharma (2020) in their study on WhatsApp marketing among university students, found that students’ engagement with WhatsApp marketing was significantly higher when they perceived the content as useful and relevant to their immediate needs (e.g., academic-related offers, career guidance, or student discounts). This suggests that for students, the utility of the content is a major driver of engagement. Furthermore, students were more likely to interact with brands that used WhatsApp to provide real-time communication and personalized offers.
2. Perception of WhatsApp Marketing Among Students
The perception of WhatsApp marketing among students is influenced by factors such as privacy concerns, the relevance of content, and trust in the sender. Studies have identified several key perceptions that impact student engagement with WhatsApp marketing.
Privacy and Trust: A study by Iroegbu (2020) focused on Nigerian students’ perceptions of WhatsApp marketing and found that students were highly concerned about privacy and the potential misuse of their data. The study found that trust in the brand or entity sending the message was a significant factor in whether students chose to engage with marketing content. Students were less likely to engage with brands they did not trust, and they were particularly cautious about sharing personal data.
Intrusiveness and Frequency of Messages: Sharma & Shukla (2021) investigated the frequency and perceived intrusiveness of WhatsApp marketing messages. They found that students tended to view WhatsApp marketing as intrusive if the messages were too frequent or irrelevant to their needs. According to the study, students preferred less frequent, but highly relevant messages. When the content was personalized and aligned with students’ academic or personal interests, it led to higher levels of engagement.
Perceived Value of the Marketing Content: The study by Akinmoladun & Akinlabi (2020) on Nigerian students’ perceptions of WhatsApp marketing revealed that students were more likely to respond positively to content that they perceived as valuable—such as discounts on educational tools, event invitations, or career-related opportunities. If students felt that the marketing content offered tangible benefits, they were more inclined to share it within their networks, thereby amplifying the reach of the marketing campaign.
3. Engagement with WhatsApp Marketing
Engagement with WhatsApp marketing content is an essential factor in determining its effectiveness. Students’ responses to marketing campaigns often depend on the relevance of the message, ease of use, trust, and perceived benefits.
Click-Through and Action Rates: Sharma & Gupta (2021) found that students who found WhatsApp marketing content useful and entertaining were more likely to engage with the campaign by clicking links, sharing content, or participating in promotions. This engagement is linked to the perceived usefulness and ease of use of the content (Davis, 1989).
Social Sharing Behavior: In their study on WhatsApp’s role in social media marketing, Bansal & Sharma (2020) noted that students frequently shared WhatsApp marketing content with their peers. This behavior was more likely when the content was perceived as relevant and useful (e.g., discounts on educational products or job opportunities). Students were also more likely to share marketing messages that aligned with their social identity or academic goals.
Active Participation: A study by Ibrahim & Alhassan (2021) on the effectiveness of WhatsApp marketing among students in Ghana revealed that students were more likely to actively participate in WhatsApp marketing campaigns (e.g., joining discussions, answering surveys, or participating in contests) when the messages were personalized and directly related to their academic or career aspirations. This suggests that engagement is driven by content that meets the students’ specific needs and goals.
The empirical review highlights findings from existing studies on WhatsApp marketing, particularly focusing on student populations.
WhatsApp Usage Among Students:
A study by Adebayo et al. (2020) found that WhatsApp is widely used among university students for both social and academic purposes. Additionally, 85% of the respondents expressed that they were open to receiving promotional messages, but only if they were relevant to their interests.
Perception of WhatsApp Marketing:
According to a study by Yusuf and Olatunji (2021), Nigerian students generally have a positive attitude towards WhatsApp marketing when it is not perceived as spam. However, overuse of the platform for marketing purposes can lead to negative perceptions, such as privacy concerns and frustration.
	WhatsApp as a Marketing Tool:
Research by Nwankwo & Okeke (2022) demonstrated that WhatsApp is a highly effective tool for engaging young consumers, including students, in Nigeria. The study found that students who received personalized messages via WhatsApp were more likely to engage with the brand and share content with peers.
	Effectiveness of WhatsApp Marketing:
A study by Iroegbu (2020) examined how WhatsApp marketing affects student engagement and purchase decisions. The research found that students who viewed WhatsApp marketing as relevant and personalized had a higher likelihood of purchasing promoted products.










CHAPTER THREE
RESEARCH METHODOLOGY

3.1	RESEARCH DESIGN
	This is the framework for conducting the research work by obtaining the require information that is necessary in solving identified problem in the study. A design is defined as a blueprint for information gathering.
	Questionnaire and interview were used to collect data for this study. The interview was conducted at the beginning of this work, in order to enable the research have an insight about the uses and perception of whatsapp markerting among student.
	The use of questionnaire is excellent method of collecting qualitative data for the study consequently; they were designed in such a way as to ensure the collection of data.

3.2	SAMPLE SIZE AND SAMPLING TECHNIQUE
	In choosing a sample population for this study. A simple random sampling method was adopted to select two (2) higher institution out of the eleven (11) presently existing higher institution in Kwara State as a case study.
	The required and relevant information were retrieved from the student of the various institution in the selected higher institution with the use of an opened – questionnaire. It was assumed that the sample is a true representation of the population under the study. Thus, these are institution selected under Kwara State for the purpose of the study.


3.3	VALIDITY AND RELIABILITY OF THE INSTRUMENT
The test – pretest technique was adopted in ascertaining the validity and reliability of the research questionnaire. This is a practical approach whereby the reliability of an instrument is established by asking a respondent who ask completed questionnaire the first time to do so the second time. His responses can then be compared for consistency.
3.4	INSTRUMENT 
	The research instrument use in this research work has mainly the questionnaire prepared by the researcher for the purpose of retrieving appropriate and relevant information, the questionnaire is in two section. Both was for the student of the selected institution.
3.5	POPULATIN OF THE STUDY
	This is made up of student in the above mention selected institution in Kwara State; they include kwara state polytechnic.
	According to Kennur and Taylor (2019). The study of population is the aggregate from which the study is selected.
3.6	PROCEDURE FOR DATA COLLECTION
	The adminstration of the questionnaire was carried out personally by the researcher. The questionnaire was sought permission of the lecturers on administration of the questionnaire. The student involved were addressed before the administration of questionnaire. The questionnaire were administered separately to each student at his/her seat under the supervision of the researcher. The respondent where accorded ask variety of question when and where necessary. The respondents were urged to be hones.

3.7	METHOD OF DATA ANALYSIS
	The responses of the questionnaire administered were statistically analyzed by the researcher using table format: The analysis which was systematically linked according to the questionnaire was an upshot of what the research eventually drawn as conclusion on the impact of social media on students academic performance in higher institution.











CHAPTER FOUR
DATA ANALYSIS AND PRESENTATION OF RESULT
INTRODUCTION
	This chapter focuses on data presentation observed from the distributed questionnaire. The institutional characteristics and background of respondents to the questionnaire would be considered.
	However, explanation of the elements under consideration are grouped on the basis of sex, age, educational qualification, martial status, academic year, application usage and on.
	The analysis is based on the response of the respondents, which incline us to liaise together with reliable information on the impact of whatsapp in student academic performance in higher institutions of such as Kwara State Polytechnic as a case study.
4.1	ANALYSIS OF THE FIELD PERFORMANCE OF THE QUESTIONNAIRES   
In this research project, the instrument for study were administered to students of higher institution of Kwara Polytechnics. The questionnaire administered were adequately responded to. Therefore, the questionnaires distributed were 100 copies (Two hundred) of which the total number of distributed were recovered and validly responded to.



4.2	DATA PRESENTATION OF RESULT
	This presentation and analysis of data was done through the use of tabular formats and percentage. The questionnaire of a study was distributed and validated. Inter-presentation was due on the result of test of the questionnaire and sample percentages used.
Research Questions 1: What influence do student of higher learning received through social media? Answer to this question were provided by 7, 9, 10, 14.
Item 7 whatsapphas influence you not to read you note?
	Options
	No of respondents
	Percentage 

	Strongly Agree
	10
	10%

	Agree
	9
	9%

	Strongly Disagree
	49
	49%

	Disagree
	32
	32%

	Total
	100
	100%


Source: Researchers’ Field Survey 2025.
The table above shows that 10 respondents which represent 10% strongly agree that whatsappcreate influence on student not to read their note; 9 respondents which represent 9% agree, 49 respondents which represent 49% strongly disagree while 32 respondents which represent 32% of the total respondents disagree that whatsapphave postive influence of student academic not to read.

Item 10:	Do you think whatsapp marketing  has an impact on your academic performance          
	Options
	No of respondents
	Percentage 

	Agree
	54
	52.0%

	Disagree
	28
	35.0%

	Strongly Agree
	1
	0.5%

	Strongly Disagree
	17
	12.5%

	Total
	100
	100%


Source: Researchers’ Field Survey 2025.
Table above, show that 54 respondents representing 52% agreed that whatsapp marketing  has impact on academic performance while 28 respondents representing 35% disagree, 1 respondents which represent 12.5% strongly disagree although a respondent representing 17/2% strongly agree that whatsapphad impact on academic performance. 
Item 9:	Do you think time spend on whatsapp limited your reading ability?  
	Options
	No of respondents
	Percentage 

	Strongly Agree
	-
	-

	Agree
	-
	-

	Strongly Disagree
	98
	99%

	Disagree
	2
	1%

	Total
	100
	100%


Source: Researchers’ Field Survey 2025.
Above table shows that 198 respondents representing 99% disagree that time spending on whatsapp influence their reading ability while 2 respondents representing 1% strongly disagree the condition of time spends.
Whatsappcan disconnect one from having active participation with one’s family?
	Options
	No of respondents
	Percentage 

	Strongly Agree
	-
	-

	Agree
	-
	-

	Disagree
	88
	64%

	Strongly Disagree
	12
	36%

	Total
	100
	100%


Source: Researchers’ Field Survey 2025.
	The table above shows that 88 respondents representing 64% disagree with the option that whatsapp disconnect ones from having active influence with one’s family while 12 respondents representing 36% strongly disagree.
	From item 7, 9, 10 and 14 of the questionnaire which answers research question 1, that whatsapp has influenced people not to concentrate on academic of learning, less than 50% strongly disagreed, more than 70% disagree.




Research question 2:	How do people involved in usage of social media? Item 2, 8
Item 2 How often do you use it?
	Options
	No of respondents
	Percentage 

	Daily
	84
	84%

	Twice weekly
	16
	16%

	Monthly
	-
	-

	Total
	100
	100%


Source: Researchers’ Field Survey 2025.
From the above table shows that 84 respondents representing 93 percent make use of whatsapp and 16 respondents represent 7% ensure the usage of 2go application while 20 respondents 
Item 5:	What major activities you do whenever you handle social network.
	Options
	No of respondents
	Percentage 

	Making friends
	8
	16.5%

	Charting
	53
	49%

	New update
	30
	26.5%

	Surfing nets
	6
	6%

	Advertising 
	3
	2%

	Total
	100
	100%


Source: Researchers’ Field Survey 2025.
	From table above shows that 53 respondents representing 49% declared the purpose whenever they engage in chatting and 33 respondents representing 16.5% are making friends on a social network whenever the involve themselves, while 30 respondents representing 26.5 percentage carryout news update and 3 respondents surfing nets and 4 respondents representing 2% duely advertising materials on social network.
	From items 3, 5 of the questionnaire which answer research question 3 was discovered that students of higher learning show much concerned on the usage of social network.
	The above table shows that, 53 respondents representing 93% are frequently daily usage of whatsapp while 16 respondents representing 7% are twin weekly usage of social media, and also know response from request monthly usage.

Item 8:	How many hours do you use of whatsapp during exam?
	Options
	No of respondents
	Percentage 

	I don’t browse at all
	30
	30%

	Less than an hour
	59
	59%

	1 – 3
	11
	11%

	4 – 6
	-
	-

	Total
	100
	100%


Source: Researchers’ Field Survey 2025.
	From the above table it shows that 59 respondents representing 59. percent use whatsapp during exam, less than an hour only, while 86 respondent representing 30 percent decline the usage of whatsapp but between 1 – 3 hours 11 respondent representing 11% used whatsapp during the period of exam.

Research question 3: What kind of social network do frequently use? Answers item 35 of the questionnaire.
Items: Which social network do you use most?
	Options
	No of respondents
	Percentage 

	Facebook
	26
	26%

	2go
	2
	2%

	Eskimi
	15
	15%

	Whatapp
	52
	52%

	Yahoo messenger
	5
	5%

	Total
	100
	100%


Source: Researchers’ Field Survey 2025.
	Whenever indulge the attitude of chatting and news update which implies that 52 percent with the usage of whatsapp 52 percent of Eskimi usage claimed their important towards the usage of social network while 2 percent decide to make use of yahoo messenger to do the chatting and updating.
Research Question 4:	Do student engaged in usage of whatsapp2 answers item 2 
Items 12: Since when have you started using any of the social media
	Options
	No of respondents
	Percentage 

	1 – 2 years
	5
	5%

	2 – 3
	15
	15%

	3 – 4
	80
	80%

	Total
	100
	100%


Source: Researchers’ Field Survey 2025.
	Above table shows that 5 respondents representing 5 percentage gave approximately figure of when they engage in the usage of whatsapp and 15 respondents representing 15% started using whatsapp two years to three years ago while 80 respondents representing 80% started 3 to 4
Items 15:	Which of the problem have you encountered on social media?
	Options
	No of respondents
	Percentage 

	Sexual harassment 
	30
	30%

	Victim of cyber crime
	40
	40%

	Seeing absence
	20
	20%

	Idle talk
	10
	10%

	Total
	100
	100%


Source: Researchers’ Field Survey 2025.
The shows that the above gave assumption that students are victims crime challenge since 30 respondents representing 30 are victims of sexual harassment, 40 respondents representing 40% are victims of cyber crime and also 20 respondents representing 20%, while 10 respondents representing 10% involve themselves in idle talk.
4.3	DISCUSSION OF FINDINGS
This research work have  been able to attain a level of authenticity and reliability  as it conforms to what is obtainable in three different theories of communication which  are uses and gratifications theory  and cultivation theory and the social learning theory .
	In uses and gratification theory which is an approach to understand why and how people influence through specific whatsapp to satisfy their needs and also focus on why people use basic whatsapp form in regards , student  of the two higher institution  claim whatsapp influence them not to read their note about 7.5% of respondents in item of the questionnaire strongly agree that whatsapp is a continuous  information transformation of knowledge by which people  can enrich in quality of  their learning but base on  the fact that persistence influence on whatsapp it tend to detriments their level of concentration in whatsapp had disconnected them  to relate to immediate family. Therefore, they acknowledge whatsapp as good for enlighten  for people in higher school of learning, The skills acquire in school in item 9, 10, 14 of the questionnaire. These answers or unravels the question of why people use certain whatsapp form which uses and gratification theory is all about  
	Relating  the findings of cultivation theory which  is a social theory that examine the long term effect of whatsapp exposure i.e the effect of long term  viewing of whatsapp on academic performance  towards  the attitudes and behaviors  of people . and this justify the reason why more than 90%  of the respondents in items 2,8 of the questionnaire calming social  media has enable students  of higher  institution  to  involved in frequent  usage of social media. 
	With about 49% of the respondents engage in whatsapp activities  such as making, chatting, new update, surfing nets, also advertising activities to imbibe in the attitude social culture conforming with cultivation  theory with position that adores societal cultivation that relate to modern culture most people get to  redness  direct experience absorb through the usage of social media.
	Social learning theory by Albert Bandura which emphasize the importance of observing and modeling the behaviours, attitudes, and emotional reactions of others. It further revealed the response of the respondents in item 10 and 14 of the questionnaires as more than 13% agreed that whatsapp has influence them to loose total concentration on their  academic performance  and with about 93% of daily usage of the social  media  make  us realized  that student show more interest on whatsapp rather  than concentrate on academic performance. As a result of this student imbibe the culture of total commitment towards whatsapp in order to improve their level of interaction. Items 14, of the questionnaires disagree that whatsapp can disconnect one from having  active influence to one’s family with 64% respondent. Therefore, social theory recognizes that most human learning takes place through enlightened of other people through various communications.  



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
.
5.1	SUMMARY
	The research has shown  that higher institution student behave very difficulty when using whatsapp as part of their academic learning.
	Some student happily use whatsapp site to share information above their course with their peers, in a similar way to how they take with their fellow student.
	Others are much more targeted in their use of online tools and will only log on to get information they need, when they need it. In view of this whatsapp are identified as a factors that determining whatsapp on student academic performance in the school settings. 
	It is to be noted that, this research project has to show the impact of whatsapp on student academic performance school in Kwara state higher institution such as Kwara State Polytechnic. Although, social setting of a student academic areas can be influenced by a variety of factors other than social media. Whatsapp is still the most important variable that enhance the academic performance of student in the institution arena, based on this situation that prospect and also enhance. The student performance in academic arena for this reason, whatsapp becomes an essential factor that influence people, literate and illiterate groups in the society settings where student involved. Whatsapp also remains the basic determinant of actual work performance.
	Nevertheless, the finding has not in any way disputed the value of whatsapp in any educational enterprises but implies that to some selected higher school of learning in Kwara state area are capable of increasing the level of school and their academic performance and can ever optimized their performance, if it is fully utilized the productive capacity of its lecturer or any employed generally. This can be done through the effective motivation influence of its teachers like prompt payment of salary and allowance, the provision of job security, adequate promotion an participating of lecturers in decision making process in the institution.
	In addition the use of the internet has made whatsapp a hot research topic and modern social network analysis is widely known and exploited nowadays.
	However for the research conducted, majority of the people agreed that whatsapp cannot be separated from students even it done more harms on academic performance but it has some important factors that attached to it.
5.2	CONCLUSION
	This research study aimed to find out the impact of whatsapp on student on student academic performance in the two higher institution of learning, Kwara State Polytechnics 
	The observations drawn from empirical data shows that the student have started using whatsapp for academic purpose, while some student perceived whatsapp as a distraction and were hesitant to share their feelings and high percentage of respondent found. It an important measure to search for information join education network and work for career opportunities.
	Infact, the use of whatsapp gave them a sense of belonging to an academic community, since the students on a whole gave a more scoring response to using whatsapp to talk about class assignment and inclusion of college related student focused groups and social network. Therefore the use of whatsappand gratification highlighted in this study shown that whatsappas significant influence in the academic performance of student. Yet the use of those whatsapp has to be discipline as it an lead to distraction from educational activities.
	In addition, to the above suggestion whatsapp lead to academic distraction, since whatsapp has become important and indispensable factor in the hand of government to encourage the management to implore their efficiency, effectiveness and performance of the lecturer in some selected institution to established factor that discourage the use whatsappin the academic learning.
	The research also concluded that large section of student capitalize on the important of human class room face to face instruction the whatsapp used for education 
5.3	RECOMMENDATIONS 
From what has been studied  in this research work, on the impact of whatsapp on student’s academic performance. some insights have gained from the student  research finding, upon which these recommendations would be based. It is important to note that whatsapp on students academic performance would be recommended here as follows:
Government should regulate the use of whatsapp to forestall possible abuse of them by the youths.
· Efforts should be made by the social network developers to cater for the educational needs of their users.
· Guidance and counseling units of the higher institutions should be charged with the duty of sensitizing the youth on the best productive ways to use social media.
· Religions organizations and their leaders are called upon to always preach against using the networks to commit crimes.
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