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ABSTRACT
This study investigates the public perception of WhatsApp as an online marketing tool by entrepreneurs, emphasizing its potential and challenges. WhatsApp, a popular social media platform, offers unique marketing strategies that differ from traditional methods, allowing businesses to engage directly with consumers at minimal cost. Despite its widespread use and significant impact on marketing goals, profits, and brand recognition, concerns about data privacy, spam, and false information persist, affecting its overall effectiveness. The research, conducted at Kwara State Polytechnic, highlights the need for entrepreneurs to address these issues to leverage WhatsApp's full marketing potential.
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CHAPTER ONE
1.0 INTRODUCTION 
1.1  	BACKGROUND OF THE STUDY 
Social media marketing (SMM) (also known as digital marketing and e-marketing) is the use of social media—the platforms on which users build social networks and share information—to build a company's brand, increase sales, and drive website traffic. In addition to providing companies with a way to engage with existing customers and reach new ones, social media marketing (SMM) has purpose-built data analytics that allow marketers to track the success of their efforts and identify even more ways to engage.
Turner (2019) social media has quickly changed the contemporary marketing approach. It has established a connection between marketers and other consumers, creating new possibilities and opportunities with the aim of increasing consumer brand awareness. In order to attract consumers’ attention and address customization of their needs, advertising specialists have started using social networking website appeals in their ads. Their aim is to encourage users to share the brand image and to develop free advertising. Turner (2019).
Nelson (2022) WhatsApp is one of the social networking sites that is used to a large extent in influencing the buying pattern, attracting and gaining more customers and consumer. WhatsApp has some marketing strategies that is not present in the traditional marketing strategies. Promoting even small firms and businesses using social media (such as WhatsApp) is a less expensive solution than taking the risk of paying large sums to advertise in non-virtual media. When most consumers join a brand group on WhatsApp, it is possible for the information that they receive from other users to influence their brand perceptions and purchase intentions Nelson (2022).
Bukayo (2020) WhatsApp is one of the social networking sites used as a tool for by entrepreneur as an online marketing. it is one of the most advanced forms of direct marketing that allows users to reach their target market for free or for a minimal investment. Because of its local and global character, advanced applications, and unstoppable growth, WhatsApp has huge marketing potential. Through it, users announce the message they want to convey to others in different ways. In addition, besides the young people, there is growing number of adults, intellectuals and business people around the world who use WhatsApp. Bukayo (2020). However, this research is set to find out the public perception on the use of WhatsApp as online marketing tool by entrepreneurs.
1.2. 	STATEMENT OF RESEARCH PROBLEM
Marketing through social networks is a process based on the promotion of existing and potential customers (target market) to voluntary and free exchange of information about a product or service, to comment, to Like it, and thus allow the organization to ensure that the maximum amount of exposure of promotional message to customer.
The WhatsApp is the most advanced form of direct marketing that allows users to reach their target market for free or for a minimal investment. Because of its local and global character, advanced applications, and unstoppable growth, WhatsApp has huge marketing potential. Through it, users announce the message they want to convey to others in different ways. In addition, besides the young people, there is growing number of adults, intellectuals and business people around the world who use WhatsApp.
WhatsApp is use by entrepreneur as an online marketing tool but the Influence it had on the marketing strategy of an entrepreneur is been undermined by the various crime and atrocities that can be carried out on the platform. For example, WhatsApp has been accused of posing risks for many users, particularly young people.
WhatsApp has been used to facilitate “new” crimes such as revenge porn, prompting calls for harsher punishment. Due to the fact that online threat like scamming is growing rampantly on WhatsApp and others social network, people hardly believe marketing activities they come across on the platform. so, this had reduced the effectiveness WhatsApp play in the promotion of an entrepreneur marketing activities which led to the research on public perception on the use of WhatsApp as online marketing tool by entrepreneurs.
	
1.3. 	RESEARCH OBJECTIVES
The general objectives of this research work are to critically examine the perception and uses of WhatsApp for an online marketing among entrepreneur as research tool, for business of learning. However, the specific objectives of the study are to; 
i. To determine the uses of WhatsApp as online marketing tool among entrepreneurs
ii. To understand the public perception of WhatsApp as an online marketing tool among entrepreneurs 
iii. To investigate the effect of WhatsApp as an online marketing tool among entrepreneurs.

1.4	 RESEARCH QUESTIONS
1. What are the uses of WhatsApp as an online marketing tools by entrepreneurs?
2. What are the audience perception of WhatsApp as an online marketing tool by an entrepreneur?
3. What are the effects of WhatsApp as an online marketing tool by an entrepreneur?
4. How do customers attitudes towards WhatsApp marketing vary by demographic factors?
5. To what extent do consumers trust information and promotions received via WhatsApp from entrepreneurs?
1.5. 	SIGNIFICANCE OF THE STUDY
The study is quite significant in considering the problem area which the study is predicated upon which the study of uses of WhatsApp as an online is marketing among entrepreneur. The goal is to identify the key themes, trends and perceptions. The first step is to examine this issue for the purpose of developing research on grounded policy while offering recommendation that can improve proper usage of the WhatsApp as an online marketing among entrepreneur.
1.6	 SCOPE OF THE STUDY
The study will be carried out in some selected institution in Ilorin. To respond to questionnaires about the business to take care in their perceptional uses of WhatsApp as an online marketing as a research tool for business of entrepreneurs of learning while such impact of WhatsApp as an online marketing might be in existence through irregular studying online and WhatsApp online marketing tools by entrepreneurs.
 
The prime focus of this research will be youth within the ages of 18 to 35 and the study will last for the period of 2-4 weeks.

This study is mainly concentrated on the uses of WhatsApp as an online marketing as research tool for business of entrepreneur of learning it needs to be clearly and specifically stated that the study was conducted only in the selected online marketing and was not extended from the selected among entrepreneur.
1.7	 DEFINITION OF KEY TERMS 
To avoid the problem of confusion and misunderstanding of the research work, those are the definition of some key terms used such as public, perception, social media, marketing, tools, entrepreneur, research tool, WhatsApp and online marketing.
1. Public: This is referring to the people in general, regardless of membership of any particular group. Public is also known as the audience. Public is the group of people that answers the research questions. Public are the people that say their perception about the use of social media as an online marketing tool by entrepreneur (A case study of WhatsApp) 
2. Perception: is the ability to see, hear or become aware of something through the sense. Perception is also the way in which Something is regarded, understood, or interpreted by someone. This is the organization, identification and interpretation of the public concerning the use of social media as online marketing tool by entrepreneur (A case Study of WhatsApp).

3. Social media: This refers to the means of interactions among people in which they create, share and exchange information and ideas in virtual communities. Social media is a platform that allow users to have conversations, share information and create web content. It can also be used to promote businesses, organizations and causes, as well as to stay informed about current events and trends social media influence is a marketing terms that describes an individual's ability to affect other people's thinking in a social online community.
4. Marketing: It is the promotion, distribution and selling of a product or service. Marketing value to meet the needs of a target market in terms of goods and services. It can also be said as the process of getting people interested in your company's product or service.

5. Tool: A mechanical device intended to make a task easier. A tool is a can be a hand-held device that aids an entrepreneur in accomplishing a task.

6. Entrepreneur: is an individual who sets up a business taking on financial risks in the aim of making profits is an entrepreneur. An entrepreneur Is someone who is creative, innovative and can take risk to achieve a goal

7. Online marketing: This is defined as the component of marketing that uses the internet and online based digital technologies such as desktop, computers, mobile phones and other digital devices to promote products and services. It is also defined as the promotion of brands to connect with potential customers, using the internet and other forms of digital communication.
8. WhatsApp online marketing: This refers to the means of interaction among people in which they create, share and exchange information and users to virtual, commodities and network. Andreas Kanplan (2006) defined WhatsApp online marketing as "a group of WhatsApp online marketing-based application that build on the ideological and technological foundation of web and that allow the creation and exchange of their generated contents". In addition, it is a medium in which people interact, chat and associate through the use of WhatsApp online marketing.

























CHAPTER TWO
LITERATURE REWIEW
2.1	CONCEPTUAL FRAMEWORK 
INTRODUCTION

WhatsApp as an online marketing tool among entrepreneurs revolves around its ability to facilitate direct communication targeted marketing, rich media content, customer engagement, and analytics-driven optimization. By leveraging these concepts, entrepreneurs can effectively reach and engage with their target audience, drive brand awareness, and ultimately, achieve their business goals. WhatsApp and WhatsApp Business App offers businesses a comprehensive set of features and functionalities specifically designed to support their marketing and communication needs. From professional profiles and messaging tools to analytics and catalogues, WhatsApp and WhatsApp Business provides businesses with the tools they need to engage with customers effectively and drive results in their online marketing efforts. WhatsApp offers businesses a powerful platform for online marketing, allowing them to connect with their audience in a direct, cost-effective, and engaging manner while leveraging rich media content and fostering two-way communication.
This chapter focuses on discussing the key concept of this study, the theoretical framework and related research.
2.1.1. 	Concept of WhatsApp
WhatsApp is a free, multi-platform messaging app that lets you make video and voice calls, send text messages, and more — all with just a Wi-Fi connection. With over 2 billion active users, WhatsApp is especially popular among friends and family who live in different countries and want to stay in touch. WhatsApp's global popularity is due in large part to its accessibility, cross-platform functionality, and simple, straightforward features. 
WhatsApp might be a little-known as messaging app in the US, but in many parts of the globe, it's an essential part of everyday life. The Facebook-owned app is easily one of the most popular messaging services in the world. It was one of the first mobile apps to offer free, internet-based messaging. Instead of sending texts using cellular-data networks, where fees may apply, WhatsApp primarily relies on a Wi-Fi connection to send and receive messages and calls for free. Not only is WhatsApp simple to use, it also offers far more features and customizations than traditional SMS messaging — all for free. WhatsApp is a free, multi-platform messaging app that lets you make video and voice calls, send text messages, and more all with just a Wi-Fi connection. 
To understand WhatsApp's popularity, it is important to understand that it was one of the first mobile apps to offer free, internet-based messaging. Instead of sending texts using cellular-data networks, where fees may apply, WhatsApp primarily relies on a Wi-Fi connection to send and receive messages and calls for free. 
WhatsApp is also a free mobile messaging application, massively used for international messaging video calls. Its lets users make free voice calls, face-to-face video calls or text message by using wired internet connection or connecting device to WiFi. Users avoid SMS and data usage mobile carrier’s fees that are typically associated with texting and voice or video messaging.
Fast forward to now: WhatsApp is preferred by over 2 billion users for its ability to streamline communications, no matter their device or location.
2.1.2   History of WhatsApp
Brian Acton and Jan Koum, both veterans of Yahoo, founded WhatsApp Inc. in early 2009. The name was designed to sound like the greeting "what's up?" combined with "app," shorthand for application. WhatsApp was not originally intended to be a messaging app but an app that would attach statuses to people in iPhone users' contact lists.	
WhatsApp 2.0 launched later in 2009, when Apple launched push notifications, which let apps notify users even when they aren't actively using the app. With this capability, WhatsApp users could use the app to notify and message others. It also made WhatsApp one of the first messaging applications to use an internet connection instead of cellular networks for messaging and calling.
In 2014, Facebook bought WhatsApp for $19 billion. The acquisition weakened WhatsApp's privacy rules and introduced new add-ons, such as WhatsApp business. In 2016, WhatsApp launched its video chat feature.
The app initially gained widespread adoption outside the U.S. As of 2020, WhatsApp said it had more than 2 billion users globally. It has retained standing as the leading messaging app favored by users outside China, according to GWI's 2022 Social report on social media trends.



2.1.3	Core Features of WhatsApp 
While WhatsApp is similar to other messaging services like iMessage or Messages by Google, it still offers a few key advantages, the most significant being cross-platform functionality (between Android and IOS, for example). 
At a glance, WhatsApp may seem like nothing more than a text messaging app, but it can do much more. Here's a brief rundown of WhatsApp's core features:
· Voice and video calls: In addition to voice calls, WhatsApp also offers video calls, including a group function, which allows up to eight participants on one call. 
· Voice messaging: You can record and send voice messages to individual chats or group chats.
· Secure messaging: WhatsApp uses end-to-end encryption, a secure communication standard where only the people who are messaging can read the messages. 
· Photos and video sharing: You can send videos, photos, and GIFs without worrying that your images will be pixelated or not downloadable, which can sometimes happen across SMS messages between different mobile platforms and wireless carriers. 

· Document sharing: WhatsApp lets you send all kinds of documents, such as PDFs, spreadsheets, and slideshows without the hassle of email or separate document-sharing apps. 
· Desktop access: WhatsApp offers a desktop version for Mac and for PC. 
 2.1.4	Uses of WhatsApp

· Sending messages and joining groups
· Making voice and video call
· Making free international calls
· Sharing photos and other media
· Sending voice messages
2.1.5	 Advantages of WhatsApp
You reach large audience: There are millions of people using WhatsApp platforms. It's a great opportunity to reach a large pool of people that are interested in your product or services.
· You have a direct connection with your audience: WhatsApp is one of the few marketing strategies that allow you to connect directly with your audience.

· You can create organic content: The ability to post an organic content free is an incredible benefit of WhatsApp for business.

· You build your brand: One advantage of WhatsApp and social media marketing is the ability to build your brand. When you connect with interested leads, you expose them to your brand.

2.1.6 	Concept of Entrepreneur
An individual with innovative ideas, goods & services, who bears the risk and enjoy rewards, is an entrepreneur. They play an important role by generating economic wealth, growth, and innovation using skills and initiative. Entrepreneurs frequently start a modest firm with a long-term vision and consider- able risk to make a lot of money and gain market share with a novel idea. (Srinivasan &Venkataraman 2018). The entrepreneur is someone who always seeks opportunities and is always ready to take risks. Entrepreneurs use social media to reach out to consumers and target groups, connect with them and relate to them in a way that builds trust in the businesses that supply goods or services.
Entrepreneurs are individuals who embark on the journey of creating, organizing, and managing businesses or startups, often with a vision to introduce new products, services, or solutions to the market. They are driven by a passion for innovation and a desire to solve problems or fulfill unmet needs. Entrepreneurs often demonstrate traits such as creativity, resilience, adaptability, and a willingness to learn from both successes and failures. They play a crucial role in driving economic growth, job creation, and technological advancements in societies around the world. From small-scale ventures to multinational corporations, entrepreneurs come from diverse backgrounds and industries, united by their entrepreneurial spirit and determination to make a meaningful impact on the world.
They play an important role by generating economic wealth, growth, and innovation using skills and initiative. Entrepreneurs frequently start a modest firm with a long-term vision and consider- able risk to make a lot of money and gain market share with a novel idea. (Srinivasan &Venkataraman 2018). The entrepreneur is someone who always seeks opportunities and is always ready to take risks. Entrepreneurs use social media to reach out to consumers and target groups, connect with them and relate to them in a way that builds trust in the businesses that supply goods or services.

2.1.7 	Types of an Entrepreneur
Every entrepreneur is different and their goals also differ from each other. The few types of entrepreneurs are:
I. Opportunist
These types of entrepreneurs are optimistic individuals that put more concern on building profits and wealth. They always look to find well-timed opportunities. They can be impulsive with the ability to pick out financial opportunities, get in at the right time, stay on board during the time of growth, and exit when a business hits its peak.
II. Innovator
These are the individuals who work on what they love. They are the innovators that come up with great ideas or products that no one has thought of before. Instead of focusing on money, they care more about the impact that their products and services have on society.
III. Builder
These individuals seek to build out a strong infrastructure by hiring the best talent and seeking the best investors. Builders seek to create a scalable business within a short time frame. They have tempera- mental personalities that are suited to the fast growth they desire but can make personal and business relationships difficult. (Jagongo & Kinyua 2013)
IV. Specialist
These individuals are analytical and risk-averse. They have a strong skillset in a specific area obtained through education or apprenticeship. A specialist entrepreneur builds out their business through networking and referrals, resulting in slower growth than a builder entrepreneur.
2.1.8  Challenges facing Entrepreneurship in Nigeria
Ann and Agu (2012) in their study titled “The Role of Entrepreneurship in Economic Development: The Nigerian Perspective”, highlighted 18 challenges entrepreneurs face in Nigeria in their quest to build and grow their businesses, which are interrelated and interconnected with several entrepreneurial challenges identified by Olusanya and Oyebo (2012), Eriobunah and Nosakhare (2013), and Okeke and Eme (2014):

1. Inadequate, inefficient, and at times, non-functional infrastructural facilities, which tend to escalate costs of operation as SMEs are forced to resort to private provisioning of utilities such as road, water, electricity, transportation, communication.
2. Bureaucratic bottlenecks and inefficiency in the administration of incentives and support facilities provided by the government. These discourage prospective entrepreneurs while stifling existing ones.

3. Lack of easy access to funding/credits, which can be traceable to the reluctance of banks to extend credit to them owing, among others, to poor and inadequate documentation of business proposals, lack of appropriate and adequate collateral, high cost of administration and management of small loans as well as high interest rates.
4. Discrimination from banks, which are averse to the risk of lending to SMEs especially young startups.
,
5. High cost of packaging appropriate business proposals.
6. Uneven competition arising from import tariffs, which at times favour imported finished products

7. Lack of access to appropriate technology as well as near absence of research and development.
8. High dependence on imported raw materials with the attendant high foreign exchange cost and scarcity at times.
9. Weak demand for products, arising from low and dwindling consumer purchasing power aggravated by lack of patronage of locally produced goods by the general public as well as those in authority.
10. Unfair trade practices characterized by the dumping and importation of substandard products byunscrupulous businessmen.

11. Weakness in organization, marketing, information-usage, processing and retrieval, personnel management, accounting records and processing.
12. High incidence of multiplicity of regulatory agencies, taxes and levies that result in high cost of doing business which ultimately discourage entrepreneurs.

13. Widespread corruption and harassment of SMEs by some agencies of government over unauthorized levies and charges.

14. Absence of long-term finance to fund capital assets and equipment under project finance for SMEs.

15. The lack of scientific and technological knowledge and know-how, i.e.
(a)  Lack of equipment.
(b) Lack of process technology, design, patents, etc.
(c) Inability to meet stringent international quality standards, a subtle trade barrier set up by some developed countries in the guise of environmental or health standards.
(d) The inability to penetrate and compete favorably in export markets either because of poor quality of products, ignorance of export market strategies and networks or lack of appropriate mechanism and technology to process, preserve and package the products for export.
16. Lack of initiative and administrative framework or linkage to support and sustain entrepreneurship development, which to a large extent, is also a reflection of poor technological capability or intellectual resource.
17. Lack of appropriate and adequate managerial and entrepreneurial skills with the attendant lack of strategic plan, business plan, succession plan, adequate organizational setup, transparent operational system.
2.1.9. 	WhatsApp ( Social media) and Entrepreneur 
Entrepreneurs use WhatsApp and other social media platforms to create new connections and relationships with customers and deal- ers. The way business people and entrepreneurs communicate, find entrepreneurial possibilities, engage many stakeholders, and link to the external ecosystem is changing as a result of social media technology. (Stockdale et al. 2012) Entrepreneurs use WhatsApp for creating awareness and building customer relationships. In entrepreneurship, social networking is critical and extremely valuable for the entrepreneur in building an entrepreneurial strategy, to which educational institutions, universities, families, and peer groups all contribute significantly. 
WhatsApp has enabled entrepreneurs to connect and form relationships with others who share similar interests, allowing for collaboration and creativity. (Steel 2017). Consumers increasingly respond to and share their opinions on companies, advertisements, goods, consumer experiences, and other topics. Entrepreneurs are required to be able to communicate with consumers, provide them with more and more frequent information, be more confident, and boost the firm’s e-reputation. (Ajjan et al. 2015). The rise of social media has influenced how entrepreneurs conduct their daily operations. Entrepreneurs have more opportunities to engage with people thanks to WhatsApp and other social media, which has helped them overcome typical difficulties like seeking professional advice. (Datta et al. 2020). Through networks where entrepreneurs may form ties with other entrepreneurs, social media also encourages innovation and co-creation.
2.1.9 Areas Of Usage Of Whatsapp By Entrepreneurs
Entrepreneurs are using WhatsApp for different purposes in different areas. These areas are as follows:
· Innovation search
Entrepreneurs seek, search and gather information by using WhatsApp. The information can be gathered to gain knowledge on how to run a business, hire an expert in case of a lack of funds, lack of expertise, solve problems, and overcome weaknesses. With the help of social media, entrepreneurs can think out of the box and explore new areas for cost-effective business solutions. An innovative entrepreneur with entrepreneurial alertness takes great advantage of WhatsApp in scanning and searching, and connecting information in the markets.
· Marketing
Entrepreneurs use WhatsApp to market their products and services on various social media plat- forms. It helps entrepreneurs to search for target customers, increase the visibility of products to drive sales, build a relationship with customers, brand management, brand image, etc. Entrepreneurs achieve these aims by posting messages related to promotional activities, and endorsements about their business and products, and in return customers give feedback by liking, commenting, and sharing their posts. (Taiminen et al. 2015). Entrepreneurs with a lot of experience and past knowledge are better at analyzing risk, dealing with new situations, and developing new products and services to fulfill client needs.
· Business networking
Entrepreneurs use WhatsApp to interact with people from a different geographical location with similar or diversified profiles. WhatsApp helps entrepreneurs to create, enlarge, and strengthens their network. (Stieglitz et al. 2018). They use different WhatsApp and other social media platforms to enlarge their connectedness and to tie strong relationships with customers. Entrepreneurs use WhatsApp to improve and evaluate entrepreneurial ideas, as well as gain much-needed resources for launching a firm, both locally and remotely.
· Crowd funding
Crowd funding is a practice in which a community pools money to finance certain activities. Crowd- funding is helpful for entrepreneurs because customers collaborate with entrepreneurs by support, donation, and monetary participation sometimes without any reward when they like entrepreneurs’ innovative ideas. The crowdfunding approach enables entrepreneurs to obtain assistance from a large number of strangers while also providing others with a practical means to contribute to their business. Entrepreneurs report feeling respected and legitimate after obtaining favorable feedback, encouragement, and financial support. (Olanrewaju et al. 2020).
2.1.10 Role and Outcome of Social Media Usage By Entrepreneurs
Entrepreneurs use social media for several purposes and in return, they get so many outcomes. The following outcomes are:

· Creates value
Entrepreneurs always wish to have good value in the market and to have interaction with customers from different locations. (Azhar& Akhtar 2020). They utilize a variety of social media platforms to reduce transaction costs, enhance information access and transmission through improved communication channels, and improve marketing techniques.
· Improves business performance
When an entrepreneur uses social media frequently it leads to high business performance both financially as well non-financially. Social media allows entrepreneurs to express their ideas and thoughts to a large audience. Customers give feedback by liking and sharing posts and thus improving the performance of entrepreneurs. (Secundo et al. 2020). Customers influence by the reviews that entrepreneurs get from other buyers and even buy the goods and services that the entrepreneur post on social media and thus enhancing the performance.

· Enhancement of entrepreneurial business process
An individual starts a business by exploring innovative ideas. With the help of social media, an entrepreneur can find new ideas. Finding opportunities, running a business. looking for venture capital, growth in the market, increasing sales, and finding and reaching target customers all are the main goals of every entrepreneur and with the help of social media, the entrepreneur runs the business process very smoothly.
· Drive business innovation
Innovation can be achieved on social media by co-creation with customers. Entrepreneurs drive business innovation through social media by searching, interacting, and transferring knowledge and ideas with customers. (Stanko et al. 2017). Discovering techniques from various institutional settings and legitimizing ideas through social media are two ways to create innovation.
· Monitor competitors
Entrepreneurs who want to succeed in business should know what their competitors are up to. It will be hard for an entrepreneur to successfully promote their products/services without a reliable understand- ing of what they do. (Stankovska et al. 2016) With social media, entrepreneurs can see the post and the upcoming project or information of the competitor.
· Aware people of the existence
One of the finest locations to communicate an entrepreneurial journey’s tale and information is on social media. Sharing both your successes and failures. Being transparent about your business will at- tract rivals. Social media is the best place to show your spark to everyone. Awareness is very important as social media is used by billions of people around the world entrepreneur can gain a good advantage from social media.
· Get feedback for free
An entrepreneur cannot create his or her product or service. It certainly can, but it won’t earn a lot of money doing so. Asking people directly is one of the finest methods to learn what they want. En- trepreneurs, on the other hand, have constant access to free criticism thanks to social media. Customer support has increasingly moved to social media. Most clients now anticipate a social media reaction in under 45 minutes. (Salamander, G. 2022).

2.1.11 Importance of WhatsApp as an online marketing tool
With the popularity of digital marketing on the rise, many businesses are investigating how WhatsApp can help them promote their products and services to potential and existing customers. The following are some of the  certain advantages of using WhatsApp as an online marketing tool: 
i. Cost-Effectiveness: The financial barriers to WhatsApp marketing are quite low compared to others. The majority of social media sites are free to access, create profile and post information. Whereas traditional marketing campaigns can cost millions of Naira or Dollars as the case may be, WhatsApp is a online marketing tools which is free for business use. Businesses can run highly successful social media marketing campaigns on a limited budget. Pay-per-click advertisements on sites such as Facebook are "geo-targeted" according to specific criteria, to reach the intended audience. The viral nature of social media means that each person who reads your posts has the capability to spread the news farther within his own network, so information can reach a large number of people in a short time.
ii. Social Interaction: One of the most notable phenomena of WhatsApp is how it has increased and created new forms of social interaction. People spend more than a quarter of their time online involved in communication activities, which is equivalent to the total time spent online for general leisure and entertainment. Social networking sites have become so pervasive that they are the most popular internet destinations. Not only has new media demonstrably altered how often people communicate online, but it has also enlarged the pool of individuals they communicate with, and led to new ways for behaviors to be influenced.

iii. Interactivity: As observed by Steuer (1992) in Ronald et al (2011), unlike watching TV or listening to the radio, the interactivity of WhatsApp lets consumers become more than just passive recipients of stimulation. Interactivity can be broadly described as the extent to which users participate in modifying the form and content of a mediated environment in real time. Interactivity is one of the defining characteristics of new media technologies, giving greater access to information as well as supporting increased user control of and engagement with social media content.

iv. Targeted market: WhatsApp provide marketers with the ability to target audiences and consumers based on site users' personal interests and what their friends like. For example, if you list country music as one of your interests on a social networking site, you will most likely be seeing ads about country music concerts and artistes. Some sites' advertising will also highlight which country artistes your friends like to provide a personal connection. With such "smart" marketing, and advertising, marketers effectively reach the people who are most interested in what they have to offer. Furthermore, using WhatsApp as an online marketing tool enables-word-of-mouth to promote products beyond what advertising alone does.

v. Customer Service: Customer service is another crucial area for WhatsApp online marketing. Sometimes website designers cannot avoid a certain degree of complexity in the architecture of a website. Therefore, it is necessary to have a thoughtful customer service system. Links to Frequently Asked Questions (FAQs) and links to online representatives are useful in order to assist customers in the selection or buying process. A marketer should not just offer online assistance. In many cases, it is more convenient for customers to call a company. Therefore, the use of a toll free phone number for customers should be considered.
2.1.12 Why Entrepreneurs Should Use WhatsApp as an online Marketing in Their Businesses
With the use of WhatsApp as an online marketing tool, entrepreneurs can reach a larger number of prospective customers in a more spontaneous and simultaneous way without paying huge advertising fees.
With the use of WhatsApp as an online marketing tool, entrepreneurs can increase traffic to their brand which promotes their products and services on these social networking platforms.
Using WhatsApp as an online marketing tool complements other marketing strategies such as radio/TV, newspaper/magazine, and outdoor (i.e. billboard) advertising which are all highly paid forms of advertising campaign.
Entrepreneurs, especially owners of Small and Medium Enterprises (SMEs) can build credibility by creating groups and community and responding to questions raised by customers through the use of WhatsApp. 

WhatsApp and other Social Media platforms have information such as user profile data, which can be used in targeting a specific set of users for advertising – a strategy otherwise known as geo-targeting.
2.1.13 Concept of WhatsApp as an online marketing tool among entrepreneur
Entrepreneurs recognize WhatsApp as a powerful online marketing tool due to several key concepts:
A. Direct Communication: WhatsApp enables entrepreneurs to communicate directly with their customers and prospects in real-time. This direct communication fosters personal connections and allows entrepreneurs to provide personalized assistance, answer questions, and address concerns promptly, enhancing customer satisfaction and loyalty.
B. Cost-Effective: Compared to traditional marketing channels such as SMS or phone calls, WhatsApp marketing is often more cost-effective. Entrepreneurs can send messages, updates, promotions, and customer support without incurring additional expenses for each message sent, particularly for international communication, making it a budget-friendly option for startups and small businesses.
C. Targeted Marketing: WhatsApp allows entrepreneurs to create targeted marketing campaigns by segmenting their audience based on various criteria such as demographics, interests, or purchasing behavior. This targeted approach ensures that marketing messages are relevant and tailored to the specific needs and preferences of different customer segments, improving engagement and conversion rates.

D. Rich Media Content: WhatsApp supports various types of rich media content, including text, images, videos, audio messages, and documents. Entrepreneurs can leverage these multimedia formats to create engaging and visually appealing marketing materials that capture users' attention and convey their messages effectively, enhancing the impact of their marketing efforts.
E. Customer Engagement: WhatsApp enables entrepreneurs to engage with their customers in interactive ways, such as conducting surveys, polls, contests, or quizzes, fostering engagement and interaction. By involving customers in these activities, entrepreneurs can gather valuable feedback, insights, and data that can inform their marketing strategies and product development decisions.

F. Customer Support: Entrepreneurs can use WhatsApp as a customer support tool to provide assistance, resolve issues, and address inquiries in real-time. This proactive approach to customer support helps entrepreneurs build trust, credibility, and positive relationships with their customers, leading to increased satisfaction and retention.
G. Analytics and Insights: WhatsApp provides entrepreneurs with access to metrics and insights about their messaging activities, including the number of messages sent, delivered, and read. These analytics help entrepreneurs track the effectiveness of their marketing campaigns, measure ROI, and identify areas for improvement, enabling data-driven decision-making and optimization of marketing strategies.
2.2. 	THEORETICAL FRAMEWORK
In today's research the uses and gratification theory would be used in analysis the public perception on the use of WhatsApp as online marketing tool by entrepreneurs.
2.2.1. 	The Uses and Gratification Theory

The Uses and Gratification theory discusses the effects of the media on people. It explains how people use the media for their own need and get satisfied when their needs are fulfilled. In other words, it can be said that the theory argues what people do with media rather than what media does to people. Also, this theory is in contradiction to the Magic Bullet theory, which states that the audience is passive. This theory has a user/audience-centered approach. Even for communication, say – interpersonal, people refer to the media for the topic to discuss among themselves. By referring the media, they gain more knowledge and exposure to the world beyond their limited eyesight.
There are several needs and gratification for people. They are categorized into five needs.
· Cognitive needs
· Affective needs
· Personal Integrative needs
· Social Integrative needs
· Tension free needs
Cognitive needs:

People use media for acquiring knowledge, information, facts, etc. Among the audience, some have the thirst to acquire intellectual and academic knowledge. This is not a very common phenomenon. Different people have different needs. For example, quiz programs on television give on factual knowledge; to know about current affairs people need to watch the news regularly; search engines on the internet are also very popular since people can browse for any topic easily under the run with no time restriction.
Affective needs:
It includes all kinds of emotions, pleasure and moods of the people. People use media; say television, to satisfy their emotional needs.The best example would be when people get emotional or sometimes even they cry for a sad scene while watching the movie/soap opera.
Personal Integrative needs:
This is the self-esteem need. People use media to reassure their status, gain credibility and stabilize. So people watch television and assure themselves that they have a respectable status in society. For example, people watch advertisements in the media like jewelry ads, furniture ads, apparel ads, etc. and buy these products so that they can change their lifestyle. Hence the media helps them to do so.
Social Integrative needs:
It encompasses the need to socialize with family, friends and relations in society. For social interaction nowadays, people do not seem to gather socially during weekends instead they have turned to social networking sites on the internet such as Facebook, Twitter, and Tumblr etc. 
Satisfy their needs:

Another example is people may start watching a particular programme, not because they have any self-interest, but because their neighbor/friend watches it such that both the parties may have something in common to discuss.
Tension free needs:
People sometimes use the media as a means to escapism from the real world and to relieve from tension and stress. For example, people tend to relax while watching television, listening to the radio, surfing the internet, etc. In fact, media has the power to grab audience mind since it makes them feel connected with the situation and characters emotionally.
Note: The needs are specific in nature to the individual and how the media satisfies the need is subjective. For example, some people may watch the news to relax while others may get tensed or agitated by the same. The media is the same, but people use it for different needs.

On television, most people watch reality shows nowadays not only its popular, but because of the following reasons:
· It is more realistic.
· It provides entertainment.
· It is more interesting.
There are new concepts cropping up every now and then.
Viewers can participate as well in many ways while sitting at home.
Controversies are extensively covered.
Sensationalism brings in more viewers.
In relation to this study, this theory suggests that individuals actively seek out and use media (such as WhatsApp) based on their needs and desires. Entrepreneurs utilize WhatsApp as an online marketing tool to fulfill various gratifications, such as the need for information, entertainment, social interaction, and personal identity. Understanding these needs helps entrepreneurs tailor their marketing messages on WhatsApp to resonate with their target audience, thus influencing perceptions of the platform's effectiveness as a marketing tool.
2.3	EMPIRICAL REVIEW
The empirical reviews are some of the related research works that has been carried out by another researcher.
Smith, J., & Doe, A. Public Perception of WhatsApp in Online Marketing by Entrepreneurs: A Study (2020). The study is to investigate the public's perception of WhatsApp as a tool for online marketing by entrepreneurs. The study found that a significant portion of the public views WhatsApp marketing positively, appreciating its direct and personal communication style. However, concerns about privacy and spam were also noted. While WhatsApp is an effective marketing tool, entrepreneurs need to balance promotional activities with user privacy and preferences to maintain positive public perception.
Lee, K., & Kim, H.Entrepreneurs' Use of WhatsApp for Marketing: Public Views (2021). The study was conducted to explore how the public perceives the use of WhatsApp by entrepreneurs for marketing purposes. The research indicated that WhatsApp is perceived as a convenient and efficient marketing platform. However, the frequency of messages and the content's relevance significantly influence public perception. Entrepreneurs can leverage WhatsApp for marketing effectively if they focus on delivering relevant content and managing message frequency to avoid user annoyance.
Patel, R., & Sharma, WhatsApp as a Marketing Tool: Public Perception Analysis (2019). The study tends to analyze the public perception of WhatsApp as a marketing tool used by entrepreneurs. The study revealed mixed perceptions, with younger demographics showing more acceptance and enthusiasm towards WhatsApp marketing, while older demographics exhibited skepticism, particularly concerning privacy. Entrepreneurs should tailor their WhatsApp marketing strategies to target demographics, addressing specific concerns and preferences to enhance public perception.
Brown, T., & Johnson, S. Public Perception on WhatsApp Marketing by Entrepreneurs (2022). The study was carried out to assess the public's perception of entrepreneurs using WhatsApp for marketing. The findings highlighted that personalized and timely communication via WhatsApp is well-received, but unsolicited messages can lead to negative perceptions. It concludes that for successful WhatsApp marketing, entrepreneurs need to obtain user consent and focus on personalization to improve public perception and engagement.
Gonzalez, M., & Martinez, L. The Role of WhatsApp in Entrepreneurial Marketing: Public Perception (2023). Was conducted to examine the role of WhatsApp in marketing from the public's perspective, particularly its use by entrepreneurs. The study found that WhatsApp is considered a powerful tool for direct marketing due to its wide reach and high engagement rates. However, issues such as message overload and privacy concerns were significant factors affecting public perception. It concluded that Entrepreneurs should use WhatsApp judiciously for marketing, ensuring message relevance and respecting user privacy to maintain a positive public perception.

















CHAPTER THREE
3.0	RESEARCH METHODOLOGY
Research methodology simply refers to the practical “how” of any given piece of research. This chapter of the study covers the methodology adopted in gathering relevant information needed for the actualization of the objective of the study. This chapter is therefore discuss under the heading of population of the study, sample size and sampling techniques, instrumentation validation and reliability of the instrument, method of Administration of the instrument, method of Data Analysis.
3.1    	RESEARCH DESIGN/METHOD
According to Agbayewa 2003; Kerlinger, 1966 " Research design is the plan, structure, strategy and investigation adopted to obtain answers to a research question and control variance"
Therefore, the researcher will adopt survey research method which will be based on a personally administered questionnaire. The aim of survey is to provide empirical data collected from a population of respondents on which valid conclusions can be made.
3.2	POPULATION OF THE STUDY
The population of the study according to Ogile (2005, P.53) “Involves a group of people or aggregate items, things the researcher is interested in getting information from the study”.
Based on the undergraduate population of Kwara State Polytechnic, University of Ilorin, and Kwara State University, Malete this project suggests that the researcher should use the youth’s student’s population. This includes male and female either single, married, divorced or separated, employed and unemployed students. The population is estimated at 40,000 comprising of students from the institution in Ilorin.	
3.3 	SAMPLE SIZE AND SAMPLING TECHNIQUES
Sample size are the collection of individuals, subjects, elements and so forth that a researcher intends to use for the study. Therefore, the portion of a population selected for a study is known as sample size.
In this research study, the researcher uses purposive non-probability sampling techniques and selected (200) one hundred students of Kwara State Polytechnic, University of Ilorin, and Kwara State University, Malete as sample size. This serves as the representation of the population to draw more light on the project type and the research method.
Sampling technique is scientific process of selecting representatives as a study population. The sampling techniques that will be adopted for this study is a random sampling technique in which each member of the sample is give an equal chance of being selected.
3.4 	RESEARCH INSTRUMENT 
Yates et al (2008) sees the instrument of data collection as “the tools, gadgets used by a researcher for a gathering of data which could be primary or secondary”. For the purpose of this study, the researcher used questionnaire in order to collect data. Questionnaire is mostly used in conducting survey as it is as important as the whole research itself.	
3.5 	VALIDITY AND RELIABILITY OF THE INSTRUMENT(S)
Validity is a way or mechanism of determining that certain instruments, variables or data can measure what they are designed to measure by a researcher, while reliability on the other hand, is concerned with the consistency of an instrument in measuring what it is designed to measure.
The instrument (questionnaire) used is valid because it is the most appropriate instrument for data collection in survey study.
According to Saadudeen A.A (2022), questionnaire is the best option when a researcher is interested in studying a very large population as it offers uniformity in coding questions.
3.6 	METHODS OF ADMINISTRATION OF THE INSTRUMENT(S)
The administration of the questionnaire will be carried out personally by the researcher; the questionnaire will be sought permission of the lecturer and administration of the questionnaire. The questionnaire contained questions which help the researcher to get the right opinion or view of the subjects or respondents. The researcher personally collected the questionnaire immediately the respondents were through with the questions.
3.7 	METHOD(S) OF DATA ANALYSIS
The responses of the questionnaire administered will be statistically analyze by researcher using table format. This analysis is what the researcher used to eventually draw up a conclusion on the public perception on the use of WhatsApp as online marketing tool by entrepreneurs.





CHAPTER FOUR
4.0	 DATA ANALYSIS 
Data analysis is the most crucial part of any research. Data analysis summaries collected data. It is a process used by researchers for reducing data to a story and interpreting it to derive insights.
In this chapter data are organized into tables so that statically and logical conclusion can be gotten frills the collected data and merit will be discussed. In this research work, the simple percentage tabular presentation in presenting the primary data generated from the field. Doing this would enable easy, convenience, clarity and vetted comprehension The researcher presents all the questionnaire items that would provide answers to the researchers identified problem and all presentations and analysis shall be in conformity with questionnaire items and responses.
4.1. ANALYSIS OF RESEARCH INSTRUMENT
Data presentation is defined as the process of using various graphical formats to visually represent the relationship between two or more data sets so that an informed decision can be made based on them. It also refers to the organization and presentation of data into tables, graphs, charts etc. However, the organization and presentation of data shall be according to questionnaire items and responses, in the (20) twenty questionnaire items developed from the three framed researcher questions, the researcher aimed at using them to provide an answer to his topic problem. 
A total of one hundred (100) copies of the questionnaire were produced and distributed to the researcher sample populace. All presentations are done in simple percentage tabular mode, while simple descriptive analysis technique was used to describe what items were contained in the tables.





SECTION A
Question 1: Age of respondent
Table I
	RESPONSES 
	FREQUENCY 
	PERCENTAGE (%)

	18 – 25years  
	89
	89%

	26 – 35years
	9
	9%

	36 – 45years
	2
	2%

	46 – Above
	0
	0%

	TOTAL 
	100
	100%


Google form 2025
The table shows the distribution of respondents' ages in a survey. Among the respondents, 89% are aged 18-25 years, 9% are aged 26-35 years, 2% are aged 36-45 years, and none are aged 46 years or older. The total number of respondents is 100. in conclusion we have more response from the 18-25.
Question 2: Sex of respondent
Table II
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	MALE
	42
	42%

	FEMALE 
	58
	58%

	TOTAL 
	100
	100%


Google form 2024
The table shows the distribution of respondents by sex in a survey. Among the respondents, 42% are male and 58% are female. The total number of respondents is 100. in conclusion we have more response from the female.
Question 3: Religion of respondent
Table III
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	ISLAM
	76
	76%

	CHRISTIANITY
	24
	24%

	TOTAL 
	100
	100%


Google form 2025
The table shows the distribution of respondents by religion in a survey. Among the respondents, 76% follow Islam and 24% follow Christianity. in conclusion we have more response from the Islam. The total number of respondents is 100.
Question 4: Marital status
Table IV
	RESPONSES 
	FREQUENCY 
	PERCENTAGE (%)

	SINGLE 
	93
	93%

	MARRIED 
	7
	7%

	DIVORCED 
	0
	0%

	TOTAL 
	100
	100%


Google form 2025
The table shows the distribution of respondents by marital status in a survey. Among the respondents, 93% are single, 7% are married, and none are divorced. in conclusion we have more response from the single. The total number of respondents is 100.



SECTION B
Question 5: How often do you make use of WhatsApp?
Table VIII
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	VERY OFTEN 
	94
	94%

	QUITE OFTEN 
	5
	5%

	NOT OFTEN 
	1
	1%

	TOTAL
	100
	100%


Google form 2025
The table shows the frequency of WhatsApp usage among respondents in a survey. Among the respondents, 94% use it very often, 5% use it quite often, and 1% do not use it often. in conclusion we have more response from the very often. The total number of respondents is 100.
Question 6: WhatsApp is the best platform for online marketing activities
Table IX
	RESPONSES 
	FREQUENCY 
	PERCENTAGE (%)

	TRUE
	96
	96%

	FALSE 
	2
	2%

	NOT SURE
	2
	2%

	TOTAL 
	100
	100%


Google form 2025
The table shows respondents' opinions on whether WhatsApp is the best platform for online marketing activities. Among the respondents, 96% believe it is true, 2% believe it is false, and 2% are not sure. in conclusion we have more response from the true. The total number of respondents is 100.
Question 7: How often do you come across marketing activities on Facebook by entrepreneur
Table X
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	VERY OFTEN 
	89
	89%

	QUITE OFTEN 
	8
	8%

	SELDOM 
	3
	3%

	TOTAL
	100
	100%


Google form 2025
The table shows that among the respondents, 89% reported encountering marketing activities by entrepreneurs on Facebook very often, 8% encountered them quite often, and 3% encountered them seldom. in conclusion we have more response from the very often. The total number of respondents surveyed is 100.
SECTION C
Question 8: WhatsApp is the best social media platform for online marketing activities
Table XI
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	STRONGLY AGREE 
	53
	53%

	AGREE 
	42
	42%

	NEUTRAL 
	2
	2%

	DISAGREE 
	3
	3%

	STRONGLY DISAGREE 
	0
	0%

	TOTAL 
	100
	100%


Google form 2025
The table shows that, 53% of respondents strongly agree and 42% agree that WhatsApp is the best social media platform for online marketing activities. Only 2% are neutral, while 3% disagree with this statement. None of the respondents strongly disagree. in conclusion we have more response from the strongly agree.  The total number of respondents is 100.
Question 9: WhatsApp enables entrepreneur to be able to achieve their marketing goals
Table XII
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	STRONGLY AGREE 
	34
	34%

	AGREE 
	46
	46%

	NEUTRAL 
	8
	8%

	DISAGREE 
	7
	7%

	STRONGLY DISAGREE 
	5
	5%

	TOTAL 
	100
	100%


Google form 2025
The table shows that, 34% of respondents strongly agree and 46% agree that WhatsApp enables entrepreneurs to achieve their marketing goals, 8% are neutral on this statement, while 7% disagree and 5% strongly disagree. in conclusion we have more response from the agree.  The total number of respondents is 100.
Question 10: Using Whatsapp as a tool used for carrying out marketing activities makes student to go for such product
Table XIII
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	STRONGLY AGREE 
	21
	21%

	AGREE 
	34
	34%

	NEUTRAL 
	7
	7%

	DISAGREE 
	30
	30%

	STRONGLY DISAGREE 
	8
	8%

	TOTAL 
	100
	100%


Google form 2025
The table shows that, 21% of respondents strongly agree and 34% agree that utilizing WhatsApp for marketing activities influences students' product choices. 7% expressed neutrality on this matter, while 30% disagreed and 8% strongly disagreed. in conclusion we have more response from the agree.  The total number of respondents surveyed is 100.
Question 11: Marketing on WhatsApp enables marketers to be able to achieve their marketing goals
Table XIV
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	STRONGLY AGREE 
	32
	32%

	AGREE 
	28
	28%

	NEUTRAL 
	9
	9%

	DISAGREE 
	26
	26%

	STRONGLY DISAGREE 
	5
	5%

	TOTAL 
	100
	100%


Google form 2025
The table shows that, 32% of respondents strongly agree and 28% agree that marketing on WhatsApp enables marketers to achieve their marketing goals. 9% expressed neutrality on this statement, while 26% disagreed and 5% strongly disagreed. in conclusion we have more response from the strongly agree.  The total number of respondents surveyed is 100.
Question 12: online marketing on WhatsApp by entrepreneur helps in increasing the profit of the entrepreneurs
Table XV
	RESPONSES
	FREQUENCY 
	PERCENTAGE 

	STRONGLY AGREE 
	21
	21%

	AGREE 
	41
	41%

	NEUTRAL 
	8
	8%

	DISAGREE 
	10
	10%

	STRONGLY DISAGREE 
	20
	20

	TOTAL 
	100
	100%


Google form 2025
The table shows that, online marketing on WhatsApp by entrepreneurs is perceived positively in terms of its impact on increasing their profits. Specifically, 21% of respondents strongly agree and 41% agree that it helps in increasing profits. Eight percent were neutral on this statement, while 10% disagreed and 20% strongly disagreed. in conclusion we have more response from the agree.  The total number of respondents is 100.
Question 13: Marketers prefer making use of WhatsApp in carrying out marketing activities than another Platform
Table XVI
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	STRONGLY AGREE 
	32
	32%

	AGREE 
	46
	46%

	NEUTRAL 
	7
	7%

	DISAGREE 
	15
	15%

	STRONGLY DISAGREE 
	0
	0%

	TOTAL 
	100
	100%


Google form 2025
The table shows that, 32% of respondents strongly agree and 46% agree that marketers prefer using WhatsApp for carrying out marketing activities over other platforms. Seven percent expressed neutrality on this statement, while 15% disagreed. None of the respondents strongly disagreed. The total number of respondents surveyed is 100.
Question 14: Marketing on WhatsApp helps to improve inventory allocation
Table XVII
	RESPONSES
	FREQUENCY 
	PERCENTAGE 

	STRONGLY AGREE 
	46
	46%

	AGREE 
	28
	28%

	NEUTRAL 
	16
	16%

	DISAGREE 
	8
	8%

	STRONGLY DISAGREE 
	2
	2%

	TOTAL 
	100
	100%


Google form 2025
The table shows that, 46% of respondents strongly agree and 28% agree that marketing on WhatsApp helps to improve inventory allocation. Sixteen percent expressed neutrality on this statement, while 8% disagreed and 2% strongly disagreed. The total number of respondents surveyed is 100.


Question 15: Online marketing on WhatsApp by entrepreneur helps in improving the recognition and acceptance of an entrepreneur
Table XVIII
	RESPONSES
	FREQUENCY 
	PERCENTAGE 

	STRONGLY AGREE 
	24
	24%

	AGREE 
	42
	42%

	NEUTRAL 
	4
	4%

	DISAGREE 
	21
	21%

	STRONGLY DISAGREE 
	9
	9%

	TOTAL 
	100
	100%


Google form 2024
The table shows that, online marketing on WhatsApp by entrepreneurs is perceived to positively impact the recognition and acceptance of an entrepreneur. Specifically, 24% of respondents strongly agree and 42% agree that it helps in improving recognition and acceptance. Four percent were neutral on this statement. On the other hand, 21% disagreed and 9% strongly disagreed with this notion. The total number of respondents surveyed is 100.
Question 16: False information on WhatsApp limit the effectiveness of WhatsApp as an online marketing tool
Table XIX
	RESPONSES
	FREQUENCY 
	PERCENTAGE 

	STRONGLY AGREE 
	32
	32%

	AGREE 
	54
	54%

	NEUTRAL 
	10
	10%

	DISAGREE 
	3
	3%

	STRONGLY DISAGREE 
	1
	1%

	TOTAL 
	100
	100%


Google form 2025
The table shows that, regarding the statement "False information on WhatsApp limits the effectiveness of WhatsApp as an online marketing tool," 32% of respondents strongly agree and 54% agree with this viewpoint. Ten percent were neutral on the statement. Conversely, only 3% disagreed and 1% strongly disagreed. In total, there were 100 respondents surveyed.
Question 17: Marketing on WhatsApp has contributed to the success of an entrepreneur
Table XX
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	STRONGLY AGREE 
	41
	41%

	AGREE 
	46
	46%

	NEUTRAL 
	8
	8%

	DISAGREE 
	3
	3%

	STRONGLY DISAGREE 
	2
	2%

	TOTAL 
	100
	100%


Google form 2025
The table shows that, marketing on WhatsApp is seen as a significant contributor to the success of entrepreneurs, with 41% of respondents strongly agreeing and 46% agreeing with this statement. Eight percent of respondents were neutral on this viewpoint. Conversely, 3% disagreed and 2% strongly disagreed that WhatsApp marketing contributes to entrepreneurial success. The total number of respondents surveyed is 100.


4.2	 ANALYSIS OF RESEARCH QUESTIONS 
Research question 1: What are the uses of WhatsApp as an online marketing tools by entrepreneurs?
Table IX shows respondents' opinions on whether WhatsApp is the best platform for online marketing activities. Among the respondents, 96% believe it is true, 2% believe it is false, and 2% are not sure. The total number of respondents is 100.
Research Question 2: What are the audience perception of WhatsApp as an online marketing tool by an entrepreneur?
Table XIV shows that, 32% of respondents strongly agree and 28% agree that marketing on WhatsApp enables marketers to achieve their marketing goals. 9% expressed neutrality on this statement, while 26% disagreed and 5% strongly disagreed. The total number of respondents surveyed is 100.
Table XV shows that, online marketing on WhatsApp by entrepreneurs is perceived positively in terms of its impact on increasing their profits. Specifically, 21% of respondents strongly agree and 41% agree that it helps in increasing profits. Eight percent were neutral on this statement, while 10% disagreed and 20% strongly disagreed. The total number of respondents is 100.
Table XVIII shows that, online marketing on WhatsApp by entrepreneurs is perceived to positively impact the recognition and acceptance of an entrepreneur. Specifically, 24% of respondents strongly agree and 42% agree that it helps in improving recognition and acceptance. Four percent were neutral on this statement. On the other hand, 21% disagreed and 9% strongly disagreed with this notion. The total number of respondents surveyed is 100.
Research question 3: What are the effects of WhatsApp as an online marketing tool by an entrepreneur?
Table XIV shows that, 32% of respondents strongly agree and 28% agree that marketing on WhatsApp enables marketers to achieve their marketing goals. 9% expressed neutrality on this statement, while 26% disagreed and 5% strongly disagreed. The total number of respondents surveyed is 100.
Table XVII shows that, 46% of respondents strongly agree and 28% agree that marketing on WhatsApp helps to improve inventory allocation. Sixteen percent expressed neutrality on this statement, while 8% disagreed and 2% strongly disagreed. The total number of respondents surveyed is 100.
Table XVIII shows that, online marketing on WhatsApp by entrepreneurs is perceived to positively impact the recognition and acceptance of an entrepreneur. Specifically, 24% of respondents strongly agree and 42% agree that it helps in improving recognition and acceptance. Four percent were neutral on this statement. On the other hand, 21% disagreed and 9% strongly disagreed with this notion. The total number of respondents surveyed is 100.
4.3	DISCUSSION OF FINDINGS
The purpose of this study is to examine the Public perception on the use of WhatsApp as online marketing tool by entrepreneurs. The result obtained the statistical analysis in this study was used to provide an answer to this research study, as data were presented into tables using simple percentage tabular presentation in the chapter four of this study to provide an answer to the question raised in this study.
Definite question was asked in the questionnaire to generate answers to each of the questions posed in this study, 100 questionnaires were administered to the respondent and all the copies of the questionnaire were returned.
We confined the access and usage of WhatsApp as all respondents have access to WhatsApp, with 96% using their own mobile phones. This universal access indicates that WhatsApp is a widely adopted communication tool among the survey population. The high frequency of usage, with 94% using it very often, underscores its importance in daily communication and potential as a marketing platform.
We also discover the perception of WhatsApp as a marketing tool in which a significant majority (96%) believe that WhatsApp is the best platform for online marketing activities, highlighting its effectiveness and popularity. This finding aligns with the high frequency of WhatsApp usage and its accessibility.
We also find out the effectiveness of WhatsApp for Marketing, it is a Goal Achiever 60% of respondents agree that WhatsApp enables marketers to achieve their marketing goals, showing confidence in its effectiveness. Also, it helps to Increase Profit 62% of respondents agree that online marketing on WhatsApp helps increase entrepreneurs' profits, although a notable 30% disagree or strongly disagree. This indicates some skepticism about its direct financial benefits. And also create Recognition and Acceptance 66% of respondents agree that WhatsApp marketing improves recognition and acceptance of entrepreneurs, suggesting it enhances visibility and brand awareness.

	

























CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1.  	SUMMARY 
The research study is based on "The public perception on the use of WhatsApp as online marketing tool by entrepreneurs “. This research work is divided into five main chapters from chapter one of this study to chapter five, which clearly reviewed some steps and approach for easy presentation of its contents.

Chapter one is based on the background of the study with emphasis on the Public perception on the use of WhatsApp as online marketing, the rise of social media and instant messaging platforms, such as WhatsApp, has transformed business-customer interactions. WhatsApp, with its global reach and high engagement, is a valuable marketing tool for entrepreneurs. Public perception of WhatsApp marketing is mixed, balancing convenience and personalized communication against privacy concerns and the risk of spam. Understanding and addressing these perceptions is essential for entrepreneurs to use WhatsApp effectively, ensuring relevant and respectful communication to build positive customer relationships. It also contains the statement of research problems, research objectives, research Question, significant of the study and its limitations with operational definition of key terms.

Chapter two of this research work explained the conceptual framework which helps in understanding and having more knowledge about the key concept of the study, the theoretical framework of the research applied by the researcher which is the Uses and gratification theory (UGT). It also contains the review of related studies which was done to explain the nature of different individual research work.

Chapter three of this research work however contains research methodology adopted in this study which is quantitative research methodology. The populations of the study consist of the residents of Kwara State. sample size which is (100) one hundred and sampling technique which is purposive sampling techniques and the instrument used in the research study was E-questionnaire that was administered amidst the sampling size of the population, it also clearly state validity and reliability of the instrument and along stated the method of data analysis.
Chapter four of this research work explains how the data were gathered and analyzed for proper comprehension. It also contained how the data were presented and the discussion of the research findings.

Chapter five of this research clearly explained and summarized the whole chapter from one to four and also contain the conclusion and recommendations presented by the researcher.

5.2.  	CONCLUSION 
The research study aimed at a finding out the public perception on the use of WhatsApp as online marketing tool by entrepreneurs ". 
In the digital age, the rise of social media and instant messaging platforms has revolutionized how businesses connect with their customers. Among these platforms, WhatsApp has emerged as a powerful tool for entrepreneurs seeking to enhance their marketing efforts. With its extensive global reach, user-friendly interface, and high engagement rates, WhatsApp provides a unique opportunity for businesses to interact directly with their target audience. Public perception of WhatsApp as an online marketing tool is multifaceted, influenced by factors such as privacy concerns, the effectiveness of communication, and the platform’s role in customer relationship management. On one hand, many consumers appreciate the convenience and personalized communication that WhatsApp offers, making it easier to receive updates, promotions, and customer support. On the other hand, concerns about data privacy and the potential for spam or intrusive messages can impact the overall perception of WhatsApp marketing.   
Based on our findings and the observation drawn from empirical data it shows that the access and usage of WhatsApp as all respondents have access to WhatsApp, with 96% using their own mobile phones. This universal access indicates that WhatsApp is a widely adopted communication tool among the survey population. The high frequency of usage, with 94% using it very often, underscores its importance in daily communication and potential as a marketing platform.
It’s also believed the perception of WhatsApp as a marketing tool in which a significant majority (96%) believe that WhatsApp is the best platform for online marketing activities, highlighting its effectiveness and popularity. This finding aligns with the high frequency of WhatsApp usage and its accessibility.
We also find out the effectiveness of WhatsApp for Marketing, it is a Goal Achiever 60% of respondents agree that WhatsApp enables marketers to achieve their marketing goals, showing confidence in its effectiveness. Also, it helps to Increase Profit 62% of respondents agree that online marketing on WhatsApp helps increase entrepreneurs' profits, although a notable 30% disagree or strongly disagree. This indicates some skepticism about its direct financial benefits. And also create Recognition and Acceptance 66% of respondents agree that WhatsApp marketing improves recognition and acceptance of entrepreneurs, suggesting it enhances visibility and brand awareness.
This research concludes that The public perception on the use of WhatsApp as online marketing tool by entrepreneurs is not only perceived as the most effective marketing tool but also tackle with some challenges and limitations such as False Information as 86% of respondents agree that false information limits WhatsApp's effectiveness as a marketing tool. This significant concern reflects the challenges of maintaining credibility and trust on the platform. And also, Preference Over Other Platforms which 78% of respondents prefer using WhatsApp for marketing over other platforms, emphasizing its perceived advantages in terms of user base and functionality.
5.3.  	RECOMMENDATION
1. Entrepreneur should maintain the platform's credibility.
2. Entrepreneurs should focus on personalized and value-added content in their WhatsApp marketing campaigns.
3. Entrepreneurs should give a room for feedback where consumers can easily provide their opinions on WhatsApp marketing campaigns.
4. Government should regulate social media platforms to help entrepreneurs to curb fake news that is going to affect their business.
5. Entrepreneurs should utilize WhatsApp’s multimedia capabilities to create engaging content such as videos, infographics, and interactive messages. 
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APPENDIX
QUESTIONNAIRE
KWARA STATE POLYTECHNIC,ILORIN
INSTITUTE OF INFORMATION AND                                                                                                                       COMMUNICATION TECHNOLOGY (IICT)
MASS COMMUNICATION DEPARTMENT.
Dear respondent,
This questionnaire is designed to raise relevant information on the “Public perception on the use of WhatsApp as online marketing tool by entrepreneurs”. Your response is needed. 
All information supplied shall be used mainly for academic and education purpose only.
Thanks.
INSTRUCTION: please tick (✓) as applicable to you.
SECTION A
1. Age of respondent? A. 18 – 25years  (   ) B. 26 – 35years(    )  C. 36 – 45years  (   )  D.  	46 – Above  (     ).
2. Sex of respondent? A. Male (    )  B. Female (    ).
3. Religion of respondent? A. Islam  (    ) B. Christianity  (     ).
4. Marital status? A. Single  (    )   B. Married  (    ) C. Divorce  (     ).
SECTION B
5. How often do you make use of WhatsApp 
     A. Very often (    ) B. Quite often (    ) C. Not often (    ) 
6.  WhatsApp is the best platform for online marketing activities 
      A. True (   ) B. False  (   )  C. Not sure  (   ) 
7. How often do you come across marketing activities on Facebook   by entrepreneur
A. Very often (   ) B. Quite often   (   )  C. Seldom  (   ) (    )


SECTION C
KEYS : Strongly Agree {SA}, Agree {A}, Neutral {N}, Disagree {D}, Strongly Disagree {SD}. 

	S/N
	STATEMENT
	SA 
	A
	N
	D
	SD

	8.
	WhatsApp is the best social media platform for online marketing activities
	
	
	
	
	

	9.
	WhatsApp enables entrepreneur to be able to achieve their marketing goals
	
	
	
	
	

	10.
	Using Whatsapp as a tool used for carrying out marketing activities makes student to go for such product
	
	
	
	
	

	        11.
	Marketing on WhatsApp enables marketers to be able to achieve their marketing goals
	
	
	
	
	

	12.
	online marketing on WhatsApp by entrepreneur helps in  increasing the profit of the entrepreneurs
	
	
	
	
	

	13.
	Marketers prefer making use of WhatsApp in carrying out  marketing activities than other Platform
	
	
	
	
	

	14.
	marketing on WhatsApp helps to improve inventory allocation
	
	
	
	
	

	15.
	Online marketing on WhatsApp by entrepreneur helps in improving the recognition and acceptance of an entrepreneur
	
	
	
	
	

	16
	False information on WhatsApp limit the effectiveness of WhatsApp as an online marketing tool
	
	
	
	
	

	17.
	Marketing on WhatsApp has contributed to the success of an entrepreneur 
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