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[bookmark: _Toc200664303]ABSTRACT
[bookmark: _Toc200664304]This study explores the role of social media as a tool for entrepreneurship development among undergraduate students of Kwara State Polytechnic, Ilorin. In today’s digital age, social media platforms such as Instagram, Facebook, WhatsApp, and TikTok have evolved from mere communication tools into powerful channels for business innovation, marketing, and customer engagement. Guided by the Diffusion of Innovation Theory and the Technology Acceptance Model (TAM), the study examines how students adopt social media for entrepreneurial purposes and how perceived usefulness and ease of use influence this adoption. The Diffusion of Innovation Theory explains how new ideas and technologies spread through social systems, while TAM highlights factors that influence user acceptance and usage of new technologies. A quantitative research method was employed, with 200 structured questionnaires distributed to undergraduate students across various departments in Kwara State Polytechnic. The data were analyzed using descriptive statistics. Findings revealed that a majority of respondents actively use social media platforms to promote products and services, build brand visibility, and connect with customers. The study also found that students perceive social media as a low-cost, accessible, and effective tool for starting and managing small-scale businesses. Furthermore, respondents indicated that social media has enhanced their entrepreneurial creativity, digital marketing skills, and customer outreach. The study concludes that social media plays a significant role in fostering entrepreneurship development among undergraduates in Kwara State Polytechnic. It recommends that entrepreneurship education in tertiary institutions incorporate digital literacy and social media marketing strategies to equip students with relevant 21st-century skills. This research adds to the growing body of knowledge on youth entrepreneurship and highlights the importance of digital platforms in empowering young entrepreneurs within the Nigerian educational context.
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CHAPTER ONE
[bookmark: _Toc169703799][bookmark: _Toc200664306]INTRODUCTION
[bookmark: _Toc169703800][bookmark: _Toc200664307]1.1	Background to the Study
Social media is more than just a means of seeking information. Social media is used to connect with others, for business or commercial purposes, to make new friends, reawaken old friendships. The emergence of social media simplified the hitherto complex process of communication because they are easy to use (Wetzel, 2020). Social media comprise activities that involve socializing and networking online through words, pictures and videos. 
Kaplan and Haenlein (2010) defined social media as a group of internet-based applications built on the ideological and technological foundations of Web2.0, which allows the creation and exchange of user-generated content. Social media tools have been developed in order to maintain, manage and improve social interactions between people, enable people to access, reuse or comment on contents authored by others. The evolving learning environments allow students to learn anytime and anywhere (Wetzel, 2010).
Social networks play important roles in raising awareness about the reliable sources of information among students and the society by providing alternative sources of knowledge (Battrawi & Muhtaseb, 2013). Gross (2010) stressed that social media employ mobile and web based technology (Web.2.0) to create highly integrative platforms which individuals and community share, create, discuss and modify user generated content. Social media sometimes called social networking is a collaboratively produced and shared media content to network communities.
Enang (2014) explained that social networking sites are applications that enable users to connect by creating personal information profiles allowing friends and colleagues to have access to those profiles and send e-mails and instant messages to each other. Giving examples of social media, Gupta (2014) in Umoru (2015) opines that social networking sites include Facebook, Twitter, Linkedln, Google+, Internet Forums, Chat rooms and message boards where people meet and discuss topics of interest, Flickr and vimeo, Blogs, Wikis, and social book marking. To contribute to national development, social media is fundamental to bringing about effective change because of its universal nature. One of its imperative benefit has to do with the ability to motivate and influence the users towards entrepreneurship development. 
Globally, getting the youth engaged in profitable ventures is like a monster that stares most governments in the face due to unemployment. According to the National Bureau of Statistics, Nigeria (as cited in Trading Economics, 2021), the youth unemployment rate in Nigeria increased to 53.40 percent in the fourth quarter of 2020 from 40.80 percent in the second quarter of 2020. The reality is that no government can employ all eligible youth owing to insufficient spaces in government parastatals, and inadequate funds to pay salaries.
As a means to address this problem, individuals and groups are being encouraged to go into entrepreneurship because of its enormous advantages. Entrepreneurship benefits the individuals involved in it, and also contributions to national development economically. For instance, in the United States of America, small businesses created 1.6 million net jobs in 2019 (Seth, 2021).
The term „entrepreneurship‟ is used interchangeably to describe both the study of how new businesses are founded and the process of starting a new business. A person who has a business notion and works to build a product or service that people will want to buy, as well as a corporation to support those sales, is referred to as an entrepreneur. A more modern definition of entrepreneurship, on the other hand, includes the objective of changing the world by tackling big concerns such as social change or producing a new product that disrupts the status quo of how we live our lives daily. As a result, according to Cytonn.com (2021), entrepreneurship is defined as the ability and willingness to build and engage in a business endeavour to generate a profit, regardless of the financial risks involved.
Seth (2021) attests that entrepreneurship is vital for numerous reasons, which include promoting social change to driving innovation. He avows that entrepreneurs are usually seen as “national assets to be cultivated, motivated, and remunerated to the greatest possible extent. Some of the most developed nations such as the United States are world leaders due to their forward-thinking innovation, research, and entrepreneurial individuals” (p.1). Entrepreneurship is now seen as inevitable in equipping the youth for their future endeavours that different tertiary institutions like monotechnics, polytechnics, colleges of education, and universities and so on are now adding entrepreneurship education to their syllabi and course works. Schools are now becoming epicentres for the entrepreneurship ecosystem.
Entrepreneurship is about being innovative in any venture. The future of any nation depends on the entrepreneurial ventures founded by creative individuals. These are inspired and inspiring risk takers who seized the available opportunities to harness and optimally use resources in an unusual manner to bring about a visible change (Egunsola, Dazala, & Daniel 2016). Callaghan and Venter (2011) view entrepreneurs to be of two types: the craftsman type who have a lower education, prefer manual work and want a stable income to support the family and the entrepreneur who takes opportunities in the environment and strives to grow and expand his business.  A reputable Author, Banker, Researcher, Poet and a consummate Writer from Nigeria Ajiye in His book “New Era Entrepreneurship” (2015:7) opined that “an entrepreneur is that man or woman who takes the initiative of starting and running small or large enterprise and make them work”. 
Today, the rate of graduates’ unemployment has become a source of worry to the graduates themselves, parents, relations and of course, the governments. This has become an economic, political and social problem in Nigeria (Onah, M. 2016). In Nigeria, studies have shown that entrepreneurship has an effect on the problem of high unemployment rate, high level of poverty and slow economic growth rate (Bala-Subrahmanya, 2006; Ng’ang’a & Wesonga, 2012). Given the generally held view that entrepreneurship development is the key to poverty eradication, employment generation and rapid economic development, various governments in Nigeria have, over the past three decades, evolved policies and programmes, aimed at developing entrepreneurship through the development of small-scale business.
To frontally tackle the menace of joblessness and unemployment among the youth of Kwara State, the state government has taken it upon itself to launch various entrepreneurial job and wealth creation schemes to empower her youth. This is with the view to equipping them with the technical know-how, vocational/technical skills values, and resources necessary to become self-employed and labour employers. 
Most ideas are sinking because there are little or no platforms to promote what they have to offer, significantly, there are risk takers and burden bearers who are willing to avoid the bad shade of unemployment and are contributing immensely to the economy.  Social media have a great role to play in this. The fact remains that the majority of the youth are Internet savvy, and spend most of their time on social media. This can be converted to be a profit-making venture for them by utilizing it to boost youth involvement in entrepreneurship. Base on the foregoing, this study seeks to investigate the role of social media as a tool for entrepreneurship development among students.
[bookmark: _Toc169703801][bookmark: _Toc200664308]1.2	Statement of the Problem
Unemployment is a bane to society, hence solutions must be sought for it. According to the National Bureau of Statistics, Nigeria (as cited in Trading Economics, 2021), the youth unemployment rate in Nigeria increased to 53.40 percent in the fourth quarter of 2020 from 40.80 percent in the second quarter of 2020. 
Many young people continue to hunt for white-collar employment due to a lack of understanding of the characteristics required to become entrepreneurs. When young people are out of work, they are more prone to look for other ways to fulfil their fundamental needs. Therefore, this study intended to expose youth to alternative lawful means of making money to support themselves through entrepreneurship, especially via the numerous entrepreneurship empowerment schemes for youth that have been rolled out by the Kwara State government.
The advent of social media has created new opportunities and challenges. The introduction of social media is similarly impactful on all strata of society and all segments of societal activities. Facebook, WhatsApp, Instagram, Imo, e-mail have become commonplace in all the nooks and crannies of the planet with great implications for creative thinking and innovative actions. There is no doubt that social media, if properly managed can have salutary effect on promotion of entrepreneurial thinking. However, the extent to which youths are consciously regarding this omnipresent implement as a tool for creativity and innovation in entrepreneurship is unknown.
More so, the greater emphasis is based on the development of recognizing new ideas from fresh minds with the hope that it would multiply employment opportunities and create a room for maximum distribution of income. The importance of entrepreneur in Today’s economy cannot be over emphasized. The reduction in unemployment rate among graduates in Nigeria is largely due to the adoption of entrepreneurial skills as a means of creating quality value to the society while a living is earned out of it.
A review on studies conducted on entrepreneurship by Fakunle M. (2017) shows that many youths especially undergraduate students do not really possess the needed skills require to become self-employed coupled with the inadequate awareness caused by limited information media sources. The lacuna led to the introduction and emphasis on entrepreneurial education owing to the belief that its introduction into tertiary education would lead to acquisition of skills that would enable its graduates to be self-reliant and consequently reduce unemployment problems” as stated by Nwangwu (2016).
It is in lieu of these problems the researcher is driven to conduct a research on the role of social media as a tool for entrepreneurship development among students of Kwara State Polytechnic, Ilorin.
[bookmark: _Toc169703802][bookmark: _Toc200664309]1.3	Aim and Objectives of the Study
This study is aimed to provide insight into the influence of social media on entrepreneurship development among students. The specific objectives of the study are:
1. [bookmark: _Toc169703803]To examine the level of involvement in entrepreneurial discussion on social media among Kwara State Polytechnic students.
1. To determine the impact of social media on entrepreneurial skills acquisition among Kwara State Polytechnic students.
1. To investigate the perceptions of Kwara State Polytechnic students on the use of social media for entrepreneurship development.
1. To ascertain the challenges militating the effectiveness of social media in promoting entrepreneurship development among Kwara State Polytechnic students
[bookmark: _Toc200664310]1.4	Research Questions
The following questions are structured to guide this study:
i. [bookmark: _Toc169703804]What is the level of involvement in entrepreneurial discussion on social media among Kwara State Polytechnic students?
ii. What impact do social media have on entrepreneurial skills acquisition among Kwara State Polytechnic students?
iii. How do Kwara State Polytechnic students perceive the use of social media for entrepreneurship development?
iv. What are the challenges militating the effectiveness of social media in promoting entrepreneurship development among Kwara State Polytechnic students?
[bookmark: _Toc200664311]1.5	Significance of the Study
It is the belief of the researcher that this study will benefit many stakeholders in the society.  The findings of the study will provide valuable insights for policymakers at both the state and national level. The study will shed light on the effectiveness of social media in disseminating entrepreneurial knowledge and awareness. This will inform educational institutions and organizations in designing and implementing more effective entrepreneurial education programs leveraging social media platforms.
Insights from this study will also help to identify barriers and challenges that specific groups of students may face in accessing entrepreneurship opportunities through social media. This information is crucial for promoting inclusive entrepreneurship and addressing potential disparities. 
[bookmark: _Toc169703805]More so, entrepreneurs and business owners will benefit from understanding the perceptions and preferences of students regarding social media. In conclusion, this study will contributes to the academic understanding of the intersection between social media, entrepreneurship, and youth unemployment. It will add to the existing body of knowledge, providing researchers and scholars with a basis for further exploration and inquiry in related fields.
[bookmark: _Toc200664312]1.6	Scope and Limitations of the Study
The scope of this study covers the role of social media on entrepreneurship development among students. However, the study will be limited to students in Kwara State Polytechnic, Ilorin. This narrow scope is considered indispensable due to the limited period of time the study is given to be completed.
[bookmark: _Toc169703806][bookmark: _Toc200664313]1.7	Definition of Key Terms
To ensure clarity and precision, below are the definitions of key terms in context of the phenomenon understudy.
Social Media: For the purpose of this study, social media refers to online platforms and websites that enable users to create and share content, engage in social networking, and participate in online communities. 
Entrepreneurship: Entrepreneurship in this study pertains to the process of creating, managing, and growing new business ventures or initiatives. It encompasses activities such as identifying opportunities, resource mobilization, business planning, and implementation, with a focus on sustainable and innovative practices.
Role: The specific function or contribution of social media in facilitating entrepreneurship development, particularly in helping students establish or grow their business ventures.
Tool: A resource or mechanism used to achieve a specific goal, in this case, utilizing social media platforms to support entrepreneurial activities.
Students: Individuals enrolled in academic programs at Kwara State Polytechnic, typically pursuing diplomas, certificates, or degrees.
Development: The act or process of growth, progress, or improvement in a particular area. Here, it refers to the enhancement of entrepreneurial skills, activities, and opportunities.


[bookmark: _Toc169703807][bookmark: _Toc200664314]CHAPTER TWO
[bookmark: _Toc169703808][bookmark: _Toc200664315]LITERATURE REVIEW
[bookmark: _Toc169703812][bookmark: _Toc200664316]2.1	CONCEPTUAL FRAMEWORK
[bookmark: _Toc169703813][bookmark: _Toc200664317]2.1.1	Evolution of Social Media
When we think of social media, we generally think of Facebook and Twitter. However, in reality it is more than that (Razaq, A. 2019). The earliest ways to send messages over long distances were probably both audio and visual. People used to communicate smoke signals by day and beacon fires by night in ancient China, Egypt, and Greece. Drums were used in many parts of the world to extend the range of the human voice for communication as well. The seeds of social media were sown during 550 BC when the regular postal system was established in Iran where horse riders and horse-drawn wagons carried mail. Usually, mail consisted of governmental dispatches and was delivered from one place to another.
The 18th and 19th century were breakthrough period where devices like the telegraph (1792), telephone (1890) and radio (1891) ushered in a new era of the sending and receiving messages over long distances. The increasing number of express messages between businesses, financial and legal offices and banks in growing cities, as well as busy street traffic, gave rise to new methods of telegram and letter transportation. The pneumatic post was introduced to combat the shortcomings of the telegraphic network in Paris. 
The invention of telephone and radio took the meaning of communication to another level. The 20th century was marked by the growth and development of internet. With the growth and development of internet, there came era of exchange of messages from one person to another digitally or via web. Email, ARPANET, USENET, BBS (Bulletin Board System ), IRC (Internet Relay Chat), Listserv, Blogger, Six Degrees, Livejournal, Napster were some of the important sites for social interactions and sharing.
The 21st century saw a spurt in the growth of social networking sites by the launching of Friendster, Fotolog, Photobucket, Flickr, Orkut, Facebook, Ning, Digg, Twitter, Netlog, Youtube etc. Social media has come a long way since the days of the telegraph and even the more recent days of Internet relay chats (IRC), and it continues to evolve. In the last few years, social media has become a convention of the online landscape. Major social networks and social media websites make changes and improvements on a fairly regular basis, so it‘s sure to keep evolving in coming years.
In 1979, Duke University graduate students Tom Truscott and Jim Ellis teamed up with the idea of networked communication over computers for exchange of information. This idea was executed in 1980 (Kaplan and Haenlein, 2010) and “Usenet” was launched worldwide, which was the first genuine attempt at social networking. Various discussion groups were held covering a wide variety of topics from humanities, sciences, business, politics, computers, and other areas. The discussion forums on these websites were called “newsgroups” (Goldsborough, 2015).
By 1992, Internet became one of the most popular networking tools, which linked researchers and educators. Marc Andreessen headed a team at NSF centers which successfully developed a browser to develop NCA Mosaic or popularly known as Mosaic. In less than 18 months of its introduction, Mosaic became the browser of choice for almost over a million users. This set off an exponential growth in the area of decentralizing information and connecting people and led to the development of Microsoft’s Internet Explorer (Andreessen, 2003, cited in Agboola, J.B. 2019).
Founded in October 1998 by Bruce Ableson and Susan Ableson, “Open Diary” was the next attempt at social networking. This website brought together people from various fields who wrote diaries or blogs, as we now call them, on a common platform to share their views and perspectives on various topics (Kaplan and Haenlein, 2010). As the Internet matured and became more widely available in the late 1990’s, there was an explosion of Social Media websites.
In 1999, social media websites like Blogger and Faceparty appeared, and post-2000, Wikipedia, Picasa, Friendster, Flickr and other sites were created. The number of active monthly users each of these social media sites generates is given below. The social networking site Facebook is currently one of the leaders in social media, with video sharing site YouTube a close second. Growth of social networking, a revolution in social networking came with the advent of newer social networking websites, based on Web 2.0. 
In 2002, Friendster used the concept of degrees of separation. It promoted the idea of social networking by creating rich bonds among people who knew each other directly or via certain friends and provided a common platform for them for social interaction. With the success of Friendster, many other social networking sites followed. LinkedIn, launched in 2003, created a professional platform for work-based interaction. It is more than a mere playground for teenagers and classmates. LinkedIn is a serious platform for working people who want to connect with other professionals and to expand their contact networks. As of January 2014, LinkedIn reported 300 million registered users on its website (https://www.linkedin.com/about-us). MySpace, which was also launched in 2003, has almost 10 times fewer (36 million as on October 2013) monthly active users than LinkedIn.
However, Facebook, launched in 2004 for Harvard students and opened to the general public in 2006, is currently the most frequented social networking website. As of August 2023, Facebook claims 2.9 billion active users (https://newsroom.fb.com/company-info/). To put this number in perspective, if Facebook was a country it would be the first most populous nation.
[bookmark: _Toc169703814][bookmark: _Toc200664318]2.1.2	Concept of Social Media
Over the years, many scholars have been able to distinctively define and clarify the concept of social media. In their definition and clarification, the concept of social media has been used interchangeably with social networking site. Likewise, in this section, the word will be used interchangeably. Social media are elements of the new media and according to Danny (2010) have become the highest activity on the internet today. The concept of “social media” or “social network site” is broadly used to refer to Web sites that enable users to articulate a network of connections of people with whom they wish to share access to profile information, news, status updates, comments, photos, or other forms of content.
In defining social media, Kaplan and Haenlein (2010) gave a general definition of social media in consideration of Web 2.0 and User-Generated Content. According to them social media is a group of internet-based applications that build on the ideological and technological foundations of Web 2.0 and that allows the creation and exchange of User Generated Content. They also went further to describe social media as a group of internet-based applications that build on the ideological and technological foundations of Web 2.0 and that allow the creation and exchange of user-generated content. 
Nwanton, Odoemalamn, Orji-Egwu, Nwankwo and Nweze (2015) defines social media as those internet-based tools and services that allow users to engage with each other, generate contents, distribute and search for information online. Parr (2017) defines social media as the use of electronic and Internet tools for the purpose of sharing and discussing information and experiences with other human beings in more efficient ways. 
On the other hands, Jantsch (2018) considers social media as the use of technology combined with social interaction to create or co-create value. According to Merriam-Webster dictionary (2017), social media is a form of electronic communication (as websites for social networking and microblogging) through which users create online communities to share information, ideas, personal messages, and other content (as videos) while Dykeman (2018) acknowledged social media as “the means for any person to: publish digital, creative content; provide and obtain real-time feedback via online discussions, commentary and evaluations; and incorporate changes or corrections to the original content” (Dykeman, 2018).
Bryer and Zavatarro (2015) described social media as technologies that smooth the progress of social interaction, make possible collaboration, and enable deliberation across stakeholders. These technologies now include blogs, wikis, media (audio, photo, video, text) sharing tools, networking platforms, and virtual worlds. Social Media Online is a primarily internet-and mobile-based tools for sharing and discussing information by users. The term, according to Andreas and Michael (2010), refers to “a group of Internetbased applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content."
Drury (2018) describes social media as online resources that people use to share content: video, photos, images, text, ideas, insight, humor, opinion, gossip, news. Safko and Brake (2019) further defined social media as “activities, practices, and behaviors among communities of people who gather online to share information, knowledge, and opinions using conversational media. Kietzmannn, Silverstre, McCarthy and Leylan (2012) describes social media as the platform that employs mobile and web based technology to create highly interactive platforms via which individuals and community share, co-create, discuss and modifies user generated content.
Davis, Canche, Deil-Amen and Rios-Aguilar (2012) refer to social media technology (SMT) as web-based and mobile applications that allow individuals and organizations to create, engage, and share new user generated or existing content, in digital environments through multi-way communication. Through this platform, individuals and organizations create profiles, share and exchange information on various activities and interests. An interesting aspect of social media is that, it is not limited to desktop or laptop computers but could be accessed through mobile applications and smart phones making it very accessible and easy to use. Examples of these social media platforms both on the web and mobile application include Facebook, Twitter, YouTube, Whatsapp, Instagram, blogs etc.
According to Boyd and Ellison (2007), “social networking sites are web-based service platform that enable individuals to create a public or semi-public profile within a bounded system, articulate a list of other users with whom they share a connection, and view and navigate their list of contacts and those made by others within the system” (p. 21). These sites are used to interact with friends, peers and others that are found in groups on these sites. The sharing of information ranges from news, debates, gossips, feelings or statement of mind, opinions, research etc. Curtis (2011) affirms that social media appear in many forms including blogs and microblogs, forums and message boards, social networks, wikis, virtual worlds, social bookmarking and video sharing.
According to Junco (2018), social media are collections of internet websites, services, and practices that support collaboration, community building, participation, and sharing. Nwangwa and Omotere (2014) simply regards social media as comprising online applications for social networking sites, social bookmarking and sharing tools, social citation tools, blogging and microblogging tools, virtual worlds, e-conference presentation sharing tools, audio and video tools, e-project management tools, and research and writing collaboration tools; primarily developed to foster user-centered social interaction.
Social media can be seen as either web based or application based media of communication that allows registered individual to share ideas, thoughts, opinions, interact and collaborate with other registered users all over the world. The inclusion of application based media of communication is largely due to the ability to make use of social media on mobile gadgets such as Smartphones, Tablets, i-Phones, symbian and Java phones.
Elshout (2012) writes that social networks form a good platform for organizing countervailing power by political activists and consumers. Social media is a form of electronic communication which facilitates interaction based on certain interests and characteristics. Boyd & Ellison (2007) Social media are media for social interaction, using highly accessible and scalable publishing techniques. They use web-based technologies to transform and broadcast media monologues into social dialogues. They support the democratization of knowledge and information and transform people from content consumers to content producers.
In the same vein, Olayinka (2013, p. 11) observes that the rapid growth of social media activities in the last few years is indicative of its entry into mainstream culture and its integration into the daily lives of many people because it disseminated information at a very high speed, cheaper and enhance immediate feedback been an interactive media. Social media are web-based and mobile technologies that facilitate interaction between organizations, communities and individuals. Important characteristics are that the technologies are ubiquitous, communication instantaneous and that they enable the creation and exchange of user-generated content. Social media such as Facebook, Twitter, Google+, Instagram, Youtube, Whatsapp, Wechat are just few of the hundreds of applications that make participatory information, sharing and social networking possible. These instruments are referred to as media because they are tools which can also be used for the storage and dissemination of information. 
The scope of social networking sites as information sources have been discussed by different scholars e.g., (Dugan et al., 2018; Skeels&Grudin, 2019; Steinfield, DiMicco, Ellison, & Lampe, 2009; Morris et al., 2012). They noted that:
1. Only humans can provide certain types of information such as opinions, advice and recommendations.
1. The information sources are personally known to the user to a greater or lesser extent, and are therefore trusted sources and have cognitive authority.
1. Users can provide localized (geographically specific) information, and current or timesensitive information.
1. Information provided by users are customized for the requestor.
1. Social contacts can perform intermediary functions of researching, synthesis and packaging of information.
1. Users are able to broadcast a question to a known group of people 
1. Users can obtain emotional and social support.
However, unlike the traditional media like Television and Radio, most of the social media tools allow their users to interact as “re–twitting” on Twitter and “comment” options on Facebook illustrate. Looking at social media from a more practical point of view, Sweetser and Lariscy (2018) define social media as a “read-write Web, where the online audience moves beyond passive viewing of Web content to actually contributing to the content”. 
One thing that is common in the definitions of social media reviewed in this work is the view that it is based on user-generated participation. The opportunity to enjoy user-to-user interaction distinguishes social media from the traditional media which is characterized by top-down news dissemination arrangement (Clark &Aufderheide, 2019).
Another attribute of the social media which distinguishes it from the traditional media is the choice it accords its users. Choice enables people to access the information they like to learn about through the social media, eliminating the gatekeeper role of traditional media. On one hand, the choice offered by social media reduces the shared experience that viewers of particular traditional media channels usually have; on the other hand, it creates a network of individuals with like interests and similar preferences.
The two primary tools that have enabled people to socialize and connect with each other online are social networking sites and electronic messaging. More than half of Nigerian teens and young adults send electronic messages and use social networking sites, and more than one- 20 third of all internet users engage in these activities (Gabriel & Bamidele, 2019). 
In Nigeria, internet users are estimated, as at October 2017, at 70,101,452 with 16% growth rate when compared with the 2013 figure, and is 2.30% of the country’s share of the world internet users (Internet Live Stats, 2018). Nigeria is also the third most active African country on twitter (Mejabi & Fagbule, 2014). Most people who use social media tools access them mainly through computers and mobile devices such as phones and Tablet PCs.
Analysts suggest that majority of phone purchases in the coming years will be more for using online networks rather than making phone calls (Baekdal, 2018). Politicians in Nigeria are joining the online community to communicate with their audiences because they believe they are a key demographic who shape and influence perception. Thus, phone communication is now tending toward one-to-many sharing rather than the usual one-to-one conversation. 
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Every economy is characterized by both active and inactive populations. The economically active ones are referred to as the population willing and able to work, and include those actively engaged in the production of goods and services and those who are unemployed. The International Labour Organization (ILO) defines the unemployed as numbers of the economically active population who are without work but available for and seeking work, including people who have lost their jobs and those who have voluntarily left work (World Bank, 1998).
According to Fajana (2000), unemployment refers to a situation where people who are willing and capable of working are unable to find suitable paid employment. It is one of the macro-economic problems which every responsible government is expected to monitor and regulate. The higher the unemployment rate in an economy the higher would be the poverty level and associated welfare challenges. Fajana (2000), Alao (2005), and Wikipedia (2014) identify the following types of unemployment.
Structural unemployment occurs when there is a change in the structure of an industry or the economic activities of the country. This may be due to use of outdated technology, deficiency of capital resources in relation to their demand and the product or service is no longer in demand. 
Frictional Unemployment is caused by industrial friction in which jobs may exist, yet the workers may be unable to fill them either because they do not possess the necessary skill, or because they are not aware of the existence of such jobs. The employable may remain unemployed on account of shortage of raw materials, or mechanical defects in the working of plants. Therefore, the better the economy is doing, the lower this type of unemployment is likely to occur.
Seasonal Unemployment is due to seasonal variations in the activities of particular industries caused by climatic changes, changes in fashions or by the inherent nature of such industries. In the tropical region, ice factories are less active in rainy season because demand for ice is low. Seasonal oriented industries are bound to give rise to seasonal unemployment.
Cyclical or Keynesian unemployment is due to the operation of the business cycle. This is a situation whereby the demand for labour becomes deficient to supply. In other words, when the aggregate demand falls below the full employment level, it is not sufficient to purchase the full employment level of output. It is characterized by an economy wide shortage of jobs and last as long as the cyclical depression lasts.
Technological Unemployment is caused by changes in the techniques of production. Hence a situation whereby man is replaced by machines. Technological changes are taking place constantly, leading to the increased mechanization of the production process. This naturally results in the displacement of labour and finally causing unemployment due top globalization (Oladele, et al, 2011).
Residual Unemployment is caused by personal factors such as old age, physical or mental disability, poor work attitudes and inadequate training. Whatever the type and cause of unemployment, entrepreneurship is its answer.
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In the study of unemployment in Nigeria, Adebayo (1999), Alanana (2003), Echebiri (2005), Ayinde (2008), Morphy (2008 and Awogbenle and Iwuamadi (2010) have identified the main causes of youth unemployment in Nigeria. According to the National Bureau of Statistics (NBS), the rate of unemployment in Nigeria stood at 23.9 per cent in 2011, while urban unemployment was estimated at 29.5 per cent in 2013. In addition, the FDC report also forecast that the misery index would likely to increase further in 2014, from the 38 per cent it stood in 2013. It also predicted that the nation’s currency would fall by about three per cent this year, even as it anticipated a correction in the stock market.
The first is the rapidly growing urban labour force arising from rural urban migration. Rural-urban migration is usually explained in terms of push-pull factors. The push factors include the pressure resulting from man-land ratio in the rural areas and the existence of serious underemployment arising from the seasonal cycle of climate. The factors are further exacerbated in Nigeria and most African countries due to the increase of war and epidemic in most of these countries (Liberia (ebola), Mali, Sudan, and Sierra etc), likewise the lack of infrastructural facilities, which makes the rural life unattractive. Youths move to urban areas with the probability of securing lucrative employment in the industries. In addition to this, there is the concentration of social amenities in the urban centers. This meant that the rural areas are neglected in the allocation of social and economic opportunities.
The second is the rapid population growth. Going by the 2006 census in Nigeria, the nation’s population was put at 140,431,790 and projections for the future indicate that the population could be over 180 million by the year 2020, given the annual growth rate of 4.5 percent (National Population Commission and ICF Macro, 2012). With this population, Nigeria is the most populous nation in Africa. It is argued that the high population growth rate has resulted in the rapid growth of the labour force, which is far outstripping the supply of jobs. The accelerated growth of population on Nigeria’s unemployment problem is multifaceted. According to the National Bureau of Statistics, Nigeria the unemployment rate stood at 23.09%as at 2012. It affects the supply side through a high and rapid increase in the labour force relative to the absorptive capacity of the economy.
The third is the outdated school curricula and lack of employable skills. Some scholars and commentators have argued that as far as the formal sector is concerned, the average Nigeria graduate is not employable and, therefore, does not possess the skills needed by the employers of labor for a formal employment. After all employers do not need people to pay or spend their money on but people that will help their organization grow and make more profit as the primary goal of every enterprise is to make profit. Often, this is attributed to the Nigeria’s education system, with its liberal bias. The course contents of most tertiary education in Nigeria lack entrepreneurial contents that would have enabled graduates to become job creators rather than job seekers.
The fourth is the rapid expansion of the educational system which directly leads to increase in the supply of educated manpower above the corresponding demand for them. With the creation of six new universities in the countries by the President Goodluck Administration more youths graduate without jobs. This contributes to the problem of the youth unemployment in Nigeria. Presently, with over 97 universities in Nigeria (both federal, state, and private) and the increasing demand for higher education there has been the problem of suitable employment for the varieties of graduates who are turned out by these higher institutions every year. Ordinarily, this should not have been a problem, but the reality is that the Nigerian economy is too weak to absorb this large number of graduates (Utomi, 2011).
Further, there is no vibrant manufacturing sector which has the capacity to absorb unemployed youths in Nigeria, as there are over 800 collapsed industries in Nigeria and over 37 factories have closed shops in 2009. In a nutshell, Nigeria is a country with numerous business and investment potentials due to the abundant, vibrant and dynamic human and natural resources it possesses. As good as the foregoing sounds, Nigeria continues to experience its share of social, economic and political upheavals which have often stunted its growth and development into the regional economic power that it strives to attain. Nigeria has a relative high rate of violent crimes (Onwubiko, 2009).
The fact is that the Nigeria is becoming hostile to investment due especially to lack of steady and sustainable power supply energy crisis in spite of the various attempts are reviving this sector lading to firms depending on generators for their operation whose cost of buying, fueling and maintenance are high, thereby increasing the cost of operation in Nigeria. Besides, high and multiple levies and taxations being paid by these companies, energy crises have combined to make the cost of doing business in Nigeria to be very exorbitant. When the industries and factories closed shops or relocated to a friendlier economic environment, workers were laid off and prospects of recruiting new ones were dashed. All these exacerbated the crisis of youth unemployment in the labor market (Adeloye, 2010; Onifade, 2011).
Finally and most importantly is Corruption!, which has permeated the entire social structure of Nigeria, has robbed the country of developing a vibrant economic base. Funds meant for development projects have been misappropriated, diverted, or embezzled and stashed away in foreign banks, while some incompetent and corrupt bureaucrats and administrators in the public enterprises and parastatals have liquidated these organizations (Okafor, 2010). The point being made here is that the collaboration of the political elites, local and foreign contractors in the inflation of contract fees have robbed Nigeria of the chances of using more than $500 billion estimated revenue from the oil sale in the last 54 years to develop a vibrant economy that would have created jobs for the youths in various sectors of the economy. The ruling (political) class failed because they replaced the vision, policy, and strategy, which should be the thrust of every leadership with transactions (contract award and other mundane money related activities), as each successive government took turns to prey on the nation’s wealth, by using public power, resources, good will, utilities, instrument of abuse, and personal gains (Okafor, 2005). Thus crippling the economy and engendering and exacerbating unemployment which creates abject poverty, hunger and frustration; killing the zeal and means for entrepreneurship development in the Nigerian youths.
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Understanding the concept and domain of entrepreneurship and media is an important foundation to perform this study. The word entrepreneurship is widely used today. However, offering a specific and unambiguous definition of the entrepreneurship is still challenging. This is not because the definition is not available, but because there are too many, and even these definitions rarely agree with each other on some essential characteristics of the entrepreneurship, as demonstrated by countless articles in academic journals discussing the issue. Davidsson (2014), for instance, lists at least seven definitions, and Shane and Venkataraman (2000) started a long dialogue in the Academy of Management Review for the definition they gave. All this causes no surprise, bearing in mind that it is a new field of study. 
According to Shane and Venkataraman (2000), who gave one of the most cited definitions, “entrepreneurship is concerned with the discovery and exploitation of profitable opportunities.” However, it is also necessary to make a distinction between the terms entrepreneurship and entrepreneurship research. 
Davidsson (2014) proposes that entrepreneurship be defined as “the competitive behaviours that drive the market process”, while the domain of entrepreneurship study is structured around the idea of the emergence of new business ventures. This definition of the domain of research is based upon previous literature (Shane and Venkataraman, 2000; Zahra and Dess, 2001; Gartner, 1988; Venkataraman, 1997). It is also possible to observe the continuous evolution of the term entrepreneurship. For instance, the definition given by Shane and Venkataraman in 2000 was rewritten by Shane in 2003. 
In the book “A General Theory of Entrepreneurship”, Shane eliminates the profit requisite: “I define an entrepreneurial opportunity as a situation in which a person can create a new means-ends framework for recombining resources that the entrepreneur believes will yield a profit” (the italics are from the author). In the next paragraph, he adds, “readers should note that entrepreneurial opportunities are not necessarily profitable” (Shane, 2013). 
Low and MacMillan (2008), dealing with the problems of all the definitions available in the literature –from Schumpeter to Gartner– concluded that “the problem with these definitions is that though each captures an aspect of entrepreneurship, none captures the whole picture.” He adds, then, that “it seems likely that the desire of common definitions and clearly defined area of inquiry will remain unfulfilled in the foreseeable future.” Even though Davidsson is not explicit in using the word opportunity, in contrast to Shane and Venkataraman (2020), it is impossible to deny that entrepreneurship research “involves the study and sources opportunities; the processes of discovery, evaluation, and exploitation of opportunities; and the set of individuals who discover, evaluate, and exploit them” (Shane and Venkataraman, 2020). 
Based on Casson (2022), they defined entrepreneurial opportunity as “those situations in which new goods, services, raw materials, and organizing methods can be introduced and sold at greater than their cost of production.” Nevertheless, not all opportunities are entrepreneurial opportunities. The requisite is “the discovery of new means-ends relationships” (Shane and Venkataraman, 2000). In the same way as not all opportunities yield profits, not all industries are evenly profitable. “If a random entrepreneur started a business in certain industries and not in others, that person would be much more likely to have very rapidly growing private or public company” (Shane, 2003; p. 18). 
Thus, there is a relationship between specific industry characteristics and entrepreneurial opportunities. A consensual definition of entrepreneurship has not come yet, nonetheless everyone agree it is a multi-faced phenomenon, which comprehends from the discovery of opportunities, to the start-up of new companies and, to the carrying out of new strategic initiatives within existing business (corporate entrepreneurship). And if there is not consensus in a precise definition is not because of lack of desire, but because entrepreneurship has been approached from too many different perspectives that it is impossible to disagree with Low and MacMillan (1988). 
As a matter of fact, Shane & Venkataraman’s definition is more a suggested delineation of the scholarly domain of entrepreneurship rather than a definition of the term. This delineation is further improved by Davidsson (2004) to “how new ventures aimed at bringing into existence future goods and services are initially conceived of and subsequently developed, by whom, and with what consequences”. The latter broader delineation includes also non-profitable commercial activities such as failure and accidental success in discovery and exploitation processes. 
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The word media has been defined in many ways to accommodate different criteria or settings. For instance, media is defined as “a contraction of the term media of communication, referring to those organized means of dissemination of fact, opinion, and entertainment such as newspapers, magazines, cinema films, radio, television, and the World Wide Web” (Wikipedia). Or it is also defined as “a generic term for systems of production and dissemination of information and entertainment and of exertion of various kinds of social controls. 
Unlike a channel which is limited to a contiguous physical medium between the sender and a receiver of communications, media include the institutions which determine the nature, programming and form of distribution” (Krippendorff, 1986). Most often, the media are lumped together as a single entity, while the media actually refers to many forms of communication, including newspapers, magazines, and billboards, radio, television, videocassettes, video games, and computer games. The essential of media is that it can be used to store or deliver information for the mass usage, so the most common use in this sense is mass media. 
According to Krippendorff (1986) “mass media is the generic term for newspapers, book publishing, radio and television. Other media include the recording industry, movie industry and theatre. All media are associated with more or less elaborate forms of audience participation.” For the purpose of this study, the term media is understood based on the above descriptions, and the media industries are defined as the industries that mainly produce and sell information and entertainment products and services. 
The coverage of media industries in this study spans from publishing industries (newspaper, magazine and book), music industry, audiovisual industries (film, television and radio) to the emerging media industries, for instance, new media and other forms of digital media. Although, this research limits its scope to the traditional forms of media leaving out Internet as a medium. 
Many authors have described the particular characteristics of media companies and their products, agreeing that the most important ones are the uncertainty of the demand (Caves, 2000; Napoli, 2003), and the novelty of the content in an adequate support. For instance, the ability to predict the size and type of the audience for a new television program is so low that producers try to pretest the programmes and to model audience behaviour according to historical data (Napoli, 2003). Despite those efforts, a huge percentage of new ideas and programme-pilots do not reach the screen. 
Another example is the magazine publishing industry, where the rates of unsold copies could reach easily 50%. The second characteristic of media products is related to the generation of new content and the search for new distribution channels. Innovation in the media industry is necessary to attract new consumers who want to be surprised and want the content delivered in her favourite support (e.g. Internet, mobile phone, cable TV, etc.). The characteristics of the media products are very much aligned to the dimensions of the entrepreneurial process, i.e. autonomy, innovativeness, risk taking, proactiveness, and competitive aggressiveness. These dimensions represent the entrepreneurial orientation of the firm, which can be defined as the processes, practices, and decision making activities that lead firms to decide to enter a new market or launch a new product (Lumpkin and Dess, 1996). 
According to what was explained in the previous paragraph, media companies are urged to be particularly risk taking and innovative. The entrepreneurial approach they have to develop is without doubt extremely important. Finally, as the nature of media is the format to store or the carrier to deliver information for the mass people, media products have profound effect in influencing public perceptions on entrepreneurship and entrepreneurial phenomenon. The image of what is entrepreneurship and entrepreneurial phenomenon that media present to the mass people may decide people’s attitude and affects people’s behavior. For example, for the entrepreneur development, the effect of the role model is significant. The role model could be a member of the family, but mostly, it could also be stories of successful entrepreneurial individuals conveyed by the media. 
The positive images of entrepreneurs delivered the media may promote the development of entrepreneurship in the society. But in contrast, the neglect of entrepreneurial phenomenon by mass media may hinder the proliferation of entrepreneurial activities (Naude, 2011) 
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Ogundele, Akingbade and Akinlabi (2022) have stated that contribution of entrepreneurship training and education on unemployment through youth empowerment will be much significant if entrepreneurship is encouraged at all levels in the economy. 
Also, Akpama, Esang, Asor and Osang (2021) have observed that through entrepreneurial studies, which is inter-disciplinary training that focuses on the acquisition of relevant skills needed to start and run a new business venture, unemployment and poverty can be reduced. 
As Onyeizugbe, Orogbu and Oyigbo (2015) have observed, attempts to provide solution to societal problems often set processes in motion such that the opportunities for engaging human efforts called job creation are provided. They noted that jobs are created when firms established by entrepreneurs employ people with requisite skills to occupy vacant positions. 
To Tijani-Alawiye (2014), entrepreneurs successfully run innovative enterprises, nurture them to growth and sustainable level so that more hands can be engaged in the running of the enterprise. Through such processes, he remarked, job opportunities are created. Entrepreneurship development affords the youth the opportunity to be productively engaged so as to divert their attention from negative vices such as crime, militancy and so on. 
According to Rasmussen and Stroheim (2005), its major role is wealth creation. Persons engaged in entrepreneurship, either on their own efforts on inside an organization pursue opportunities without regard to resources under their control. Also, 16 Enaohwo (2011) emphasizes the need for youth entrepreneurial empowerment to harness their potentials and intellectual creativity. This, to him, is because its potency is capable of lowering unemployment and poverty level and elevating living standards and quality of life of Nigeria.
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Entrepreneurship plays a pivotal role in driving economic development and fostering innovation within societies (Dele D. 2017).  As nations increasingly recognize the importance of cultivating entrepreneurial ecosystems, the media's role in shaping public perceptions and discussions around entrepreneurship becomes crucial. 
This study hinge on Diffusion of Innovation theory and Technology Acceptance Model with their relevance to influencing public discourse on entrepreneurship development, with a focus on the potential impact of social media in shaping the entrepreneurial orientation thus reducing unemployment among youths.
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Diffusion of innovations theory was propounded by Everett Rogers in 1962. The theory implies a process by which new ideas, practices and the like are communicated through certain channels over a period of time among identified members of a social system. The characteristics of an innovation, as perceived by the members of a social system, determine its rate of adoption.
According to Rogers (1962), the theory identifies different adopter categories and outlines the stages through which innovations are adopted by individuals or groups. The key components of the theory are:
1. Innovation: An innovation is the idea, practice, or object perceived as new by an individual or a group. It can be a product, technology, behavior, or concept that is being introduced.
2. Adopter Categories: The theory categorizes individuals into different adopter groups based on their readiness to adopt an innovation. These categories include innovators (risk-takers and early adopters), early majority, late majority, and laggards (those who resist change).
3. Stages of Diffusion: The process of innovation diffusion unfolds in five stages:
i. Knowledge: Individuals become aware of the innovation.
ii. Persuasion: Potential adopters seek more information and evaluate the innovation.
iii. Decision: Individuals decide whether to adopt or reject the innovation.
iv. Implementation: Adopters put the innovation into use.
v. Confirmation: Adopters assess the outcomes and confirm their decision.
4. Communication Channels: The theory emphasizes the role of communication channels in disseminating information about innovations. Channels can be interpersonal (word of mouth, social networks) or mass media (television, radio, internet).
5. Social System: Diffusion occurs within a social system, which can be a community, organization, or society. The characteristics of the social system influence the rate and pattern of adoption.
6. Relative Advantage, Compatibility, Complexity, Trialability, and Observability: Rogers identified five key attributes that influence the rate of adoption:
i. Relative Advantage: The degree to which an innovation is perceived as better than the existing alternatives.
ii. Compatibility: The extent to which the innovation is consistent with existing values, experiences, and needs of potential adopters.
iii. Complexity: The perceived difficulty of understanding and using the innovation.
iv. Trialability: The ability to experiment with the innovation on a limited basis.
v. Observability: The extent to which the results of using the innovation are visible to others
Therefore, economically related information may equally thrive on social networks if Roger‟s viewpoint is to be taken. This is because the nature of social media networks and the roles opinion leaders play in them might determine the likelihood of such innovation being adopted. Innovation diffusion researchers such as Rogers and Shoemaker (Morah, 2012) have attempted to explain the variables that influence how and why users adopt a new information medium, such as social media technologies and internet. 
This apparently, implies that using the social system such as opinion leaders, economic influence might be exerted on audience behaviour to accepting economic information on social via their personal contact with those opinion leaders. Additional intermediaries called change agents and gatekeepers are also included in the process of diffusion. In this context, some of the opinion leaders might be „the friends‟ and „friends of friends‟ of the business people on social networks; while the SMEs who own Whatsapp and Facebook accounts are the sources of information. It is likely that business messages would diffuse through the SMEs down to their „friends‟ to „the friends of friends‟ who will eventually act on the information to make a transaction or a purchase.
Relevance of the Theory to this Study
The Diffusion of Innovation Theory holds profound relevance in understanding the intricate dynamics of the influence of social media on entrepreneurship development and its perception among unemployed youths in Kwara State. As social media platforms become conduits for entrepreneurial endeavors, the theory provides a structured framework to examine the adoption process within this demographic.
In the context of unemployed youths venturing into entrepreneurship through social media, the theory's adopter categories (innovators, early adopters, early majority, late majority, and laggards) elucidate the diverse responses and timelines of youth engagement with entrepreneurial initiatives. The stages of diffusion, from knowledge to confirmation, help delineate the progression of awareness to active participation in entrepreneurial activities facilitated by social media.
Moreover, the attributes of innovations outlined in the theory, such as relative advantage, compatibility, complexity, trialability, and observability, offer valuable insights into the factors influencing the youths' perceptions of social media entrepreneurship. Understanding these dynamics becomes pivotal for policymakers, educators, and stakeholders in developing strategies that align with the socio-cultural context of Kwara State, fostering a conducive environment for youth entrepreneurship through effective utilization of social media platforms. Thus, the Diffusion of Innovation Theory emerges as an indispensable tool for comprehending and guiding the transformative impact of social media on entrepreneurship among unemployed youths in Kwara State.
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Technology Acceptance Model  Created by Fred David in 1986 (Durodolu, 2016), the technology acceptance model is an offspring of the widely acclaimed Theory of Reasoned Action (Durodolu, 2016; Taherdoost, 2017; Amadu, Muhammad, Mohammed, Owusu, & Lukman, 2018) from psychology. Being arguably the most relevant model in studying IT acceptance (Wu, 2009; Taderdoost, 2016), the model focused more on the acceptance or rejection of information systems technology (Durodolu, 2016). 
Specifically, it examined how perceptions and beliefs could undermine or boost IT adoptions (Amadu, et al, 2018). The model stated that acceptability of information is based on two factors that can be classified as ease of use of such information system, and perceived usefulness of such information system (Taderdoost, 2016; Amadu, et al, 2018). The ease of use refers to how much effort is required to have it functional, while perceived usefulness of the information system refers to the probability of improved productivity or performance when employed (Davis, 1989).
The probability that an employee will embrace an information system is high; if the employee believes the information system will improve their performance at work (Hauser, & Shugan, 2017; Harris & Goode, 2018). Same applies to making a choice from several options, employees go for the most effective (Dillion & Morris, 2016). This is relevant to the study because owner and employees’ readiness to adopting/accepting an IT system ultimately influences the outcome (Obar, Jonathan & Wildman, 2015). On the other hand, the customer’s perception of IT could also influence if they will choose to engage the establishment via such platforms (Amadu, et al, 2018). This will either make the investment in IT systems useful or wasteful.
Relevance of the Model to this Study
The Technology Acceptance Model (TAM) holds significant relevance in understanding the dynamics of the influence of social media on entrepreneurship development and its perception among unemployed youths in Kwara State. TAM, a widely recognized theoretical framework, assesses individuals' acceptance and adoption of technology by focusing on perceived ease of use and perceived usefulness.
In the context of the influence of social media on entrepreneurship among unemployed youths, TAM becomes a valuable lens through which to examine the factors shaping their attitudes and behaviors. The model posits that users are more likely to embrace technology when they perceive it as easy to use and when they see it as beneficial.
For unemployed youths in Kwara State venturing into entrepreneurship through social media platforms, TAM can illuminate how their perceptions of social media's ease of use and usefulness influence their decision-making. Understanding these perceptions is crucial for designing targeted interventions, training programs, and support mechanisms that enhance the adoption of social media for entrepreneurial activities.
In summary, the application of TAM to the influence of social media on entrepreneurship development provides a structured framework for analyzing the attitudes and behaviors of unemployed youths in Kwara State. By identifying and addressing perceived barriers and facilitating factors, policymakers and educators can foster a more conducive environment for youth entrepreneurship in the digital age.
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According to Mah, Ghulam and Mariah (2023) social media is a source of developing entrepreneurial intentions. The study was designed with the intent to find the components of social networking which help in entrepreneurship. The universe for the present study consisted of all enterprises registered with Trade of Chamber and Commerce (Multan). A sample of 5 respondents was selected for interview through convenient sampling. Detailed interviews were conducted for data collection and analyzed by using critical analysis procedure. From the analysis it was found that social networking helps the entrepreneur in developing entrepreneurial intention through which peer group and family and educational institutions in general and universities in particular contribute a lot. Mass media found as a main source in providing the platform for entrepreneurship in the realm of networking.
Ambrose and Kinyua (2022) study the effect of social media on the growth of SMEs in Nairobi. The study used descriptive research design and Questionnaires were administered on 246 SMEs in Nairobi, with the respondents being either the owners or managers. Cluster sampling was used to divide the population of interest and then simple random probability sampling technique was used to further identify the specific businesses to be used for the study. Both quantitative and qualitative data was collected and then analyzed using SPSS. The results of the study have been presented in tables and figures for easy interpretation. The study established that social media tools offer greater market accessibility and CRM which in turn have a significant impact on the growth of SMEs. On the other hand, the pricing of products and innovativeness aspects offered by social media have had very little impact to cause any growth in the SMEs. 
Mahwish, Wajahat, Shazia, Hummaira and Nadia, (2022) study the relationship of social media and entrepreneurship growth in Pakistan specifically in Lahore. This study used regression analysis to investigate the impact of social media on entrepreneurial growth. The study clearly concluded that the companies of Lahore who are on social media are more popular among the masses as compare to those who are not using internet for the advertising purpose. 
Ogunnaike and Kehinde (2020) examined the nature of relationship between social networking and business performance using selected entrepreneurs in Ota, Nigeria as respondents. The study used survey research method with structured questionnaire that was distributed among the sampled respondents. The findings of the study revealed that Facebook and twitter was the mostly visited social network by the entrepreneurs for business purposes. The result further revealed that electronic social network has significant effect on sales turnover. Physical social network such as trade associations was also found having a significant effect on business efficiency.
Onyekwelu and Oyeogubalu (2019) examined the effect of entrepreneurship development on employment generation in Nigeria, using selected MSMEs in Anambra State. The study adopted descriptive survey design because the result was to be generalized for the entire population of interest. From a population 524, a sample of 227 was determined using Taro Yameni’s statistical formula. Major tools of analysis were summary statistics, Pearson Correlation and Multiple regression analysis. Preliminary results indicated that overall, the model is statistically significant through the F-value of 22.789. Regression coefficient of 0.691 showed that 69.1 percent relationship exists between dependent and independent variables. Similarly, coefficient of determination represented by ‘R 2 ’ showed that 65.6 percent variation in the dependent variable can be explained by the independent variables. The study concluded that development of entrepreneurial skills and creation of enabling business environment will enhance the employment generation capacity of the MSMEs sector in Nigeria. It was recommended among others that both the practicing and prospective entrepreneurs should endeavour to develop the requisite entrepreneurial skills to be effective in the management of their businesses. 
Okafor (2019) examined entrepreneurship development as a means of reducing unemployment in Nigeria, using selected small scale businesses in Anambra State as the study area. The study which was designed as a descriptive survey evaluated the role of government in trying to make the process an effective means of tackling the menace of unemployment. An item structured instrument designed to reflect the options of strongly agree, agree, disagree, strongly disagree and undecided popularly referred to as the five (5) points modified Likert scale, was used to elicit information from the respondents who were predominantly practicing entrepreneurs. The data generated in the study were analyzed in two sections namely; answer to the research questions and test of hypotheses. Whereas summary statistics of percentages were used to answer the research questions which were already in Likert scale format, Chi-Square ( χ 2 ) inferential statistics was used to verify the claims of the null hypotheses. All tests were carried out at a significance level of 0.05 and degrees of freedom (df). The study revealed that tertiary institutions and other entrepreneurial training centers can be reformed to make them responsive to the needs of the trainees. It was found also that the cost of doing business in Nigeria negatively affect entrepreneurship development in Nigeria. In the light of these findings in the study, it was recommended among others that the government should reform and sufficiently equip the relevant institutions and other entrepreneurial training centers across the nation to make them responsive to the needs of the trainees so that they can acquire the necessary skills and knowledge needed to start up a business venture and manage it successfully. 
Obokoh and Goldman (2018) did a study to determine the effect of infrastructural deficiency on business development in Nigeria’s liberalized economy. Longitudinal survey approach was adopted for the study. The result showed that deficiency in infrastructural facilities negatively impacted the profitability and general performance of businesses in the study area due to high costs incurred by the business owners in self-provision of essential infrastructures. The study concluded that inspite of the claim of government to have successfully completed the privatization process of electricity production in November, 2013, there is still no significant improvement in the supply in Nigeria. 
In another study, Ocheni and Gemade (2016) examined the effect of multiple taxation on the performance of small and medium scale business enterprises in Benue State, Nigeria. Descriptive survey design was used for the study. Findings suggested that multiple taxation has negative effect on MSMEs survival and that the relationship between MSMEs size and its ability to pay taxes is positive and significant. The study concluded that multiple taxation affects the survival and expansion growth of MSMEs in Benue State, Nigeria. 
In a related study, Nwabufo and Mamman (2016) examined the suitability of entrepreneurship education as a panacea for curbing graduates’ unemployment in Nigeria. The study which was designed as content analysis showed that entrepreneurship education is capable of reducing graduates unemployment and poverty through the acquisition of requisite entrepreneurial skills and consequently the establishment of small businesses. The study concluded that the government should rethink entrepreneurship education as a viable option for combating the menace of graduate unemployment in Nigeria. 
Similarly, Mohammed (2014) did a study that assessed the impact of MSMEs on employment generation in Nigeria. The study covered the 36 states of Nigeria, including Abuja, the Federal Capital Territory. The study which was designed as content analysis found that lack of adequate financing, poor managerial ability, corruption, infrastructural inadequacy, insecurity, were some of the challenges that are hindering the MSMEs sector from impacting unemployment and the economy generally.


[bookmark: _Toc200664328]CHAPTER THREE
[bookmark: _Toc200664329]RESEARCH METHODOLOGY
[bookmark: _Toc167826369][bookmark: _Toc200664330]3.1 	Introduction
This  chapter  based on  the  various  means  and  procedures  employed  in  the  process  of  data  and information  gathering.  The  study  was carried  out  following  some  logical  steps  that  will  facilitate  the  achievement  of  the  research  goals  and  to  explain  the  methods  of  study  employed  in  this  research  work.  Furthermore,  the  plan,  structure  and  strategy  of  investigation  conceived  to  obtain  answer  to  the  research  questions were organized under the following headings: Research  design,  Target  population,  Sample size  and  Sampling  technique,  Instrumentation,  Validity and reliability, Sources of data, Method of analysis.
[bookmark: _Toc167826370][bookmark: _Toc200664331]3.2	Research Design
This study adopted survey research design. According to W. K. Pertiwi (2016), survey method is simply the process of collecting data from a population or a sample drawn from a population or with the purpose of investing relative incidence, occurrence or inter relationship among the variables of natural phenomenal. This method is regarded as one of the oldest approaches in quantitative research (Kerlinger & Lee 2010).
[bookmark: _Toc167826371][bookmark: _Toc200664332]3.3 	 Population of the Study 
According  to  Adeleke  (2013),  population  is  the  aggregate  of  all  elements  defined  before  proper selection  of  the  sample  is  made. Wimmer and Dominick [2016] posited that population of a research study is a list of collection of subjects, objects, variables or concept in a defined environment which could be a group or class of variables, concept or phenomenal in a given study.
The population of this study was limited to students of Kwara State Polytechnic, Ilorin. There are six institutes in the institution (Institute of Information and Communication Technology [IICT], Institute of Finance and Management Studies [IFMS], Institute of Environmental Studies [IES], Institute of Applied Sciences [IAS], Institute of Technology [IOT] and Institute of General Studies [IGS]) with over 40 departments. According to Kwara State Polytechnic Management Information System (MIS-2023), the total population of students in the institution is estimated to 40,000. However, the target population of this study was limited to students in four departments randomly selected under two institutes in Kwara State Polytechnic, Ilorin.
[bookmark: _Toc167826372][bookmark: _Toc200664333][bookmark: _Toc167826373]3.4 	 Sample Size and Sampling Technique
Sample size is the study of population from which necessary data for its conduct would be obtained. (Issa, 2012). It can be reemphasized that, to study the entire population may be cumbersome, time consuming and of course very costly, hence a sample takes a fair portion as representative of the entire population.  In  order  to determine  the  sample  size  for the  study,  the  researcher adopted Taro  Yamane method.   Using this method, the sample size of this study was approximated to 200.
According to Mugenda and Mugenda (2013), sampling technique is the process of selecting a few cases in order to provide information that can be used to make judgment about a much larger number of cases. This simply means that while sample is the number of respondents that will be selected to represent the entire population of study, sampling simply refers to the selection process of the respondents (Denscombe, 2013).
In view of this, multi-stage sampling technique was adopted for this study. Multistage sampling is a sampling method that divides the population into groups (or clusters) for conducting research (Mill 2014). It is a complex form of cluster sampling, sometimes, also known as multistage cluster sampling. During this sampling method, significant clusters of the selected people are split into sub-groups at various stages to make it simpler for primary data collection.
At the first stage of sampling, purposive sampling technique was adopted. Purposive sampling a form of non-probability sampling method where a researcher make a subjective decision based on the respondents considered to be most efficient and resourced for a study. Using this technique, two institutes in Kwara State Polytechnic were sampled. Hence, Institute of Information and Communication Technology [IICT] and Institute of Finance and Management Studies [IFMS] were considered most appropriate for this study.
At the second stage of sampling, simple random technique was adopted. It is a subset of a statistical population where each member of the population is equally likely to be chosen. Using this technique, two departments in each of the two institutes above were selected. Hence, students in Mass Communication department and Computer Science department were sampled in Institute of Information and Communication Technology [IICT] while Public Administration department and Business Administration department were sampled in Institute of Finance and Management Studies [IFMS].
At the last stage of sampling, convenient sampling technique was employed. Convenient sampling technique is a form of non-probability sampling method where units are selected for inclusion in the sample because they are the easiest for the researcher to access. Using this technique for this study, the researcher administered questionnaire to students who are mostly accessible to the researcher in the above selected departments.
[bookmark: _Toc200664334]3.5 	 Research Instrument 
Questionnaire was used as the research instrument and primary source of data in this study. Saul Mcleod [2015] defined questionnaire as a research instrument consisting of a series of questions for the purpose of gathering information from respondents. The questionnaire was divided into two parts. Part A sought the demographic profile of the respondents while part B conceptualized on evaluating respondents’ understanding of the topic understudy.
[bookmark: _Toc167826374][bookmark: _Toc200664335]3.6 	 Validity and Reliability of the instrument 
In order to ensure that relevant items are included in the questionnaires, relevant literatures were consulted before the questionnaire was drafted. Expert validity method was adopted where a constructed questionnaire draft was given to the project supervisor for scrutiny and evaluation. A pre-test method was employed. Hence, few copies of the questionnaire were pilot-test to ascertain the reliability of the instrument. This was essential to ensure that data collected through the instrument can stand the test of time.
[bookmark: _Toc167826375][bookmark: _Toc200664336]3.7 	 Method of Administration of Instrument and Data Collection 
The  measuring  instrument  used  in  collecting  data  was  questionnaire.  However, the instrument were administered to respondents via online. This process was achieved through the instrument of Google form machine. The Researcher ensured that all questions contain in the instrument were attempted by the respondents. However, the submission of attempted questionnaire was set to 48-hours. This was to ensure adequate monitoring of data collection. More so, the researcher ensured that a respondent attempted not more than one questionnaire in order the safeguard the quality of data collection.
[bookmark: _Toc167826376][bookmark: _Toc200664337]3.8 	 Method of Data Analysis 
The purpose of collecting data is to solve the problems at hands. Issa (2014) gives further explanation on data analysis that the last segment of chapter three is developed to explain how the research intends to analyze and interpret the data that accrue from administration of research instrument to the respondents. That is; after data have been collected, how the researcher intends to set out and analyzed the collected data.
In the course of this study, simple percentage, table and frequency was adopted as the element of data analysis. Descriptive analysis of data presented in the table shall follow. This according to Dew. J (2017) is one of the most adopted means of data analysis employed by many social science researchers. 


[bookmark: _Toc198120717][bookmark: _Toc200664338]CHAPTER FOUR
[bookmark: _Toc198120718][bookmark: _Toc200664339]DATA PRESENTATION, ANALYSIS AND DISCUSSION
[bookmark: _Toc198120719][bookmark: _Toc200664340]4.0	INTRODUCTION
This chapter is based on the presentation and analysis of data obtained from respondents during field survey. The researcher adopted online method of questionnaire administration, hence, e-questionnaire link was shared to 200 respondents through the instrumentation of google form to elicit data on: “the role of social media as a tool for entrepreneurship development among undergraduate students of Kwara State Polytechnic”. The data obtained in the field survey were thus presented and analyzed in this chapter using chi-square (x2) method.
[bookmark: _Toc200664341][bookmark: _Toc198120720]4.1	DATA PRESENTATION AND ANALYSIS
[bookmark: _Toc200664342]4.1.1	Data Presentation and Analysis of Respondents’ Demographic
Table 1: Gender of Respondents
	Options
	Frequency
	Percentage (%)

	Male
	28
	14%

	Female
	172
	86%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: The data in Table 1 shows a significant gender imbalance among the respondents. Out of 200 individuals surveyed, 172 (86%) were female, while only 28 (14%) were male. This indicates that the sample is heavily dominated by female respondents, suggesting that the perspectives captured in the study may be more reflective of female viewpoints. Such a skewed distribution could be due to the nature of the study, the sampling technique used, or the demographics of the population being studied.
Table 2: Age of Respondents
	Options
	Frequency
	Percentage (%)

	20-29
	190
	95%

	30-39
	10
	5%

	40 and above
	0
	0%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 2 reveals that the vast majority of respondents fall within the 20–29 age bracket, accounting for 190 out of 200 respondents (95%). A small proportion, 10 respondents (5%), are aged between 30 and 39, while none of the participants are aged 40 or above. This suggests that the study sample is predominantly composed of young adults, likely indicating a youthful demographic focus. The data may reflect the target population’s age structure or interest in the study topic, with older age groups either underrepresented or less engaged.
Table 3: Academic Level of Respondents
	Options
	Frequency
	Percentage (%)

	ND I
	0
	0%

	ND II
	0
	0%

	HND I
	8
	4%

	HND II
	192
	96%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 3 indicates that the overwhelming majority of respondents are in HND II, accounting for 192 out of 200 participants (96%), while only 8 respondents (4%) are in HND I. Notably, there are no respondents from ND I or ND II levels. This shows that the study primarily captures the views of final-year students, who are likely more experienced and possibly more informed on the subject matter. The absence of ND-level respondents may suggest a deliberate focus on higher-level students or limited access to lower-level participants during data collection.
Table 4: Marital Status of Respondents
	Options
	Frequency
	Percentage (%)

	Single
	180
	90%

	Married
	20
	10%

	Other
	0
	0%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 4 shows that the majority of respondents are single, with 180 out of 200 individuals (90%) indicating this status, while only 20 respondents (10%) are married. No participants selected the "Other" category. This suggests that the respondent pool is predominantly composed of unmarried individuals, which aligns with the youthful demographic observed in the earlier age distribution. The high proportion of singles may influence the perspectives expressed in the study, particularly on issues related to youth, relationships, or social behavior.
Table 5: Religion of Respondents
	Options
	Frequency
	Percentage (%)

	Christianity
	2
	1%

	Islam
	198
	99%

	Other
	0
	0%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 5 reveals a strong religious homogeneity among respondents, with 198 out of 200 individuals (99%) identifying as Muslims and only 2 respondents (1%) identifying as Christians. No participant selected the "Other" category. This indicates that the sample is overwhelmingly Islamic, which may reflect the dominant religious affiliation in the study location. The religious composition could have a significant influence on the respondents' values, beliefs, and attitudes related to the study topic.
[bookmark: _Toc200664343]4.1.2	Data Presentation and Analysis of Research Items (Polar and Multi-choice questions)
Table 6: Which social media platforms do you use regularly?
	Options
	Frequency
	Percentage (%)

	Facebook
	14
	7%

	Twitter
	8
	4%

	Instagram
	174
	87%

	TikTok
	26
	13%

	YouTube
	8
	4%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 6 presents the distribution of respondents based on their regular use of various social media platforms. The data shows that Instagram is by far the most commonly used platform, with 174 out of 200 respondents (87%) indicating regular use. This is followed by TikTok, used by 26 respondents (13%), and Facebook with 14 users (7%). Twitter and YouTube are the least used, each with only 8 users (4%). The dominance of Instagram suggests a strong preference for visually-driven and interactive content among the respondents, while the relatively low usage of platforms like Twitter and YouTube may reflect platform-specific engagement patterns or interests within the sample group.
Table 7: Have you ever followed or engaged with any entrepreneurship-related content on social media?
	Options
	Frequency
	Percentage (%)

	Yes
	184
	92%

	No
	16
	8%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 7 reveals a high level of engagement with entrepreneurship-related content on social media among the respondents. Out of 200 individuals surveyed, 184 (92%) reported that they have followed or interacted with such content, while only 16 (8%) have not. This indicates a strong interest in entrepreneurship within the respondent group, suggesting that social media serves as a significant platform for entrepreneurial learning, exposure, and possibly inspiration. The data underscores the potential of social media as a tool for promoting entrepreneurial awareness and development among young users.
Table 8: Have you ever considered starting your own business or becoming an entrepreneur?
	Options
	Frequency
	Percentage (%)

	Yes
	198
	99%

	No
	2
	1%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 8 shows an overwhelming inclination toward entrepreneurship among respondents, with 198 out of 200 (99%) expressing that they have considered starting their own business or becoming entrepreneurs. Only 2 respondents (1%) indicated otherwise. This near-unanimous interest highlights a strong entrepreneurial mindset within the sample, suggesting that most respondents are either motivated or open to pursuing business opportunities. This finding aligns closely with the high engagement with entrepreneurship-related content reported earlier, reinforcing the significance of entrepreneurship as a key focus for the group surveyed.
Table 9: Do you think social media has played a role in shaping your entrepreneurial aspirations or plans?
	Options
	Frequency
	Percentage (%)

	Yes
	198
	99%

	No
	2
	1%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 9 indicates that social media plays a crucial role in influencing the entrepreneurial aspirations of the respondents. A vast majority, 198 out of 200 (99%), believe that social media has shaped their entrepreneurial goals or plans, while only 2 respondents (1%) disagree. This underscores the powerful impact of social media platforms as tools for inspiration, information, and motivation in entrepreneurship development among the surveyed group. It also highlights the importance of digital engagement in fostering business ambitions in today’s youth.
Table 10: How do you perceive the influence of social media on the following aspects of entrepreneurship development among youths in Kwara State?
	Options
	Frequency
	Percentage (%)

	Idea generation and innovation
	10
	5%

	Access to resources
	10
	5%

	Marketing and brand promotion
	26
	13%

	Networking and collaboration opportunities
	154
	77%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 10 illustrates respondents’ perceptions of social media’s influence on various aspects of entrepreneurship development among youths in Kwara State. The majority, 154 respondents (77%), believe social media most significantly enhances networking and collaboration opportunities. Marketing and brand promotion are seen as the next most influenced area, with 26 respondents (13%) acknowledging its impact. Idea generation and innovation, along with access to resources, are perceived as less influenced by social media, each with only 10 respondents (5%) highlighting their importance. This suggests that while social media is valued primarily for connecting entrepreneurs and fostering partnerships, its role in sparking ideas or providing resources is considered less prominent by the respondents.
[bookmark: _Toc200664344]4.1.3	Data Presentation and Analysis of Research Items (Likert Scale Statements)
 Table 11: Social media plays a crucial role in fostering entrepreneurial skills among unemployed youths in Kwara State.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	36
	18%

	Agree
	144
	72%

	Neutral
	10
	5%

	Disagree
	0
	0%

	Strongly disagree
	0
	0%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 11 shows a strong consensus among respondents on the role of social media in fostering entrepreneurial skills among unemployed youths in Kwara State. A combined 180 respondents (90%) either strongly agree (18%) or agree (72%) with this statement, while 10 respondents (5%) remain neutral. Notably, no respondents disagreed or strongly disagreed. This indicates widespread recognition of social media as an important platform for skill development, especially for unemployed youths seeking to build entrepreneurial competencies.
Table 12: Social media platforms provide valuable resources and information for aspiring entrepreneurs in Kwara State.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	88
	44%

	Agree
	100
	50%

	Neutral
	0
	0%

	Disagree
	6
	3%

	Strongly disagree
	6
	3%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 12 reflects a predominantly positive perception of social media platforms as valuable sources of resources and information for aspiring entrepreneurs in Kwara State. A combined 188 respondents (94%) either strongly agree (44%) or agree (50%) with this view. Only a small minority 6 respondents (3%) each disagree or strongly disagree, while no one remains neutral. This highlights the general confidence in social media’s capacity to support entrepreneurial learning and resource access, though a few respondents remain skeptical about its value.
Table 13: Social media enhances networking opportunities for unemployed youths interested in entrepreneurship in Kwara State.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	112
	56%

	Agree
	80
	40%

	Neutral
	0
	0%

	Disagree
	4
	2%

	Strongly disagree
	4
	2%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 13 demonstrates that the majority of respondents view social media as a key enhancer of networking opportunities for unemployed youths interested in entrepreneurship in Kwara State. A combined 192 respondents (96%) either strongly agree (56%) or agree (40%) with this statement. Only a small minority 4 respondents (2%) each disagree or strongly disagree, and none remain neutral. This data reinforces the earlier findings that social media is highly valued for connecting aspiring entrepreneurs and facilitating collaborative opportunities.
Table 14: Social media significantly influences the decision of unemployed youths to pursue entrepreneurship in Kwara State.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	100
	50%

	Agree
	86
	43%

	Neutral
	0
	0%

	Disagree
	14
	7%

	Strongly disagree
	0
	0%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 14 reveals that social media significantly impacts the entrepreneurial decisions of unemployed youths in Kwara State. Half of the respondents (50%) strongly agree, and an additional 43% agree that social media influences their choice to pursue entrepreneurship, totaling 93% in agreement. Meanwhile, 14 respondents (7%) disagree, and none strongly disagree or remain neutral. This highlights the critical role social media plays as a motivational and informational tool encouraging youths to consider entrepreneurship as a viable career path.
Table 15: Social media is an effective platform for promoting entrepreneurship among youths in Kwara State.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	94
	47%

	Agree
	102
	51%

	Neutral
	0
	0%

	Disagree
	0
	0%

	Strongly disagree
	4
	2%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 15 shows that social media is widely regarded as an effective platform for promoting entrepreneurship among youths in Kwara State. A combined 196 respondents (98%) either strongly agree (47%) or agree (51%) with this statement. No respondents expressed neutrality or disagreement, except for a small minority of 4 respondents (2%) who strongly disagree. This overwhelming positive response underscores the perceived power of social media as a tool for entrepreneurship promotion and youth empowerment in the region.
Table 16: Social media helps in reducing barriers to entry for aspiring entrepreneurs in Kwara State.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	8
	4%

	Agree
	38
	19%

	Neutral
	10
	5%

	Disagree
	92
	46%

	Strongly disagree
	52
	26%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 16 reveals a divided perception regarding social media’s role in reducing barriers to entry for aspiring entrepreneurs in Kwara State. While 46 respondents (23%) agree or strongly agree that social media helps lower these barriers, a larger portion—144 respondents (72%)—disagree (46%) or strongly disagree (26%). Additionally, 10 respondents (5%) remain neutral. This suggests skepticism among most respondents about social media’s effectiveness in making entrepreneurship more accessible, indicating that despite its benefits, significant challenges or obstacles to entry may still persist for aspiring entrepreneurs in the area.
Table 17: Social media platforms can sometimes distort the reality of entrepreneurship and mislead unemployed youths in Kwara State.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	0
	0%

	Agree
	28
	14%

	Neutral
	0
	0%

	Disagree
	92
	46%

	Strongly disagree
	70
	35%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 17 shows that a majority of respondents reject the idea that social media distorts the reality of entrepreneurship and misleads unemployed youths in Kwara State. While 28 respondents (14%) agree that social media can sometimes be misleading, a larger portion—162 respondents (81%)—disagree (46%) or strongly disagree (35%) with this statement. No respondents were neutral or strongly agreed. This suggests that most respondents perceive social media as a relatively reliable source for entrepreneurial information, although a minority remains cautious about potential misinformation.
Table 18: Over-reliance on social media for entrepreneurial information may hinder critical thinking and practical skills development among unemployed youths in Kwara State.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	8
	4%

	Agree
	40
	20%

	Neutral
	8
	4%

	Disagree
	84
	42%

	Strongly disagree
	60
	30%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 18 reflects mixed views on whether over-reliance on social media for entrepreneurial information could hinder critical thinking and practical skills among unemployed youths in Kwara State. While 48 respondents (24%) agree or strongly agree with this concern, a larger group of 144 respondents (72%) disagree or strongly disagree. A small portion, 8 respondents (4%), remain neutral. This indicates that most respondents do not see social media dependence as a major obstacle to developing essential entrepreneurial skills, though a notable minority remains cautious about potential negative effects.
Table 19: Social media is effective for marketing and brand promotion for entrepreneurs.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	62
	31%

	Agree
	130
	65%

	Neutral
	4
	2%

	Disagree
	0
	0%

	Strongly disagree
	4
	2%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 19 highlights a strong consensus on the effectiveness of social media for marketing and brand promotion among entrepreneurs. A combined 192 respondents (96%) either strongly agree (31%) or agree (65%) with this statement. Only a small minority of 4 respondents (2%) remain neutral and another 4 (2%) strongly disagree, while no one disagreed outright. This data underscores the widespread recognition of social media as a powerful tool for entrepreneurs to reach and engage their target audiences.


Table 20: Social media provides networking and collaboration opportunities for entrepreneurs.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	150
	75%

	Agree
	48
	24%

	Neutral
	0
	0%

	Disagree
	0
	0%

	Strongly disagree
	2
	1%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 20 reveals overwhelming agreement on social media’s role in providing networking and collaboration opportunities for entrepreneurs. A vast majority of respondents, 198 out of 200 (99%), either strongly agree (75%) or agree (24%) with this statement, while only 2 respondents (1%) strongly disagree. No one was neutral or disagreed outright. This strong consensus highlights the critical importance of social media platforms as spaces for building professional connections and partnerships among entrepreneurs in Kwara State.
[bookmark: _Toc200664345]4.2	ANALYSIS OF RESEARCH QUESTIONS AND INTERPRETATION
Research Question One: What is the level of involvement in entrepreneurial discussion on social media among Kwara State Polytechnic students?
The data reveals a remarkably high level of involvement among Kwara State Polytechnic students in entrepreneurial discussions on social media. With 92% of respondents indicating that they have engaged with entrepreneurship-related content (Table 7), it is clear that social media is a primary medium for accessing and sharing entrepreneurial ideas and information. The near-unanimous interest in starting a business (99%, Table 8) further reflects that these discussions are not passive but translate into real entrepreneurial intentions. Moreover, 99% of respondents acknowledged that social media shaped their entrepreneurial aspirations (Table 9), demonstrating the powerful influence these platforms have on youths’ career outlooks. This suggests that social media acts not only as an information source but also as an inspiration hub, motivating students toward entrepreneurship. The involvement level implies that students actively seek, discuss, and internalize entrepreneurial knowledge, which positions social media as an indispensable tool in the entrepreneurial ecosystem of the polytechnic.

Research Question Two: What impact do social media have on entrepreneurial skills acquisition among Kwara State Polytechnic students?
Social media is perceived as a critical enabler of entrepreneurial skills acquisition among students. The strong agreement by 90% of respondents that social media fosters entrepreneurial skills (Table 11) highlights its role in informal learning and capacity building. This can be interpreted as social media platforms offering tutorials, mentorship opportunities, webinars, and peer-to-peer knowledge exchange that enrich students’ skill sets outside formal classroom settings. Furthermore, 94% of respondents affirmed that social media provides valuable resources and information (Table 12), indicating that students rely on these platforms for continuous learning about business management, marketing strategies, financial literacy, and innovation. The emphasis on networking (Tables 10, 13, and 20) also shows that social media enables collaboration and mentorship, which are vital for skills development. However, while the impact is positive, some caution exists about potential over-reliance possibly hindering practical skills, which suggests a need for balanced use combining online learning with real-world entrepreneurial practice.
Research Question Three: How do Kwara State Polytechnic students perceive the use of social media for entrepreneurship development?
Students’ perception of social media as a tool for entrepreneurship development is overwhelmingly positive and multifaceted. They acknowledge that social media enhances critical aspects of entrepreneurship such as idea generation, marketing, networking, and collaboration (Table 10), with networking being the most prominent benefit (77%). This perception reflects an understanding that social media extends beyond marketing to create ecosystems of support where entrepreneurs can share knowledge, find partners, and access markets. The fact that 98% of respondents regard social media as an effective platform for promoting entrepreneurship (Table 15) confirms its integral role in the entrepreneurial journey. Students also perceive social media as a significant motivational factor, influencing many to pursue entrepreneurship (Table 14). This indicates that social media not only informs but also shapes entrepreneurial identity and ambition. These positive perceptions likely stem from the immediate accessibility, low cost, and wide reach social media offers, empowering youths who may otherwise face resource constraints in traditional entrepreneurial environments.
Research Question Four: What are the challenges militating the effectiveness of social media in promoting entrepreneurship development among Kwara State Polytechnic students?
Despite the generally positive perceptions, the data highlights key challenges that limit the effectiveness of social media in fully promoting entrepreneurship development. A substantial majority (72%, Table 16) do not believe that social media significantly reduces the barriers to entry for entrepreneurs, pointing to persistent challenges such as lack of capital, infrastructure, and hands-on experience that social media alone cannot address. This suggests that while social media is useful for knowledge and networking, it cannot substitute for the tangible resources necessary to start and sustain a business. Moreover, although most respondents reject the notion that social media misleads youths about entrepreneurship (Table 17), 14% recognize the potential for distorted realities or unrealistic portrayals, which could create false expectations or discourage some youths. Additionally, 24% of respondents expressed concern that excessive dependence on social media might undermine critical thinking and practical skills development (Table 18), highlighting a risk that digital learning may sometimes lack the depth or experiential learning required for effective entrepreneurship. These challenges underscore the complexity of entrepreneurship development, where social media is a valuable but insufficient tool, necessitating complementary support mechanisms such as training programs, mentorship, and access to finance.
[bookmark: _Toc200664346]4.3	DISCUSSION OF FINDINGS
The findings from this study reveal significant insights into the role of social media in entrepreneurship development among students of Kwara State Polytechnic. The high level of engagement with entrepreneurship-related content on social media platforms (92%) and the overwhelming interest in starting businesses (99%) demonstrate that social media has become a vital platform for fostering entrepreneurial aspirations among youths. This aligns with previous studies that emphasize social media’s role in inspiring and motivating young entrepreneurs by providing access to success stories, ideas, and entrepreneurial guidance (e.g., Smith & Anderson, 2018). The nearly unanimous acknowledgement that social media influenced their entrepreneurial plans further underscores its central role as a catalyst for entrepreneurial mindset formation in this demographic.
Regarding skills acquisition, the findings suggest that social media significantly contributes to the development of entrepreneurial competencies. A majority of respondents agree that social media offers valuable resources and learning opportunities that enhance their skills, especially through networking and collaboration. This supports the theory that informal learning spaces created by social media platforms enable the transfer of tacit knowledge and practical skills which are often not covered in formal education settings (Bandura, 1977; Vygotsky, 1978). However, some respondents express concern that over-reliance on social media might hinder critical thinking and the development of hands-on skills. This points to the limitation of social media as a substitute for real-world experience and suggests the need for balanced approaches combining digital and practical entrepreneurial education.
Students’ perceptions about social media as a tool for entrepreneurship development are predominantly positive. Social media is seen not only as a promotional tool but also as a critical space for idea generation, marketing, and building business networks. This holistic view confirms its multifaceted influence on entrepreneurship development, consistent with the diffusion of innovation theory which highlights communication channels as key to spreading new ideas (Rogers, 2003). The prominence of networking opportunities, cited by 77% of respondents, indicates that social media effectively reduces social isolation and creates collaborative ecosystems vital for entrepreneurship success in resource-constrained environments like Kwara State.
Despite these positive perceptions, the study reveals notable challenges. A significant portion of respondents (72%) do not believe social media substantially lowers barriers to entrepreneurship, indicating that structural challenges such as capital access, infrastructure deficits, and mentorship gaps remain unaddressed by social media platforms alone. This supports literature that critiques digital platforms for sometimes providing incomplete solutions to systemic entrepreneurial challenges (Hughes et al., 2019). Moreover, a minority acknowledged that social media might distort the realities of entrepreneurship, potentially setting unrealistic expectations among youths. This highlights the need for critical media literacy to help young entrepreneurs discern credible information and realistic business prospects. The mixed views about social media’s impact on practical skill development further emphasize that while digital tools are empowering, they cannot replace experiential learning essential for entrepreneurial success.
In summary, the findings illustrate that social media is a powerful enabler of entrepreneurship awareness, motivation, and networking among Kwara State Polytechnic students, yet its effectiveness is moderated by broader socio-economic constraints and the limitations inherent in virtual learning environments. Policymakers and educators should leverage social media’s strengths while addressing its limitations through integrated support programs that combine digital engagement with practical training, financial access, and mentorship to holistically nurture young entrepreneurs.
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CHAPTER FIVE
[bookmark: _Toc200664348]SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc200664349]5.0	INRODUCTION
This chapter presents the summary, conclusion, and recommendations of the study on the role of social media as a tool for entrepreneurship development among undergraduate students of Kwara State Polytechnic. The chapter reflects on the major findings discussed in the previous chapters and ties them back to the research objectives and questions. Specifically, it highlights how social media platforms have contributed to the entrepreneurial interests, knowledge acquisition, and practical engagement of students in entrepreneurial activities. 
Chapter Five also draws inferences from the analyzed data to provide conclusions on the effectiveness and limitations of social media in promoting youth entrepreneurship. Furthermore, it provides actionable recommendations for students, educators, policymakers, and relevant stakeholders on how to harness social media more effectively as a tool for entrepreneurial development. The chapter concludes with suggestions for future research and emphasizes the importance of digital platforms in equipping undergraduates with the skills and motivation required for sustainable entrepreneurship in a modern, technology-driven society.
[bookmark: _Toc200664350]5.1	SUMMARY
This study investigated the role of social media as a tool for entrepreneurship development among undergraduate students of Kwara State Polytechnic. The study was anchored on two theoretical frameworks: Diffusion of Innovation (DOI) Theory and the Technology Acceptance Model (TAM). The Diffusion of Innovation Theory, developed by Everett Rogers, explains how new ideas and technologies spread through cultures relevant in understanding how entrepreneurial concepts are adopted by students through social media. The Technology Acceptance Model, on the other hand, provides insight into users’ acceptance of technology based on perceived usefulness and ease of use, both of which are crucial in understanding why students turn to platforms like Instagram and TikTok for entrepreneurial learning and exposure.
To address the research objectives, a quantitative research design was adopted using the survey method. Structured questionnaires were used to collect data from 200 undergraduate students selected from various academic levels, with a heavy representation from HND II students. The questionnaire consisted of both polar questions (yes/no) and multiple-choice items, which allowed respondents to indicate their level of exposure, perception, and engagement with entrepreneurship content on social media.
The collected data were analyzed using descriptive analysis techniques, specifically frequency distribution tables and percentages, to summarize the responses and interpret patterns. This analytical approach helped to simplify the data and present the findings in a clear, understandable format, supporting evidence-based conclusions.
The study sought to answer four key research questions: The findings revealed high levels of engagement with entrepreneurial content, a strong influence of social media on students’ entrepreneurial aspirations, and generally positive perceptions of its usefulness in business idea generation, networking, and marketing. However, concerns were also raised about over-reliance on social media and the potential distortion of entrepreneurial realities. 
Summary of Key Findings:
· High Level of Engagement with Entrepreneurship Content: A significant number of students (92%) reported that they have followed or engaged with entrepreneurship-related content on social media. 
· Strong Entrepreneurial Aspirations Influenced by Social Media: The data revealed that 99% of respondents have considered starting their own business, and an equal percentage acknowledged that social media influenced their entrepreneurial aspirations and plans. This shows a direct link between social media exposure and the growing interest in entrepreneurship among students.
· Perceived Benefits of Social Media for Entrepreneurship Development: The majority of students agreed that social media contributes to marketing and brand promotion (65%), enhances networking opportunities (75%), and fosters entrepreneurial skills (90%). These indicate that students see social media as a practical tool for business growth and self-development.
· Most Used Platform: Instagram emerged as the most used platform (87%), followed by TikTok (13%), indicating students’ preference for visually engaging and interactive content in business promotion and learning.
· Challenges Identified: Despite the positive impact, some challenges were identified. A notable proportion of students (46%) disagreed that social media reduces entry barriers for entrepreneurship, and 42% expressed concerns that over-reliance on these platforms could hinder critical thinking and the development of practical skills.
· Mixed Perception of Social Media Reality: While 79% disagreed or strongly disagreed that social media distorts the reality of entrepreneurship, a smaller percentage (14%) believed it can be misleading, highlighting the need for critical media literacy among students.
[bookmark: _Toc200664351]5.2	CONCLUSION
This study concludes that social media serves as a vital tool for entrepreneurship development among undergraduate students of Kwara State Polytechnic, as evidenced by the high level of engagement, positive perceptions, and demonstrable influence it exerts on entrepreneurial intentions and skills acquisition. Empirical data collected through questionnaires and analyzed using descriptive statistical methods strongly support the assertion that platforms like Instagram, TikTok, and Facebook have become central to how students learn about entrepreneurship, connect with resources, promote their ideas, and build networks.
Empirically, over 92% of respondents reported engaging with entrepreneurship-related content, and 99% agreed that social media influenced their entrepreneurial aspirations. Additionally, most respondents acknowledged social media’s role in enhancing marketing strategies, networking opportunities, and access to resources. These outcomes align with existing literature and empirical conclusions from previous studies, which assert that digital platforms reduce traditional barriers to entrepreneurship and expand access to information and mentorship, especially among youth.
From a theoretical standpoint, the Diffusion of Innovation Theory is reflected in how students adopt social media as an innovation for entrepreneurial advancement, with early adopters influencing others through observable success and online trends. Similarly, the Technology Acceptance Model (TAM) explains students’ consistent use of social media due to their perceived usefulness and ease of use, reinforcing the role of digital platforms in shaping entrepreneurial behavior.
Therefore, the general and empirical conclusion is that social media is not merely a communication tool but a dynamic entrepreneurial ecosystem empowering students, encouraging innovation, and nurturing a new generation of business-minded individuals. However, for sustained impact, social media usage must be complemented by structured entrepreneurship education, mentorship, and policies that bridge the gap between virtual exposure and real-world application.
[bookmark: _Toc200664352]5.3	RECOMMENDATIONS
Based on the findings and conclusions of the study on the role of social media in entrepreneurship development among undergraduate students of Kwara State Polytechnic, the following recommendations are offered:
i. Integrate Social Media into the Entrepreneurship Curriculum: The Polytechnic administration and curriculum planners should formally incorporate social media training into entrepreneurship education. This will enable students to effectively use platforms like Instagram, TikTok, Facebook, and YouTube for marketing, branding, and idea generation.
ii. Organize Social Media-Based Entrepreneurship Workshops: Institutions should regularly host workshops and boot camps that teach practical entrepreneurial skills using social media. These should include digital marketing, content creation, branding, and online customer engagement techniques.
iii. Encourage Government and NGOs to Support Digital Entrepreneurship Initiatives: Policymakers and NGOs should provide grants, mentorship, and online tools for students willing to launch ventures using social media. Government-backed digital innovation hubs can help bridge the gap between online enthusiasm and real business implementation.
iv. Develop Awareness Programs to Curb Misleading Content: While social media has benefits, it can also distort entrepreneurial realities. Awareness campaigns should be developed to sensitize students about unrealistic portrayals of success online, encouraging critical thinking and grounded business planning.
v. Facilitate Mentorship and Collaboration through Social Media: The institution should leverage social media to connect students with successful entrepreneurs, alumni, and industry professionals for guidance and collaboration. This can be done by creating official networking groups and pages.
vi. Promote Responsible Use and Digital Literacy: Students should be educated on responsible social media use. This includes fact-checking information, avoiding scams, and balancing online learning with hands-on practice to avoid over-reliance on digital platforms.
vii. Conduct Further Research: Future studies should explore the long-term entrepreneurial outcomes of students influenced by social media and assess which platforms are most effective for different business sectors. This can help shape more targeted educational and policy interventions.
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SECTION A
Demographic Profile of Respondent
1. Gender:  (a) Male [  ] (b) Female [  ] 
1. Age: (a) 20-29 [  ] (b) 30-39 [  ] (c) 40 or  above [  ] 
1. Academic level: (a) ND I [  ]    (b) ND II  [  ]    (c) HND I [  ] (d) HND II [  ]
1. Marital status: (a) Single [  ] (b) Married [   ] (c) Others [  ]
1. Religion: (a) Christian [  ]  (b) Islam [  ]  (c) Others [  ] 
SECTION B
Questions on the Research Study
6. Which social media platforms do you use regularly? (a) Facebook [ ] (b) Twitter [ ] (c) Instagram [ ] (d) TikTok [ ]  (e) YouTube [ ] 
7. Have you ever followed or engaged with any entrepreneurship-related content on social media? (a) Yes [ ]  (b) No [ ]
8. Have you ever considered starting your own business or becoming an entrepreneur? (a) Yes []  (b) No
9. Do you think social media has played a role in shaping your entrepreneurial aspirations or plans? (a) Yes [ ]  (b) No [ ]
10. How do you perceive the influence of social media on the following aspects of entrepreneurship development among youths in Kwara State? (a)Idea generation and innovation [] (b)Access to resources [ ] (c)Marketing and brand promotion [] (d)Networking and collaboration opportunities [ ]
SECTION C
Likert Scale Statements
	S/N
	STATEMENTS
	OPTIONS

	
	
	SA
	A
	N
	D
	SD

	1.
	Social media plays a crucial role in fostering entrepreneurial skills among unemployed youths in Kwara State.
	
	
	
	
	

	2.
	Social media platforms provide valuable resources and information for aspiring entrepreneurs in Kwara State.
	
	
	
	
	

	3.
	Social media enhances networking opportunities for unemployed youths interested in entrepreneurship in Kwara State.
	
	
	
	
	

	4.
	Social media significantly influences the decision of unemployed youths to pursue entrepreneurship in Kwara State.
	
	
	
	
	

	5.
	Social media is an effective platform for promoting entrepreneurship among youths in Kwara State.
	
	
	
	
	

	6.
	Social media helps in reducing barriers to entry for aspiring entrepreneurs in Kwara State.
	
	
	
	
	

	7.
	Social media platforms can sometimes distort the reality of entrepreneurship and mislead unemployed youths in Kwara State.
	
	
	
	
	

	8.
	Over-reliance on social media for entrepreneurial information may hinder critical thinking and practical skills development among unemployed youths in Kwara State.
	
	
	
	
	

	9.
	Social media is effective for marketing and brand promotion for entrepreneurs.
	
	
	
	
	

	10.
	Social media provides networking and collaboration opportunities for entrepreneurs.
	
	
	
	
	



