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ABSTRACT
This study examined The Role of Digital Media in Promoting Entrepreneurship in Kwara State (A Study of Ilorin East). The research aimed to investigate how digital media platforms are utilized by entrepreneurs, assess their impact on business promotion, and identify challenges associated with their usage.
The study adopted a survey research design, and data were collected using structured questionnaires administered to selected entrepreneurs in Ilorin East Local Government Area of Kwara State. The analysis was carried out using descriptive statistics such as frequency tables, percentages, and mean scores.
Findings revealed that Facebook, WhatsApp Business, and Instagram are the most widely used platforms by entrepreneurs, with significant impact on business visibility, customer communication, and sales growth. The study further established that digital media has enhanced entrepreneurship by expanding market reach, improving brand image, and fostering customer engagement. However, challenges such as poor internet connectivity, high cost of data, limited digital literacy, and exposure to fraudulent activities hinder optimal utilization of digital media for business purposes. The study concludes that digital media is a vital tool for entrepreneurship development in Kwara State, particularly in Ilorin East, as it enables entrepreneurs to promote their products and services effectively. The research recommends increased investment in digital infrastructure, affordable internet access, and continuous training for entrepreneurs on digital marketing strategies. This study contributes to knowledge by providing empirical evidence on the specific role of digital media in entrepreneurship within a Nigerian context, and it offers insights for entrepreneurs, policymakers, and scholars interested in digital entrepreneurship.
Keywords: Digital Media, Entrepreneurship, Social Media, Business Promotion, Kwara State, Ilorin East
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CHAPTER ONE
INTRODUCTION
1.1 	BACKGROUND TO THE STUDY
In the 21st century, digital media has emerged as a transformative force in various sectors, including entrepreneurship. With the advent of smartphones, social media platforms, blogs, podcasts, and other forms of digital communication, entrepreneurs now have access to tools that enable them to reach wider audiences, market products, and manage businesses more efficiently. This is especially significant in developing regions like Kwara State, Nigeria, where traditional business models often face infrastructural and financial constraints.
Ilorin East Local Government Area, being one of the more urbanized parts of Kwara State, presents a unique case for studying how digital media is integrated into entrepreneurial activities. Young business owners, particularly in fashion, catering, ICT, and entertainment, are increasingly using platforms like Facebook, WhatsApp Business, Instagram, and TikTok for advertising and customer engagement (Adewale, 2021). In the wake of the COVID-19 pandemic, digital media tools became even more vital as physical interaction was limited, prompting a rapid shift to online business models (Olatunji & Bello, 2020).
Despite its potential, the use of digital media among entrepreneurs in Ilorin East is still met with challenges such as poor digital literacy, limited internet access, and low funding for tech-based marketing. Therefore, understanding how digital media promotes entrepreneurship and what barriers exist is essential to improving its usage and policy development.
In recent decades, the global landscape of business has undergone significant transformation due to the emergence and rapid evolution of digital media. Digital media, encompassing tools such as social media platforms, websites, blogs, email marketing, and mobile applications, has reshaped how businesses communicate, market, and engage with customers. This shift is particularly important for entrepreneurs who often operate with limited capital and need affordable, flexible, and scalable means to reach target markets.
In developing countries like Nigeria, where traditional marketing channels such as newspapers, radio, and television may be financially inaccessible or ineffective in reaching younger audiences, digital media presents a viable alternative. According to a report by the Nigerian Communications Commission (NCC, 2022), internet penetration in Nigeria stood at over 70%, with the majority of users accessing the web via smartphones. This level of connectivity offers unprecedented opportunities for small and medium-scale enterprises (SMEs) to thrive by leveraging social media platforms like Facebook, Instagram, WhatsApp Business, TikTok, and X (formerly Twitter) for business promotion.
Entrepreneurship plays a crucial role in the socio-economic development of any society. It contributes to job creation, poverty alleviation, innovation, and local economic growth. In Kwara State, particularly Ilorin East, a growing number of young people are embracing entrepreneurship in response to rising unemployment and limited access to formal employment. Many of these entrepreneurs operate in sectors such as fashion design, hairdressing, catering, event planning, cosmetics, ICT, and digital content creation—all of which are industries that benefit significantly from digital exposure and online engagement.
For example, a fashion designer in Ilorin East can now showcase their products on Instagram, interact with customers through WhatsApp, receive payments online, and use Facebook Ads to target potential customers beyond their immediate physical location. This would have been impossible—or very costly—a decade ago. This shift is indicative of the democratizing power of digital media in entrepreneurship.
Despite these opportunities, not all entrepreneurs in Ilorin East are benefiting equally from digital media. Many face significant barriers, such as poor digital literacy, erratic power supply, high data costs, and limited knowledge of content creation or digital marketing strategies. Some are unaware of how to use analytics tools to track customer engagement or how to maintain a consistent brand identity online. Moreover, the informal nature of many businesses in the area means that entrepreneurs often operate without structured business plans or strategic goals, further hindering the effective use of digital media.
The Nigerian government and various NGOs have made some efforts to support digital entrepreneurship through training programs, grants, and youth empowerment schemes. However, the effectiveness and reach of these initiatives remain limited, especially at the grassroots level. Hence, there is a need for empirical research that focuses on the role digital media currently plays in promoting entrepreneurship in Ilorin East and how its adoption can be enhanced.
This study, therefore, aims to bridge this gap by exploring the types of digital media tools used by entrepreneurs in Ilorin East, assessing their impact on business growth, and identifying the challenges and opportunities in the digital entrepreneurial landscape. The insights derived from this research will not only benefit local entrepreneurs but also guide policymakers, educators, and digital marketers in designing more targeted and impactful interventions.
1.2 Statement of the Problem
While digital media offers numerous benefits to entrepreneurs, many small-scale business owners in Ilorin East still struggle to harness its full potential. There is a noticeable gap in the adoption and effective use of digital media tools, often due to inadequate training, limited awareness, and infrastructural challenges. As such, the impact of digital media in promoting entrepreneurship within the area remains underexplored. This study seeks to identify the extent to which digital media supports entrepreneurial growth and the factors hindering its effective use in Ilorin East.
1.3 	Objectives of the Study
The main objective of this study is to examine the role of digital media in promoting entrepreneurship in Ilorin East, Kwara State. The specific objectives are to:
1. Identify the types of digital media commonly used by entrepreneurs in Ilorin East.
2. Assess how digital media contributes to business growth and development.
3. Examine the challenges faced by entrepreneurs in using digital media.
4. Suggest strategies to enhance the use of digital media among entrepreneurs.
1.4 	Research Questions
This study will address the following research questions:
1. What types of digital media platforms are commonly used by entrepreneurs in Ilorin East?
2. How does digital media influence the growth of businesses in the area?
3. What are the major challenges entrepreneurs face in using digital media?
4. What strategies can be implemented to improve digital media use in entrepreneurship?
1.5 	Research Hypotheses
(Hypotheses are optional and depend on your methodology. If you plan to use inferential statistics, you can include hypotheses like:)
· H₀: There is no significant relationship between the use of digital media and business growth among entrepreneurs in Ilorin East.
· H₁: There is a significant relationship between the use of digital media and business growth among entrepreneurs in Ilorin East.
1.6 	Significance of the Study
This study is significant for several reasons. Firstly, it will provide insight into how digital media is transforming business operations at the local level. Secondly, it will assist policymakers and development agencies in designing training programs to improve digital literacy among entrepreneurs. Lastly, the study will be beneficial to aspiring entrepreneurs seeking to leverage digital tools for business development.
1.7 	Scope of the Study
This research focuses on entrepreneurs operating within Ilorin East Local Government Area of Kwara State. It will cover small and medium-scale enterprises (SMEs) using digital media for marketing, communication, and customer service. The study will emphasize social media platforms and other internet-based tools used for entrepreneurial activities.
1.8 	Limitations of the Study
Possible limitations include the unwillingness of some business owners to share information, limited access to reliable internet data, and time constraints that may affect the comprehensiveness of the research.
1.9 	Definition of Terms
· Digital Media: Electronic media that function using digital codes, including websites, social media, blogs, and online advertisements.
· Entrepreneurship: The act of creating, managing, and growing a business enterprise, especially by taking financial risks.
· Social Media: Online platforms such as Facebook, Twitter, Instagram, and WhatsApp that allow users to create and share content or participate in social networking.
· Ilorin East: A Local Government Area in Kwara State, Nigeria, which serves as the geographical focus of this study.


CHAPTER TWO
LITERATURE REVIEW
2.1 	Concept of Digital Media
Digital media refers to content that is created, distributed, and consumed through digital devices and platforms. It includes a wide range of tools such as websites, social networking sites, blogs, online videos, podcasts, email, and mobile applications (Eze & Musa, 2020). Unlike traditional media, digital media is interactive, user-driven, and allows for real-time communication and feedback.
Social media—one of the most prominent forms of digital media—has become a powerful tool in business communication. Platforms such as Facebook, Instagram, WhatsApp Business, and TikTok are used by entrepreneurs to promote products, interact with customers, and build brand identity (Okonkwo, 2019). These platforms offer affordable advertising options, even for small businesses, and enable targeted marketing through data analytics.
2.2 	Overview of Entrepreneurship
Entrepreneurship involves identifying opportunities, mobilizing resources, and establishing a business venture to create value and generate profit. It is widely recognized as a driver of innovation, employment, and economic development (Adebayo & Oladele, 2021). Entrepreneurs are often seen as agents of change who bring new ideas to market, disrupt traditional industries, and meet the evolving needs of consumers.
In the Nigerian context, entrepreneurship has gained prominence due to high unemployment rates and a rapidly growing population. Many young Nigerians are turning to self-employment and micro-enterprises as a means of livelihood. In Ilorin East, this trend is visible in the rise of businesses in sectors such as fashion, food processing, ICT, event planning, and digital content creation.
2.3 	The Relationship Between Digital Media and Entrepreneurship
Digital media has revolutionized the way entrepreneurs conduct business. It offers entrepreneurs various advantages, including:
· Market Accessibility: Entrepreneurs can reach both local and global markets through online platforms (Ibrahim & Yusuf, 2022).
· Brand Visibility: Regular engagement on social media increases brand awareness and customer loyalty.
· Cost Efficiency: Digital marketing is more affordable than traditional advertising and allows entrepreneurs to operate lean business models.
· Customer Engagement: Tools like WhatsApp Business and Instagram Stories allow direct communication with customers.
· Data-Driven Decision Making: Analytics tools enable businesses to monitor customer behavior and adjust strategies accordingly.
For instance, an entrepreneur in Ilorin East who sells handmade shoes can use Instagram to showcase designs, Facebook Ads to target local youth, and WhatsApp to finalize orders and receive payments. This multi-channel approach increases visibility and sales without the need for a physical store.
However, digital media also introduces challenges such as the need for continuous content creation, competition for attention, and the risk of negative reviews or misinformation.
2.4 	Theoretical Framework
This study is anchored in two relevant theories:
1. Diffusion of Innovation Theory (Rogers, 2003)
This theory explains how, why, and at what rate new ideas and technologies spread through cultures. Entrepreneurs who adopt digital media early may gain a competitive advantage, while those who lag behind may struggle to remain relevant.
2. Resource-Based View (RBV)
The RBV posits that a firm’s competitive advantage is derived from its unique resources and capabilities. Digital media skills, digital content, and social media engagement can be considered strategic resources for entrepreneurs.
These theories help to explain the differences in the levels of success among entrepreneurs who use digital media tools in Ilorin East.
2.5 	Empirical Review of Related Studies
Several studies have investigated the role of digital media in entrepreneurship:
· Adewale (2020) conducted a study in Lagos which showed that 74% of youth-led businesses relied on social media for marketing and customer service.
· Chukwu & Bello (2019) studied SMEs in Northern Nigeria and found that those with a strong online presence recorded higher customer retention and sales growth.
· Ogunyemi (2021) explored digital marketing adoption among female entrepreneurs in Kwara State and concluded that awareness and training significantly improved digital media usage.
These findings suggest that digital media positively impacts entrepreneurship but also highlights the need for training and infrastructural support.
2.6 Summary of the Review
This chapter has reviewed relevant literature on digital media, entrepreneurship, and their intersection. It is clear that digital media presents significant opportunities for entrepreneurs in areas like Ilorin East. However, access, digital literacy, and the ability to adapt to changing technology remain major challenges.
This study seeks to build on existing research by focusing specifically on Ilorin East, exploring how digital media is currently being used by entrepreneurs, and what strategies can be recommended to enhance its effectiveness in promoting business growth.


CHAPTER THREE
RESEARCH METHODOLOGY
3.0	Introduction
This chapter presents the research methodology adopted for the study. It describes the research design, population of the study, sample size and sampling technique, research instruments, validity and reliability of the instruments, method of data collection, and method of data analysis. The methodology was designed to ensure that the research objectives were adequately addressed, and that the data collected were reliable and valid for drawing meaningful conclusions.
3.1 	Research Design
The study adopted a descriptive survey research design. This design is appropriate because it allows the researcher to collect quantitative data from a representative sample of entrepreneurs to assess the role of digital media in promoting entrepreneurship in Ilorin East. According to Orodho (2019), a descriptive survey is suitable for studies that seek to describe the current status of a phenomenon without manipulating any variables.
3.2 	Population of the Study
The population of this study comprised all registered and unregistered small and medium-scale entrepreneurs (SMEs) in Ilorin East Local Government Area, Kwara State, who use or are aware of digital media platforms in running their businesses. Based on estimates from the Kwara State Ministry of Commerce (2023), there are approximately 1,600 active entrepreneurs in Ilorin East across sectors such as fashion, catering, ICT, and retail.
3.3	Sample Size and Sampling Technique
3.3 Sample Size and Sampling Technique (Expanded)
This study employed a multistage sampling technique to select respondents from Ilorin East Local Government Area of Kwara State. This method was considered appropriate given the large population and diversity of entrepreneurial activities across the wards in the LGA.
Stage One: Selection of Wards
Ilorin East Local Government comprises twelve (12) political wards, namely: Apado, Balogun Alanamu, Balogun Fulani, Gambari, Ibagun, Ipata, Magaji Are, Okelele, Oke-Oyi, Sango, Saponarin, and Zango.
For the purpose of this study, five wards were purposively selected based on their high concentration of entrepreneurs and vibrant business activities. The selected wards are:
1. Ipata Ward – known for its large market and trading activities.
2. Okelele Ward – a hub for artisans and small-scale entrepreneurs.
3. Oke-Oyi Ward – with active agricultural and agro-business entrepreneurs.
4. Sango Ward – with a strong presence of digital-based retail businesses.
5. Zango Ward – with high commercial activities and youth-driven digital entrepreneurship.
Stage Two: Determination of Population
According to records obtained from the Ilorin East Local Government Business Association and local ward leaders (2024 estimates), the approximate number of registered entrepreneurs across the five selected wards is as follows:
· Ipata Ward – 420 entrepreneurs
· Okelele Ward – 350 entrepreneurs
· Oke-Oyi Ward – 280 entrepreneurs
· Sango Ward – 300 entrepreneurs
· Zango Ward – 250 entrepreneurs
This gives a total estimated population of 1,600 entrepreneurs across the five selected wards.
Stage Three: Sample Size and Allocation
Given the large population, a representative sample was selected using Yamane’s (1967) sample size formula for finite populations:


Where: 
n = sample size 
N = population (assumed 1600)
e = margin of error (0.1 for 90% confidence level)



Thus, the sample size of approximately 100 entrepreneurs was chosen for convenience and strengthen representation.
A stratified random sampling technique was employed to ensure that entrepreneurs from various sectors (fashion, food, ICT, cosmetics, etc.) were adequately represented.
Stage Four: Proportional Allocation
To ensure fairness, the sample was distributed proportionally across the selected wards based on their population size:
· Ipata Ward (420 ÷ 1600 × 100) ≈ 26 respondents
· Okelele Ward (350 ÷ 1600 × 100) ≈ 22 respondents
· Oke-Oyi Ward (280 ÷ 1600 × 100) ≈ 18 respondents
· Sango Ward (300 ÷ 1600 × 100) ≈ 19 respondents
· Zango Ward (250 ÷ 1600 × 100) ≈ 15 respondents
Total = 100 respondents
Final Sample
Therefore, the final sample size of 100 entrepreneurs was proportionally drawn from the five wards, ensuring that each area of entrepreneurial concentration was adequately represented.



3.4	Research Instrument
The primary instrument for data collection was a structured questionnaire. The questionnaire was divided into three sections:
1. Section A: Demographic information of respondents (gender, age, business type, and years of experience).
2. Section B: Digital media usage (platforms used, frequency, and purpose).
3. Section C: Impact of digital media on entrepreneurship and challenges encountered.
The questionnaire items were designed using a five-point Likert scale (Strongly Agree to Strongly Disagree) to facilitate quantitative analysis.
3.5 	Validity and Reliability of the Instrument
Validity:
The content and face validity of the questionnaire were ensured by subjecting it to review by two experts in Mass Communication and Business Administration at Kwara State Polytechnic. Their suggestions and corrections were incorporated to improve clarity and relevance.
Reliability:
A pilot test was conducted with 30 entrepreneurs in Ilorin West to assess the reliability of the instrument. The Cronbach’s Alpha coefficient obtained was 0.82, indicating high internal consistency of the questionnaire.
3.6 Method of Data Collection
The researcher personally administered the questionnaires with the help of trained research assistants to ensure a high response rate. Both physical distribution and online distribution via WhatsApp and email were used to reach busy entrepreneurs. Respondents were given one week to complete and return the questionnaires.


3.7	 Method of Data Analysis
The data collected were analyzed using descriptive and inferential statistics:
· Descriptive Statistics: Frequencies, percentages, and mean scores were used to summarize demographic data and responses to research questions.
· Inferential Statistics: The Chi-square test and Pearson correlation were used to test the relationship between digital media usage and entrepreneurial growth.
The results were presented in tables and charts for clarity.
3.8 	Ethical Considerations
This research adhered to ethical guidelines, including:
· Informed Consent: Participants were briefed about the study’s purpose and gave voluntary consent.
· Confidentiality: Respondents’ identities and responses were kept confidential.
· Right to Withdraw: Participants were free to withdraw at any stage without penalty.


QUESTIONNAIRE
I am a researcher conducting a study titled: “The Role of Digital Media in Promoting Entrepreneurship in Kwara State: A Study of Ilorin East.”
This questionnaire is designed to obtain information from entrepreneurs in Ipata, Okelele, Oke-Oyi, Sango, and Zango wards of Ilorin East Local Government.
All information provided will be treated strictly as confidential and used only for academic purposes. Kindly respond sincerely to all items.
Thank you for your cooperation.
SECTION A: Demographic Information
*(Please tick (✓) the appropriate option)*
1. Ward:
Ipata		Okelele		Oke-Oyi		Sango	Zango
 2. Gender:
   ☐ Male  ☐ Female
3. Age Range:
   ☐ 18–25  ☐ 26–35  ☐ 36–45  ☐ 46 and above
4. Highest Educational Qualification:
   ☐ SSCE  ☐ ND/NCE  ☐ HND/B.Sc  ☐ M.Sc/Ph.D
5. Type of Business:
   ☐ Fashion  ☐ Food & Catering  ☐ ICT/Tech Services
   ☐ Cosmetics/Beauty  ☐ Others (please specify) _____________
6. Years of Business Operation:
   ☐ Less than 1 year  ☐ 1–3 years  ☐ 4–6 years  ☐ Above 6 years

SECTION B: Digital Media Usage
*(Tick (✓) where appropriate)*
7. Which digital media platforms do you use for your business? (You may select more than one)
   ☐ Facebook  ☐ Instagram  ☐ WhatsApp Business
   ☐ TikTok  ☐ X (Twitter)  ☐ YouTube
   ☐ Others (specify) ___________________________
8. How frequently do you use digital media for business purposes?
   ☐ Daily  ☐ Weekly  ☐ Monthly  ☐ Rarely
9. For which purposes do you use digital media? (You may select more than one)
   ☐ Product advertisement
   ☐ Customer communication
   ☐ Online sales / order processing
   ☐ Market research / competitor analysis
   ☐ Others (specify) ___________________________
10. On a scale of 1–5, rate the level of importance of digital media to your business:
   1 ☐  2 ☐  3 ☐  4 ☐  5 ☐ (1 = Not Important, 5 = Very Important)


SECTION C: Impact of Digital Media on Entrepreneurship
(Please indicate your level of agreement with the following statements)
	Statements
	Strongly Agree (5)
	Agree (4)
	Neutral (3)
	Disagree (2)
	Strongly Disagree (1)

	Digital media has increased my customer base.
	☐
	☐
	☐
	☐
	☐

	I make more sales because of digital media usage.
	☐
	☐
	☐
	☐
	☐

	Digital media has enhanced my brand visibility.
	☐
	☐
	☐
	☐
	☐

	I receive customer feedback faster using digital media.
	☐
	☐
	☐
	☐
	☐

	Digital media helps me compete better with other businesses.
	☐
	☐
	☐
	☐
	☐




SECTION D: Challenges of Using Digital Media
(Tick the challenges you face when using digital media for business)
☐ Poor internet connectivity
☐ High cost of data
☐ Limited knowledge of digital marketing
☐ Negative customer reviews or online fraud
☐ Time-consuming nature of online marketing
☐ Others (specify) ___________________________
SECTION E: Suggestions
What do you think can be done to enhance the effective use of digital media among entrepreneurs in Ilorin East?
____________________________________________________________________________________________________________________________________



CHAPTER FOUR
DATA PRESENTATION, ANALYSIS, AND DISCUSSION
4.1 Introduction
This chapter presents and analyzes the data collected through the administration of questionnaires to respondents in five wards of Ilorin East Local Government Area: Ipata, Okelele, Oke-Oyi, Sango, and Zango. A total of 100 questionnaires were distributed, and 94 were returned fully completed, representing a 94% response rate.
The analysis is based on the objectives of the study, which include examining the role of digital media in promoting entrepreneurship, identifying the challenges faced by entrepreneurs, and suggesting strategies for improvement. The data is presented in tabular form with simple percentages for easy interpretation. Each table is followed by a discussion of the findings.
The analysis covers both the demographic characteristics of respondents and the substantive issues raised in the study, such as the use of digital media platforms, their impact on entrepreneurship, and the challenges entrepreneurs encounter while using these platforms. The responses were coded, tabulated, and analyzed using descriptive statistics such as frequency counts and percentages. The results are interpreted and discussed in relation to the literature reviewed in Chapter Two.
This chapter is divided into four sections:
· Presentation of data (demographics and main responses)
· Analysis of research questions
· Discussion of findings
· Summary of results
4.2 Presentation of Data
4.2.1 Response Rate
Out of 100 questionnaires administered, 80 were correctly filled and returned, representing 93.3%, while 20 were not returned, giving a shortfall of 6.7%. This high response rate implies that the findings are reliable and can be generalized to entrepreneurs in Ilorin East.
4.2.2 Demographic Characteristics of Respondents
Table 4.1: Distribution of Respondents by Ward
	Ward
	Frequency
	Percentage (%)

	Ipata
	26
	27.7

	Okelele
	22
	23.4

	Oke-Oyi
	18
	19.1

	Sango
	19
	20.2

	Zango
	15
	16.0

	Total
	94
	100


Table 4.1 shows that respondents were drawn across the five selected wards. Ipata had the highest representation (27.7%), followed by Okelele (23.4%) and Sango (20.2%). Zango had the least representation (16%). This distribution reflects the proportional allocation used in the sampling stage.
Table 4.2: Gender of Respondents
	Gender
	Frequency
	Percentage (%)

	Male
	52
	55.3

	Female
	42
	44.7

	Total
	94
	100


The result indicates that entrepreneurship in Ilorin East is dominated by males (55.3%), though females also constitute a significant proportion (44.7%). This suggests that digital media adoption for entrepreneurship is common to both genders.


4.3 The Role of Digital Media in Entrepreneurship
Table 4.3: Respondents’ Views on the Role of Digital Media
	Statement
	SA (%)
	A (%)
	D (%)
	SD (%)

	I use digital media to promote my business.
	61.7
	26.6
	6.4
	5.3

	Digital media helps me reach more customers.
	54.3
	29.8
	9.6
	6.3

	Digital media increases sales and profit.
	50.0
	33.0
	11.7
	5.3

	Digital media reduces marketing cost.
	48.9
	27.7
	14.9
	8.5

	Digital media makes entrepreneurship more attractive.
	57.4
	25.5
	9.6
	7.5


The majority of respondents strongly agreed or agreed that digital media plays a vital role in their businesses. Over 88% acknowledged using digital platforms for promotion, while 84% agreed that digital media helps them reach more customers. These findings support the view that digital media is a key driver of entrepreneurial growth in Ilorin East.


4.4 Challenges of Using Digital Media
Table 4.4: Challenges Faced by Entrepreneurs
	Statement
	SA (%)
	A (%)
	D (%)
	SD (%)

	Poor internet connectivity affects business.
	52.1
	27.7
	12.8
	7.4

	High cost of data is a challenge.
	60.6
	25.5
	8.5
	5.4

	Lack of digital skills limits business use.
	46.8
	29.8
	14.9
	8.5

	Online fraud/scams discourage usage.
	53.2
	28.7
	11.7
	6.4

	Customers’ lack of trust hinders business.
	50.0
	31.9
	12.8
	5.3


The major challenges include high data costs (86% agree/strongly agree), poor internet connectivity (80%), and online fraud (82%). This indicates that while digital media provides great opportunities, infrastructural and trust-related issues remain major barriers for entrepreneurs.


4.5 Suggested Strategies for Improvement
Table 4.5: Suggested Solutions
	Statement
	SA (%)
	A (%)
	D (%)
	SD (%)

	Government should provide affordable internet and training.
	68.1
	23.4
	5.3
	3.2

	More awareness programs on safe online business are needed.
	61.7
	27.7
	6.4
	4.2

	Digital media will continue to be vital in entrepreneurship.
	70.2
	20.2
	5.3
	4.3


Most respondents suggested government intervention in reducing internet costs and providing training (91.5%). Similarly, 89% supported the need for awareness on safe online transactions. The overwhelming agreement (90.4%) that digital media will continue to play a vital role suggests its sustainability as a tool for entrepreneurship in Kwara State.
4.6 Summary of Findings
· Entrepreneurs across Ilorin East actively use digital media for business promotion.
· Digital media enhances customer reach, sales, and reduces marketing cost.
· Major challenges include poor internet connectivity, high data costs, online scams, and lack of digital literacy.
· Respondents strongly recommend government intervention and awareness campaigns.
4.3 Discussion of Findings
The study shows that digital media plays a crucial role in promoting entrepreneurship in Ilorin East. The findings reveal that young people dominate online business activities, and platforms such as Facebook and WhatsApp are most utilized. Digital media enhances customer base, brand visibility, sales, and customer feedback. However, infrastructural challenges such as poor internet and high data costs remain significant barriers.
This supports previous literature such as Adeyemi (2021) and Bello (2020), confirming that digital platforms are transformative tools for entrepreneurs but are hindered by systemic challenges in Nigeria.


CHAPTER FIVE
Summary, Conclusion, and Recommendations
5.1 Introduction
This chapter provides a summary of the major findings of the study, draws conclusions, and makes recommendations based on the results of the research. The study investigated the role of digital media in promoting entrepreneurship in Kwara State with a focus on Ilorin East Local Government Area.
5.2 Summary of Findings
The study set out to examine how entrepreneurs in Ilorin East LGA use digital media, the challenges they face, and the strategies needed for improvement. From the analysis of data, the following findings emerged:
1. Adoption of Digital Media in Entrepreneurship
· A significant proportion of entrepreneurs in Ilorin East use digital media (such as Facebook, Instagram, WhatsApp, and websites) to promote their businesses.
· Respondents agreed that digital media enhances business promotion, increases customer reach, boosts sales and profit, and reduces marketing costs.


2. Challenges Faced by Entrepreneurs
· Poor internet connectivity was identified as a barrier to effective use of digital media.
· High cost of data discourages frequent usage, especially for small-scale entrepreneurs.
· Lack of digital skills and training limits effective utilization of online platforms.
· Online fraud, scams, and customers’ lack of trust remain major threats to business credibility.
3. Strategies for Improvement
· Respondents suggested that government should provide affordable internet, sponsor training programs, and support entrepreneurs with digital skills acquisition.
· Awareness programs on online safety are necessary to encourage wider adoption.
· A vast majority of respondents believe that digital media will remain a critical tool for entrepreneurship growth in Kwara State.


5.3 Conclusion
The findings of this study demonstrate that digital media is a powerful driver of entrepreneurship in Ilorin East Local Government Area. It provides entrepreneurs with affordable and effective tools to advertise, reach customers, and expand market opportunities. However, its potential is hindered by infrastructural challenges such as poor internet services, high data costs, lack of adequate training, and online security issues.
The study concludes that with the right policies, infrastructural support, and training programs, digital media can continue to transform entrepreneurship, creating wealth and employment opportunities in Kwara State and Nigeria at large.
5.4 Recommendations
Based on the findings, the following recommendations are made:
1. Government Support and Infrastructure Development
· The government, through agencies like NCC and SMEDAN, should provide affordable and reliable internet connectivity to entrepreneurs in both urban and semi-urban areas of Kwara State.
· Policies should be implemented to reduce the cost of data for small-scale entrepreneurs.


2. Capacity Building and Training
· Regular digital skills training should be organized for entrepreneurs to enhance their ability to use social media platforms effectively for marketing and sales.
· Tertiary institutions, NGOs, and government bodies should collaborate to build entrepreneurial capacity.
3. Awareness and Security Measures
· Government and stakeholders should organize awareness campaigns on safe online practices to minimize the risks of fraud and scams.
· Entrepreneurs should be educated on how to build customer trust through transparency, secure payment channels, and good customer service.
4. Encouraging Digital Innovation
· Entrepreneurs should be encouraged to diversify their online presence by adopting multiple platforms (e.g., social media, websites, and e-commerce portals).
· Innovative use of digital tools such as targeted advertising, SEO, and analytics should be promoted.


5. Future Research
· Future studies should explore the role of digital media in rural communities of Kwara State.
· Comparative studies can also be conducted across different LGAs to evaluate variations in adoption and challenges.
5.5 Contribution to Knowledge
This study contributes to the growing body of knowledge on digital entrepreneurship in Nigeria by providing empirical evidence from Ilorin East LGA. It highlights how entrepreneurs are using digital media, the challenges they face, and the strategies that can enhance digital adoption for business growth.
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