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ABSTRACT
This study investigated the use of social media in promoting small businesses among youths in Kwara State, Nigeria. Recognizing social media as a transformative and cost-effective marketing tool, the research explored the extent of its adoption, perceived benefits, challenges encountered, and its impact on business performance among youth entrepreneurs. Employing a descriptive survey design, data were collected from 100 purposively sampled youth entrepreneurs using an online questionnaire via Google Forms. The study found that Facebook and Instagram are the most commonly used platforms, widely acknowledged for enhancing business visibility, expanding customer base, fostering customer feedback, and being cost-effective compared to traditional methods. However, infrastructural challenges such as poor internet connectivity and digital skills gaps, especially in content creation and analytic usage, were identified as significant barriers. Despite these challenges, respondents expressed strong confidence in social media’s positive impact on sales performance and customer loyalty, indicating an optimistic outlook towards skill enhancement and technology adoption. The findings underscore the need for targeted digital marketing training, infrastructural improvements, and supportive policies to optimize social media marketing benefits for youth-led small businesses, contributing to sustainable entrepreneurship and economic development in Kwara State. This research provides valuable insights for policymakers, development agencies, and entrepreneurs aiming to harness digital platforms for business growth in emerging markets.
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CHAPTER ONE
INTRODUCTION
1.1	Background of the Study
The rapid advancement of technology and internet penetration globally has transformed traditional business models, creating new opportunities particularly through digital platforms. Social media, defined as internet-based applications enabling the creation and exchange of user-generated content, has emerged as a powerful tool for promoting businesses (Kumar & George, 2021). Among youths in Kwara State, Nigeria, social media platforms such as Facebook, Instagram, Twitter, and WhatsApp have become integral to everyday communication and interaction, rendering them valuable channels for small business promotion (Adesanya, 2022).
Small businesses, typically characterized by limited capital and market reach, often struggle to compete with larger enterprises using conventional marketing strategies. Social media presents a cost-effective and efficient medium that can enhance visibility, engage customers, and build brand loyalty without the constraints of geographical boundaries (Bello & Salawu, 2023). The increasing youth population in Kwara State, empowered by mobile technology access, leverages social media to advertise products, access new customers, and gather market feedback in real time (Okunrinboye, 2024).
[bookmark: _GoBack]Nonetheless, despite these opportunities, challenges such as digital literacy gaps, inadequate strategic marketing knowledge, and inconsistent internet connectivity still affect the optimal use of social media among small business youth entrepreneurs in the region (Ismaila & Yusuf, 2023). Additionally, the dynamic nature of social media algorithms and oversaturation of online content present obstacles for small businesses trying to sustain consumer engagement (Aliyu, 2025). Therefore, an empirical investigation into how youths in Kwara State utilize social media to promote their small businesses is timely and essential for policy formulation and support programs.
1.2	Statement of the Problem
Small businesses play a critical role in economic development and job creation in Nigeria, particularly among youths. However, many of these enterprises face significant barriers in gaining market recognition and sustaining profitability due to limited marketing resources (Adebayo, 2021). Social media marketing, while widely recognized as a promising avenue, remains underutilized or inefficiently deployed by youth entrepreneurs in Kwara State (Olajide & Akinola, 2022).
Some youths lack adequate knowledge and skills to harness social media tools effectively for business promotion, while others contend with infrastructural challenges such as unstable electricity and poor internet connectivity (Isa & Kareem, 2023). Furthermore, there is scant localized research that critically examines the specific social media practices employed by youths in Kwara State and the resultant impact on their small business performance (Nwachukwu, 2024). Without such evidence-based understanding, stakeholders, including policymakers and development agencies, face difficulties in designing targeted interventions to support youth-led small enterprises. Hence, this study aims to fill this knowledge gap by comprehensively exploring the use of social media in promoting small businesses among the youth of Kwara State.






1.3	Objective of the Study
The main aim of the study is to investigate the extent to which social media is used by youths in Kwara State to promote small businesses, while the specific objectives are:
· To identify the most commonly used social media platforms by youth entrepreneurs for business promotion.
· To assess the perceived benefits and challenges of using social media for small business promotion among youths.
· To examine the relationship between social media marketing efforts and business performance of youth-led small businesses in Kwara State.
· To recommend strategies that can enhance effective use of social media for small business promotion among youths.
1.4	Research Questions
· What are the most commonly used social media platforms by youth entrepreneurs in Kwara State?
· What are the perceived benefits of using social media for small business promotion among youth in Kwara State?
· What challenges do youths face in using social media for promoting their small businesses?
· What is the relationship between social media marketing efforts and the business performance of youth-owned small businesses in Kwara State?
1.5	Research Hypotheses
Hypothesis 1
· H0: Social media platforms do not significantly influence the promotion of small businesses among youths in Kwara State.
· H1: Social media platforms significantly influence the promotion of small businesses among youths in Kwara State.
Hypothesis 2
· H0: There is no significant perceived benefit of using social media for small business promotion among youths in Kwara State.
· H1: There is a significant perceived benefit of using social media for small business promotion among youths in Kwara State.
Hypothesis 3
· H0: Challenges faced in using social media do not significantly affect small business promotion among youths in Kwara State.
· H1: Challenges faced in using social media significantly affect small business promotion among youths in Kwara State.
Hypothesis 4
· H0: There is no significant relationship between social media marketing efforts and the business performance of youth-led small businesses in Kwara State.
· H1: There is a significant relationship between social media marketing efforts and the business performance of youth-led small businesses in Kwara State.
1.6	Significance of the Study
This study is significant as it provides empirical data on how youths in Kwara State utilize social media to promote their small businesses, contributing to the limited body of localized knowledge on digital entrepreneurship in Nigeria (Salami et al., 2024). Understanding these dynamics can guide government agencies, NGOs, and business support organizations in developing tailored programs that enhance youths’ digital marketing skills and infrastructural access, ultimately fostering youth employment and economic growth (Ayodele & Adekunle, 2023). Additionally, the findings will benefit youth entrepreneurs by highlighting best practices and potential pitfalls in social media marketing, helping them optimize their business strategies for higher success rates (Ogunleye, 2025). Researchers and academicians will also find the study useful as a reference for further investigations into technology adoption and entrepreneurship in emerging markets.
1.7	Scope of the Study
This study focuses on youths aged 18 to 35 in Kwara State who own and operate small businesses and use social media as a promotional tool. It covers various sectors within the small business community, including retail, services, and manufacturing, with attention to popular social media platforms such as Facebook, Instagram, Twitter, and WhatsApp relevant to the Nigerian context (Olatunde & Bello, 2023). The geographical scope is limited to Kwara State to ensure an in-depth analysis of socio-economic and infrastructural factors unique to the location. The study examines both the benefits and challenges of social media for business promotion, including platform accessibility, digital literacy, engagement strategies, and business outcomes. The period of study captures recent developments up to 2025 to reflect the contemporary social media marketing landscape.
1.8	Limitations of the Study
This study may face limitations such as limited access to reliable internet or electricity in some areas of Kwara State, which could affect respondents’ ability to fully engage with or use social media effectively (Kareem & Ismaila, 2023). The study also depends on self-reported data from youths, which may be subject to biases such as exaggeration or underreporting of social media use and business success (Ajayi, 2024). The cross-sectional nature of the study limits the ability to establish causality between social media use and business performance; longitudinal data would provide deeper insights. Another limitation is the dynamic and rapidly changing nature of social media platforms, which may affect the relevance of findings as new features and regulations emerge (Aliyu, 2025). Despite these limitations, the study will employ rigorous data collection and analysis methods to ensure validity and reliability.
1.9	Definition of Terms
· Social Media: Online platforms and applications that enable users to create and share content or participate in social networking.
· Small Business: A privately owned enterprise with limited scale, employees, and capital, typically focused on serving local or niche markets.
· Youth: Individuals aged between 18 and 35 years, recognized as a key demographic in entrepreneurship studies in Nigeria.
· Promotion: Activities aimed at increasing awareness, sales, and customer engagement for products or services.
· Digital Marketing: Use of digital channels including social media, websites, and email to market products or services.
· Facebook: A social media platform popular for personal and business networking, content sharing, and advertising.
· Instagram: A social media application focused on photo and video sharing, widely used for brand promotion.
· Twitter: A social networking service known for short messages and real-time news sharing, used by businesses for customer engagement.
· WhatsApp: A mobile messaging application with features for business communication and promotional messaging.
· Digital Literacy: The ability to effectively use digital tools and platforms for communication and information processing.
· Business Performance: Measures of business success including sales growth, customer base expansion, and profitability.
· Algorithm: A set of rules used by social media platforms to determine the visibility of content to users.
· Internet Penetration: The extent to which internet access is available and used within a population or region.
· Entrepreneur: An individual who designs, launches, and operates a business, taking on financial risks for profit.



















CHAPTER TWO
LITERATURE REVIEW
2.1	Introduction
This chapter presents a detailed review of existing literature related to the use of social media in promoting small businesses, particularly within the Nigerian context, with an emphasis on youth entrepreneurship. The review covers a conceptual framework offering comprehensive understanding of social media marketing’s role in small business promotion. The chapter synthesizes findings from recent studies conducted between 2020 and 2025 to portray the benefits, challenges, and practical implications of social media adoption among small and medium enterprises (SMEs). These insights provide the foundation for the current study while identifying gaps that necessitate further research in Kwara State.
2.2	Conceptual Framework
The conceptual framework for this research provides a structured understanding of the principal concepts and variables that underpin the study of social media use in promoting small businesses among the youth of Kwara State. This framework serves as a map to explain how social media platforms operate as dynamic digital marketing tools, influencing key aspects of business promotion such as customer engagement, brand visibility, market reach, and ultimately business performance. It also contextualizes how personal, technological, and environmental factors interact to shape the effectiveness of social media marketing for youth-led small businesses.
Social media represents a set of internet-based applications that enable creation and exchange of user-generated content on platforms such as Facebook, Instagram, Twitter, WhatsApp, and TikTok, which are widely accessible to Nigerian youths due to increasing internet penetration (Abubakar et al., 2022). These platforms provide environments where small businesses can connect directly with existing and potential customers through sharing information, interactive communication, and multimedia presentations. The fundamental character of social media is its interactive, participatory, and networked nature, which differentiates it from traditional marketing communication that is often unidirectional and passive (Olajide & Akinola, 2022).
Within the framework, social media marketing is conceptualized as an active process of creating, sharing, and promoting business-related content tailored to engage customers and enhance brand recall and preference (Salami et al., 2024). Key variables include the choice and frequency of social media platform use, the nature of content shared (e.g., promotional posts, testimonials, live videos), customer engagement metrics (comments, shares, likes), and business outcomes such as sales growth and customer loyalty. The level of digital literacy among youth entrepreneurs—defined as their capability to operate social media tools effectively—plays a moderating role, as does infrastructural availability such as reliable internet access and uninterrupted electricity supply (Kareem & Ismaila, 2023).
Furthermore, the framework incorporates market dynamics including competition, consumer behavior, and social networking patterns that influence how social media content is received and acted upon in the Nigerian context (Muraina & Samour, 2025). It recognizes that despite social media’s advantages, challenges such as information overload, privacy concerns, and fraudulent activities can inhibit full utilization (Ogunleye, 2025). Hence, the framework conceptualizes the business performance impact not just as a direct effect of social media use but as the outcome of a complex interaction between marketing strategies, user competence, external infrastructure, and socio-economic factors.




2.2.1	Social Media as a Marketing Tool for Small Businesses
Social media platforms create interactive, user-driven environments where youth entrepreneurs can present their products and services directly to customers without intermediary constraints (Olajide & Akinola, 2022). This direct communication channel enhances transparency, customer trust, and immediate feedback mechanisms essential for small business growth. Popular platforms such as Facebook, Instagram, Twitter, and WhatsApp are most frequently used due to their extensive reach and user-friendly interfaces that accommodate diverse content forms including text, images, and videos (Abubakar et al., 2022).
The cost-effectiveness of social media marketing offers a significant advantage for youth-owned small businesses that typically have limited marketing budgets. Unlike traditional media outlets that require high expenditures on advertisements, social media can achieve a broad reach at minimal or no cost, leveraging viral and word-of-mouth effects facilitated by content shares and user interactions (Salami et al., 2024). Youths with creative skills can generate engaging content that drives brand awareness, boosts customer interaction, and cultivates loyal communities around their business brands (Bello & Salawu, 2023).
In the Nigerian context, word-of-mouth remains a powerful promotional force, and social media amplifies this effect by enabling easy sharing of product experiences and referrals within social networks, which significantly influences consumer behavior and purchasing decisions (Muraina & Samour, 2025). The real-time nature of social media also allows for rapid dissemination of information about new products, special offers, and service updates, keeping customers continuously informed and engaged. Additionally, integrated tools within these platforms such as chatbots and live videos enhance personalized communication and improve customer service, providing small businesses with a competitive edge in a crowded marketplace (Okunrinboye, 2024).
2.2.2	Benefits of Social Media Use in Small Business Promotion
The benefits of social media adoption by youth-led small businesses are multifaceted and have been increasingly documented in recent Nigerian studies. Enhanced visibility is among the most significant benefits, as social media enables small enterprises to transcend local geographic limitations and access larger, even global, audience pools (Adebayo, 2021). This extended reach is particularly valuable in Nigeria’s fragmented market where physical storefronts may have limited traffic.
Broader market reach through social media also facilitates business diversification as entrepreneurs can test different markets and niche segments quickly and inexpensively. The interactive nature of social media fosters improved customer engagement, allowing small businesses to respond promptly to inquiries, feedback, and complaints, which builds brand loyalty and trust (Ayodele & Adekunle, 2023). Real-time communication enhances relationship building, which is often difficult in conventional business settings restrained by distance and communication delays.
Social media’s integrated analytics tools provide entrepreneurs with actionable market insights by tracking user demographics, behavioral patterns, and engagement rates (Nwachukwu, 2024). These data-driven insights inform business decisions such as product development, promotional timing, and customer targeting, thereby improving marketing efficiency. The cost-effectiveness of social media marketing is crucial for youth entrepreneurs who may lack capital for traditional advertising; the ability to run ads on platforms with flexible budgets and clear performance metrics makes social media particularly suitable for small businesses (Ismaila & Yusuf, 2023).
Moreover, social media supports diversified promotional strategies including influencer partnerships, viral marketing, user-generated content campaigns, and community-building activities which are adaptable, creative, and resonate strongly with Nigerian youth culture (Okunrinboye, 2024). These strategies can amplify marketing messages organically, reduce reliance on paid advertisements, and deepen customer emotional connection to brands.
2.2.3	Challenges in Utilizing Social Media for Business Promotion
Despite the promising benefits, youth entrepreneurs in Kwara State and Nigeria generally face considerable obstacles in leveraging social media effectively for business growth. A primary challenge is digital literacy; many youths lack formal training in digital marketing, content creation, and strategic audience engagement, which limits their ability to maximize the potential of social media platforms (Kareem & Ismaila, 2023). The indiscriminate use of social media without strategic planning often results in minimal business impact.
Infrastructural barriers such as inconsistent internet connectivity and frequent electricity outages substantially reduce the reliability and consistency of social media marketing efforts (Aliyu, 2025). In rural and semi-urban parts of Kwara State, these infrastructural deficits exacerbate challenges faced by youth entrepreneurs, limiting their ability to compete effectively against those in better-served urban centers. Additionally, the oversaturation of content on social media platforms creates intense competition for consumer attention, making it increasingly difficult for small businesses with limited budgets to stand out. Paid promotions often require financial resources that many young entrepreneurs cannot afford, resulting in low visibility for their posts (Adesanya, 2022).
Further challenges include concerns over data privacy, cybercrime threats such as account hacking and fraud, and the spread of misinformation, which create an environment of mistrust and risk that can discourage youths from fully engaging in social media marketing (Ogunleye, 2025). Moreover, rapidly changing social media algorithms and platform policies require continuous adaptation, which may overwhelm youths without sufficient support and updated knowledge. These challenges highlight the necessity for targeted interventions such as digital skills training, improved infrastructure, and regulatory frameworks focused on protecting small businesses in the digital space.
Overall, the conceptual framework acknowledges that while social media could serve as a transformative marketing tool for youth-led small businesses in Kwara State, its impact is mediated by various enabling and constraining factors that must be addressed holistically to achieve sustainable business growth.
2.3	Theoretical Framework
The theoretical framework for this study provides a foundation to understand the underlying principles and constructs that explain how social media marketing influences the promotion and performance of small businesses among youths in Kwara State. Since the study focuses on the use of social media platforms as marketing tools and their effects on customer engagement, brand visibility, and business outcomes, two of the most relevant theories are adopted: the Innovation Diffusion Theory and the Technology Acceptance Model. These theories offer insights into the adoption process of social media technologies by youth entrepreneurs and the factors affecting their effective use for business promotion.
2.3.1	Innovation Diffusion Theory (IDT)
The Innovation Diffusion Theory, introduced by Everett Rogers (2003), explains how new ideas or technologies spread within a social system over time. It describes the adoption process based on the characteristics of the innovation itself, communication channels, time, and the social system of potential adopters. The theory posits that innovations that are perceived as having relative advantage, compatibility, simplicity, trialability, and observability are more likely to be adopted. In the context of social media marketing for small businesses, social media platforms represent the innovation that youth entrepreneurs in Kwara State decide to adopt to promote their businesses.
The IDT helps explain the rate and extent of social media adoption among youths by examining how perceptions about the usefulness and ease of use of these platforms influence their decision to integrate social media into their marketing strategies (Muraina & Samour, 2025). The relative advantage is seen in the cost-effectiveness and marketing reach provided by social media compared to traditional advertising methods. Compatibility relates to how well social media fits with the existing business practices and the social media habits of the target customers. Simplicity addresses the ease with which youth entrepreneurs can learn to use various social media tools despite digital literacy challenges. Trialability enables youths to experiment with social media marketing with low financial risk, while observability refers to the visible benefits observed among peers using social media effectively (Abubakar et al., 2022).
However, the theory also acknowledges barriers to adoption, such as lack of digital skills, infrastructural challenges, and socio-economic constraints that slow or hinder the diffusion process. IDT emphasizes the role of communication channels—peer influence, training programs, and social networks—in accelerating social media adoption among youth entrepreneurs (Kareem & Ismaila, 2023). Hence, this theory underpins the research by illuminating factors that encourage or impede the diffusion of social media marketing practices within the target population.
2.3.2	Technology Acceptance Model (TAM)
The Technology Acceptance Model (TAM), developed by Davis (1989), focuses on the determinants of technology acceptance at the individual level. It posits that perceived usefulness and perceived ease of use are critical predictors of an individual’s attitude towards using a technology, which in turn influences their behavioral intention and actual use of that technology. This model is highly applicable to examining how youths in Kwara State perceive social media platforms as marketing tools and decide whether to incorporate them into their business operations.
Perceived usefulness refers to the degree to which youth entrepreneurs believe that using social media will enhance their business performance, such as increasing customer reach, boosting sales, and improving communication (Ayodele & Adekunle, 2023). Perceived ease of use addresses how free from effort the use of social media is perceived to be, considering factors such as platform interface, content creation skills, and available support (Salami et al., 2024). These perceptions influence their attitude towards social media marketing, explaining why some youths actively engage with these platforms while others remain reluctant or ineffective in utilization.
Furthermore, TAM incorporates external variables such as digital literacy training, infrastructural accessibility, and peer influence that impact perceptions of usefulness and ease of use (Olajide & Akinola, 2022). For instance, youths who receive social media marketing education and benefit from reliable internet connections are more likely to find social media useful and easy to use for business promotion. This model has been widely applied in studies assessing technology adoption in developing countries, including Nigeria, making it a robust framework for this study (Okunrinboye, 2024).
By applying TAM, the study aims to uncover motivational factors that drive youth entrepreneurs' acceptance and use of social media for business promotion and identify barriers they face. Understanding these factors provides insight into how to design interventions that encourage effective social media marketing practices within this demographic.



2.4	Empirical Review
Numerous empirical studies conducted between 2020 and 2025 have investigated the impact of social media marketing on the growth and performance of small businesses in Nigeria. These studies reveal key insights regarding how social media platforms facilitate business promotion among youths in various Nigerian states, including their functions, benefits, and challenges.
One study by Muraina and Samour (2025) examined the impact of social media marketing on Nigerian SMEs using a case study approach with data collected from diverse industries nationwide. The findings indicated that social media marketing significantly enhances brand awareness and customer engagement for SMEs. Platforms like Facebook, Instagram, and Twitter were identified as instrumental in boosting purchase intention and promoting positive word of mouth among consumers. The study highlighted that the interactive nature of social media helps SMEs build loyal customer bases and expand their market reach at minimal marketing costs. However, the research also identified implementation challenges such as limited digital skills and infrastructural deficits that reduce the effectiveness of social media strategies (Muraina & Samour, 2025).
Similarly, Gbandi (2022) investigated the effect of social media marketing on the growth of SMEs in Benin City, Nigeria, focusing on platforms like Facebook, Instagram, Twitter, and YouTube. Using a sample of 500 SMEs, the study employed descriptive and inferential statistics to analyze data collected through structured questionnaires. The results established a positive and statistically significant relationship between social media marketing activities and business growth. The study emphasized that continuous content updating, customer education through social media, and actively using customer feedback for product innovation are critical strategies facilitating SME competitiveness. The research recommended policies to encourage Nigerian SMEs to adopt digital marketing tools to sustain growth in a globalized market (Gbandi, 2022).
Another empirical study by Afolayan (2025) assessed the effect of social media marketing on sales volume and profitability of phone accessory businesses in Ibadan, Nigeria. Despite recognizing the potential of social media for interactive and low-cost marketing, the study found that current social media marketing efforts among sampled businesses were largely ineffective in significantly improving sales or profitability, with statistical tests showing weak correlations. The author attributed this outcome to the lack of structured marketing strategies and limited digital marketing competencies among owners. Therefore, the study advocated for investment in digital marketing training, enhancing customer engagement through targeted content, and utilizing influential social media figures in promotional campaigns to realize tangible benefits from social media marketing (Afolayan, 2025).
Overall, these empirical studies collectively demonstrate that while social media marketing holds great promise for enhancing small business promotion and growth among Nigerian youths, its practical effectiveness depends greatly on the business owners’ skills, the strategic use of social media tools, and overcoming infrastructural challenges.









CHAPTER THREE
RESEARCH METHODOLOGY
3.1	Research Design
This study adopts a descriptive survey research design aimed at collecting data from youth entrepreneurs in Kwara State who use social media to promote small businesses. The choice of this design is appropriate because it enables the collection of both quantitative and qualitative data that describe current social media marketing practices, challenges, and impacts on business performance. The survey design facilitates the gatherance of opinions, experiences, and factual data through structured questionnaires distributed online, ensuring accessibility and timeliness.
3.2	Population of the Study
The target population for this study consists of youths aged 18 to 35 years involved in running small and medium enterprises (SMEs) in Kwara State, Nigeria. According to the Kwara State Business Environment Reform Action Plan (2025), there is a growing number of registered MSMEs in the state with an emphasis on youth empowerment and entrepreneurship development. While exact figures for youths in SME ownership vary, recent estimates from state development reports indicate that approximately 65,000 youths have been directly supported under SME training, start-up, and apprenticeship programs (Kwara State BERAP, 2025). This figure serves as a reasonable estimate of the youth population actively engaged in SME activities within Kwara State, providing the sampling frame for this study.
3.3	Sample Size and Sampling Procedure
The study employs a sample size of 100 respondents. A purposive sampling technique is adopted to select youth entrepreneurs who actively use social media platforms for their business promotion. This non-probability sampling technique is justified because the study targets specific respondents with relevant characteristics—namely youths running small businesses and engaging with social media marketing. The sample size of 100 provides a manageable yet sufficient number to gather meaningful data and achieve reliable analysis within the scope of the study.
3.4	Instrument of Data Collection
Data for this research are collected using a structured questionnaire created on Google Forms and administered online. The questionnaire consists of closed-ended questions designed to capture demographic information, usage patterns of social media platforms, benefits and challenges experienced, and perceived business outcomes linked to social media marketing. The use of Google Forms allows respondents to complete the questionnaire conveniently using smartphones or computers, facilitating broad participation and rapid data collection.
3.5	Validation of the Research Instrument
The validation of the questionnaire involves a two-step process. First, face validity is established by subjecting the questionnaire to review by academic supervisors and experts in marketing and entrepreneurship. Their feedback ensures that the questions are clear, relevant, and capable of eliciting the intended responses. Second, a pilot test is conducted with 10 youth entrepreneurs from outside the sampled population to check for ambiguities, comprehension issues, and the reliability of the instrument. Adjustments are made based on pilot results to enhance clarity and effectiveness before full deployment.
3.6	Method of Data Analysis
Data collected through Google Forms are exported to statistical software for cleaning and analysis. Descriptive statistics such as frequencies, percentages, means, and standard deviations are used to summarize demographic characteristics and social media usage patterns. 

CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1	Introduction
This chapter presents the data collected from the 100 youth entrepreneurs in Kwara State through the online questionnaire designed to address the research questions guiding this study. The data presentation, analysis, and interpretation are organized systematically to provide a comprehensive understanding of the current use of social media for small business promotion, the challenges faced, and possible areas of improvement.
4.2	Analysis of Research Items
Question 1: Age of Respondents
	Response
	Frequency
	Percentage (%)

	18-21
	25
	25%

	22-25
	20
	20%

	26-29
	30
	30%

	30-35
	25
	25%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
The age distribution shows that the majority of the youth entrepreneurs fall within the 26-29 age bracket (30%), followed by equal representation from 18-21 and 30-35 age groups (25% each). This indicates a predominantly young entrepreneurial population actively using social media for business promotion.



Question 2: Gender of Respondents
	Response
	Frequency
	Percentage (%)

	Male
	60
	60%

	Female
	40
	40%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
More male respondents (60%) took part compared to females (40%), indicating a gender balance skewed slightly towards males among youths promoting small businesses through social media in Kwara State.
Question 3: Educational Level of Respondents
	Response
	Frequency
	Percentage (%)

	No formal education
	5
	5%

	Primary education
	10
	10%

	Secondary education
	35
	35%

	Tertiary education
	50
	50%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
Half of the respondents possess tertiary education, indicating that most youths involved in social media marketing for their businesses are well-educated. Secondary education holders constitute 35%, and the remaining 15% have primary or no formal education.



Question 4: Type of Business
	Response
	Frequency
	Percentage (%)

	Retail
	40
	40%

	Services
	35
	35%

	Manufacturing
	15
	15%

	Agriculture
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
Retail business is the most common sector among youth entrepreneurs (40%), followed by services (35%). Manufacturing and agriculture are less represented, indicating a concentration of social media marketing use in retail and service-oriented small businesses.
Question 5: Number of Years Running the Business
	Response
	Frequency
	Percentage (%)

	Less than 1 year
	25
	25%

	1 - 3 years
	40
	40%

	4 - 6 years
	20
	20%

	Over 6 years
	15
	15%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
A significant portion (40%) have been running their businesses for 1 to 3 years, indicating recent startups. Those with less than 1 year form 25%, and longer operational years (4+ years) account for 35%, showing some level of business sustainability.

Question 6: Primary Social Media Platform Used
	Response
	Frequency
	Percentage (%)

	Facebook
	50
	50%

	Instagram
	30
	30%

	Twitter
	10
	10%

	WhatsApp
	8
	8%

	TikTok
	2
	2%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
Facebook leads as the primary social media platform utilized by youth entrepreneurs (50%), followed by Instagram (30%). Other platforms have less usage but are still part of the social media promotion strategy.
Question 7: Average Hours Spent Daily on Social Media for Business
	Response
	Frequency
	Percentage (%)

	Less than 1 hour
	20
	20%

	1 - 2 hours
	40
	40%

	3 - 4 hours
	25
	25%

	More than 4 hours
	15
	15%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
Most respondents (40%) spend 1 to 2 hours daily on social media for business purposes, showing moderate engagement. A combined 40% spend more than 2 hours, suggesting significant time investment by almost half of the entrepreneurs.
Question 8: Location of Business in Kwara State
	Response
	Frequency
	Percentage (%)

	Ilorin
	45
	45%

	Offa
	25
	25%

	Omu-Aran
	10
	10%

	Idofian
	10
	10%

	Others
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
Ilorin is the major business center among respondents (45%) followed by Offa (25%). Other towns account for the remaining 30% distributed across various localities, reflecting wide geographical distribution.
Question 9: I actively use social media platforms such as Facebook and Instagram to advertise my products/services.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	50
	50%

	Agree
	30
	30%

	Neutral
	10
	10%

	Disagree
	7
	7%

	Strongly Disagree
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
Data shows that a majority of respondents (80%) actively use social media platforms like Facebook and Instagram for business promotion, with 50% strongly agreeing and 30% agreeing. Only 10% are neutral, while 10% do not actively use these platforms.
Question 10: Social media marketing has helped increase awareness of my business among potential customers.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	55
	55%

	Agree
	25
	25%

	Neutral
	10
	10%

	Disagree
	7
	7%

	Strongly Disagree
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
A total of 80% of respondents affirm that social media marketing increases their business awareness, supporting the importance of digital promotion in reaching a wider audience. A small fraction remain neutral or disagree.
Question 11: Using social media platforms has expanded my customer base beyond my local area.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	45
	45%

	Agree
	30
	30%

	Neutral
	15
	15%

	Disagree
	7
	7%

	Strongly Disagree
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
75% of respondents agree that social media extends their customer reach beyond local boundaries, highlighting its role in market expansion, while 15% are undecided.
Question 12: Social media allows me to receive valuable feedback from customers that helps improve my business.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	40
	40%

	Agree
	35
	35%

	Neutral
	15
	15%

	Disagree
	7
	7%

	Strongly Disagree
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
A combined 75% of respondents acknowledge that feedback received through social media helps improve their businesses, indicating effective interactive communication with customers.
Question 13: Social media marketing is cost-effective compared to traditional marketing methods for my business.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	50
	50%

	Agree
	30
	30%

	Neutral
	10
	10%

	Disagree
	7
	7%

	Strongly Disagree
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
80% of respondents agree that social media marketing is cost-effective, justifying its preference over traditional marketing channels for small business promotion.
Question 14: I face challenges such as poor internet connectivity that limit my effective use of social media.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	45
	45%

	Agree
	35
	35%

	Neutral
	10
	10%

	Disagree
	7
	7%

	Strongly Disagree
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
80% of respondents identify poor internet connectivity as a significant challenge limiting their social media marketing effectiveness, underscoring infrastructural barriers.





Question 15: I find it difficult to create engaging content that attracts and retains customers on social media.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	40
	40%

	Agree
	30
	30%

	Neutral
	15
	15%

	Disagree
	10
	10%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
70% of respondents express difficulty in content creation, indicating a need for capacity building in digital marketing and content strategy.
Question 16: I believe social media marketing significantly impacts the sales performance of my business.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	50
	50%

	Agree
	30
	30%

	Neutral
	10
	10%

	Disagree
	7
	7%

	Strongly Disagree
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
80% affirm that social media marketing positively impacts their sales, highlighting its importance for business growth.
Question 17: I regularly track and analyze social media metrics to adjust my marketing strategies.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	35
	35%

	Agree
	30
	30%

	Neutral
	20
	20%

	Disagree
	10
	10%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis: 65% of respondents track social media metrics regularly, though 30% remain neutral or disagree, indicating scope for encouraging data-driven marketing.
Question 18: Social media platforms have helped me build loyal customers through continuous interaction.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	45
	45%

	Agree
	35
	35%

	Neutral
	10
	10%

	Disagree
	7
	7%

	Strongly Disagree
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
80% agree that social media fosters customer loyalty through ongoing interaction, demonstrating social media’s role in retaining customers.
Question 19: Lack of digital marketing skills has limited my social media marketing success.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	40
	40%

	Agree
	35
	35%

	Neutral
	15
	15%

	Disagree
	7
	7%

	Strongly Disagree
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis: 75% indicate skill gaps as a limiting factor, emphasizing the importance of digital marketing training for youths.
Question 20: I am confident that improving my social media marketing skills will further boost my business growth.
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	55
	55%

	Agree
	30
	30%

	Neutral
	10
	10%

	Disagree
	3
	3%

	Strongly Disagree
	2
	2%

	Total
	100
	100%


Source: Field Work, 2025.
Analysis:
An overwhelming 85% are confident that skill improvement will enhance business growth, reflecting a positive attitude towards capacity building.
4.3	Analysis of Research Questions
Research Question 1: What are the most commonly used social media platforms by youth entrepreneurs in Kwara State?
From the data analysis in Section B, particularly Question 9 and the demographic data on primary social media platforms (Question 6), it is clear that Facebook (50%) and Instagram (30%) dominate the social media marketing space among youth entrepreneurs. These platforms' popularity is attributed to their broad reach, multimedia features, and user-friendly interfaces, making them effective for small business promotions. These findings align with similar Nigerian studies highlighting Facebook's and Instagram’s widespread use in SME marketing. The data suggests that most youths prefer platforms with larger audiences to maximize visibility and engagement.
Research Question 2: What are the perceived benefits of using social media for small business promotion among youth in Kwara State?
The aggregated responses from Questions 10, 11, 12, and 13 show strong positive perceptions of social media benefits. Eighty percent of respondents (55% strongly agree, 25% agree) reported increased business awareness due to social media marketing (Question 10). Also, 75% agree that social media expands their customer base beyond local markets (Question 11), and another 75% affirm it facilitates valuable customer feedback that informs business improvements (Question 12). Furthermore, 80% consider social media marketing cost-effective compared to traditional methods (Question 13). These data points emphasize social media's role as a low-cost, high-impact marketing tool that enhances market reach and customer engagement, corroborating earlier Nigerian SME research (Muraina & Samour, 2025).
Research Question 3: What challenges do youths face in using social media for promoting their small businesses?
Challenges are evident in responses to Questions 14 and 15. Poor internet connectivity affects 80% of respondents (45% strongly agree, 35% agree), highlighting infrastructural barriers limiting marketing effectiveness (Question 14). Additionally, 70% find it difficult to create engaging content that attracts and retains customers (Question 15), pointing to skill gaps in digital marketing. These challenges mirror findings from other Nigerian studies where infrastructural deficits and digital literacy are common constraints for SMEs (Kareem & Ismaila, 2023).
Research Question 4: What is the relationship between social media marketing efforts and the business performance of youth-owned small businesses in Kwara State?
Data from Questions 16, 17, 18, and 20 reveal a generally positive relationship between social media marketing and business performance. Eighty percent of respondents believe social media marketing significantly impacts sales performance (Question 16), while 80% credit social media with helping build loyal customers via continuous interaction (Question 18). Although only 65% regularly track and analyze social media metrics (Question 17), 85% are confident that improving their social media skills will further boost growth (Question 20). This indicates that marketing efforts through social media strongly correlate with improved business outcomes, but more strategic data utilization and upskilling are necessary to fully capitalize on social media's potential.



4.4	Discussion of the Findings
The findings from this study reveal insightful aspects of social media use by youth entrepreneurs in Kwara State for small business promotion. The majority of respondents actively use social media platforms, particularly Facebook and Instagram, to advertise their products and services. This aligns with global and Nigerian trends where these platforms provide accessible, low-cost marketing channels enabling young entrepreneurs to reach wide audiences effectively (Ghazwani & Alzahrani, 2024; Abubakar et al., 2024). The preference for Facebook and Instagram reflects their large user base and capacity for engaging multimedia content, which aids in brand awareness and customer acquisition.
Respondents perceive significant benefits from social media marketing, principally increased business awareness, expansion of customer base beyond local confines, access to valuable customer feedback, and cost-effectiveness compared to traditional marketing methods. These perceived advantages confirm social media’s pivotal role as a transformative marketing tool that lowers entry barriers and accelerates market penetration for youths with limited capital (Muraina & Samour, 2025; Koç, 2023). The ability to interact in real-time with customers enhances relationship building and loyalty, essential for sustained small business growth.
However, the study highlights persistent challenges hindering optimal social media marketing outcomes. Poor internet connectivity remains a major obstacle, consistent with infrastructural weaknesses widely reported across Nigeria (Kareem & Ismaila, 2023). Moreover, many youths struggle with content creation, reflecting digital literacy and skills gaps. These limitations reduce the effectiveness of promotional efforts and could lead to missed opportunities in highly competitive markets (Afolayan, 2025).
Despite these challenges, findings denote a strong belief in the positive impact of social media marketing on sales performance and customer retention. Most youth entrepreneurs indicate confidence that further digital marketing skill enhancement would improve business outcomes, underscoring an eagerness for capacity building and professional development. This optimistic outlook is supported by current research advocating for training programs and infrastructural improvements to empower young entrepreneurs in Nigeria (Nwankwor et al., 2024).
The study’s results harmonize with broader evidence on the role of social media and digital marketing in enhancing youth entrepreneurship. Social media provides a platform for creative marketing, networking, and knowledge sharing, which are vital for entrepreneurial success in challenging economic environments. Policymakers and support institutions should prioritize initiatives to improve internet infrastructure and deliver tailored digital marketing training that equips youths with the skills needed for content creation, data analytics, and strategic customer engagement.
In conclusion, social media marketing stands as an indispensable tool for youth-led small businesses in Kwara State, fostering increased visibility, market expansion, and customer interaction. Addressing skill and infrastructure challenges will further unleash its potential to drive sustainable entrepreneurial growth, job creation, and economic development at the grassroots level in Nigeria.









CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary
Chapter One provided an in-depth introduction to the study on "The Use of Social Media in Promoting Small Business Among Youth of Kwara State." It outlined the background, highlighting the growing importance of social media as a marketing tool for youth-led small businesses amid infrastructural and skill constraints. The chapter stated the research problem, objectives, research questions, hypotheses, significance, scope, limitations, and definitions relevant to the study.
Chapter Two presented a thorough literature review encompassing conceptual and theoretical frameworks, and empirical studies. It explored social media’s function as a marketing tool, its benefits, and challenges faced by youths in Nigeria when using social media for SMEs promotion. The chapter incorporated contemporary research from 2020 to 2025, setting the academic foundation.
Chapter Three detailed the research methodology, including adoption of a descriptive survey design, population estimation of 65,000 youths involved in SMEs in Kwara State, purposive sampling yielding a sample size of 100, and data collection via Google Forms. The chapter also described instrument validation and outlined statistical methods for data analysis.
Chapter Four focused on data presentation and analysis. It presented respondents’ demographic characteristics and social media usage patterns. Data analysis addressed each questionnaire item and consolidated responses according to the research questions. The chapter concluded with a discussion of findings highlighting predominant use of Facebook and Instagram, perceived benefits such as increased business awareness and cost-effectiveness, ongoing challenges including internet connectivity and digital skills, and the overall positive relationship between social media marketing and business performance.
5.2	Conclusion
This study investigated the use of social media in promoting small businesses among youth entrepreneurs in Kwara State, Nigeria, within the context of evolving digital landscapes and socio-economic constraints. It conclusively found that social media platforms, particularly Facebook and Instagram, serve as dominant and effective marketing channels, enabling youths to overcome traditional barriers such as geographic limitations and costly advertising fees. The research established that most youths actively engage these platforms to increase business visibility, attract a broader customer base, and foster ongoing customer interactions that build loyalty and improve business feedback mechanisms.
Despite these advantages, the study revealed critical challenges impacting optimal utilization, notably infrastructural issues like poor internet connectivity and power instability, which significantly hinder consistent marketing efforts. Furthermore, a lack of advanced digital marketing skills, especially in content creation and analytics, emerged as a limitation restricting full exploitation of social media's potential for business growth. These obstacles underscore a pressing need for targeted intervention programs focusing on capacity building, digital literacy training, and infrastructural improvements to complement the inherent benefits of social media marketing.
The empirical results demonstrated a strong, positive correlation between the use of social media and enhanced sales performance along with customer loyalty, affirming social media’s role as a transformative force for youth-led entrepreneurship in Kwara State. Awareness and readiness among youths to invest in upskilling further reflect an optimistic outlook towards leveraging technology for economic empowerment. Therefore, social media marketing is not just a supplementary promotional tool but a fundamental enabler for sustainable small business growth among youths, capable of catalyzing improvements in livelihoods and contributing to the broader economic development goals of Kwara State and Nigeria at large.
5.3	Recommendations
In light of the findings and analyses presented, the following recommendations are imperative to harness the full potential of social media for promoting youth-led small businesses in Kwara State:
· Government and relevant agencies should prioritize the enhancement of internet infrastructure and stable electricity supply across the state to mitigate connectivity challenges limiting social media marketing efficacy.
· Specialized digital marketing training programs tailored to youth entrepreneurs should be implemented, focusing on content creation, social media analytics, and strategic customer engagement to build required competencies.
· Youth entrepreneurship development initiatives should encourage and facilitate access to affordable devices and social media advertising tools to expand reach and visibility affordably.
· Collaboration between youth business associations and social media platforms can foster mentorship and sharing of best practices, driving innovation and problem-solving within the youth entrepreneurial community.
· Policymakers may consider incentivizing tech-based young entrepreneurs through grants or awards that recognize innovative social media marketing approaches and successes, stimulating motivation and higher standards.
· Regular awareness campaigns highlighting the benefits and practical steps to effectively use social media for business should be conducted, ensuring continuous learning and adaptation among youth entrepreneurs.
· Lastly, further research should explore long-term impacts of social media marketing on business sustainability and growth, including the influence of emerging platforms and digital trends specific to the Nigerian context.
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APPENDIX
QUESTIONNAIRE
Section A: Demographic Information
1. Age
2. Gender
3. Educational Level
4. Type of Business
5. Number of years running the business
6. Primary social media platform used for business promotion
7. Average hours spent daily on social media for business
8. Location of the business in Kwara State
Section B: Social Media in Promoting Small Business
Each question is answered using the Likert scale options: Strongly Agree, Agree, Neutral, Disagree, Strongly Disagree
	No.
	Questionnaire Item
	Strongly Agree
	Agree
	Neutral
	Disagree
	Strongly Disagree

	9
	I actively use social media platforms such as Facebook and Instagram to advertise my products/services.
	
	
	
	
	

	10
	Social media marketing has helped increase awareness of my business among potential customers.
	
	
	
	
	

	11
	Using social media platforms has expanded my customer base beyond my local area.
	
	
	
	
	

	12
	Social media allows me to receive valuable feedback from customers that helps improve my business.
	
	
	
	
	

	13
	Social media marketing is cost-effective compared to traditional marketing methods for my business.
	
	
	
	
	

	14
	I face challenges such as poor internet connectivity that limit my effective use of social media.
	
	
	
	
	

	15
	I find it difficult to create engaging content that attracts and retains customers on social media.
	
	
	
	
	

	16
	I believe social media marketing significantly impacts the sales performance of my business.
	
	
	
	
	

	17
	I regularly track and analyze social media metrics to adjust my marketing strategies.
	
	
	
	
	

	18
	Social media platforms have helped me build loyal customers through continuous interaction.
	
	
	
	
	

	19
	Lack of digital marketing skills has limited my social media marketing success.
	
	
	
	
	

	20
	I am confident that improving my social media marketing skills will further boost my business growth.
	
	
	
	
	




