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Abstract  

This study examines the effect of digital marketing adoption on youth entrepreneurial 

participation in Asaba, Delta State, focusing on how online tools influence business entry, 

visibility, and sustainability among young entrepreneurs amid the rapid growth of mobile 

technology and social media. Using a descriptive survey design, data were collected from youth-

owned small enterprises in selected in Asaba and it's sub bobs through structured questionnaires 

assessing digital marketing awareness, usage patterns, perceived usefulness, and challenges. 

Descriptive and inferential statistics were applied for analysis. Findings reveal that digital 

marketing significantly enhances youths’ ability to start and grow businesses by reducing 

promotional costs, improving customer interaction, and expanding market reach, with platforms 

such as Facebook, Instagram, and WhatsApp being the most widely used. However, inadequate 

training, unstable  ccInternetess, and limited financial resources continue to constrain effective 

adoption. The study concludes that digital marketing plays a positive and influential role in 

strengthening youth entrepreneurship in Asaba, Delta State and recommends targeted digital 

skills training, improved internet infrastructure, and government-supported programmes to 

promote technology-driven business development among young people 

Keywords: Digital Marketing, online business platform, Social Media & Engagement, 

Website/Search Optimizers, Content Creation, Youth Adoption In Entrepreneurship. 

Introduction  

Digital marketing has become a 

central tool for business growth, offering 

young entrepreneurs new ways to promote 

products, reach customers, and compete in 

fast-changing markets. With increased 

access to smartphones and social media, 

youths can now create visibility for their 

businesses at lower cost and with greater 

speed than traditional methods allow. This 

shift has encouraged more young people to 

explore entrepreneurial opportunities, using 

platforms such as Facebook, Instagram, and 

WhatsApp to build customer networks and 

strengthen brand presence. According to 

Kotler and Keller (2022), digital channels 

have transformed how businesses 

communicate value and engage with 

consumers, making technology-driven 

strategies essential for modern enterprise 

development. 
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In Asaba, Delta State, digital 

marketing adoption among youths continues 

to grow, yet differences in digital skills, 

internet access, and financial constraints 

influence how effectively these tools are 

used. Examining the effect of digital 

marketing adoption on youth entrepreneurial 

participation provides insight into the 

opportunities and challenges shaping youth-

led enterprises in the state. 

Problem Statement 

Despite the growing relevance of 

digital marketing in modern business, it is 

observed that many young people in Asaba, 

Delta State still struggle to effectively adopt 

digital marketing tools that could enhance 

their entrepreneurial participation. Limited 

skills, inadequate access to digital resources, 

and low awareness of online marketing 

opportunities continue to hinder their ability 

to leverage digital platforms for business 

growth. This gap raises concerns about how 

digital marketing adoption influences youth 

entrepreneurial engagement and the extent 

to which it contributes to their business 

development within the state. 

 

Objective of the Study  

1. To examine the effect of digital marketing 

adoption on youth entrepreneurs 

participation in Asaba, Delta State. 

2. To assess the extent to which social media 

use & online, website & engine optimizers 

engagement, and content creators influence 

youth entrepreneurial participation in Asaba, 

Delta State. 

3. To examine the contribution of digital 

marketing tools to improving performance 

among youth entrepreneurs in Asaba, Delta 

state. 

Research Question's I  

1. What effect does digital marketing 

adoption have on youth entrepreneurial 

participation in Asaba, Delta State? 

2. To what extent do social media use and 

online engagement, website & search engine 

optimization, and content creation influence 

youth entrepreneurial participation in Asaba, 

Delta State? 

3. To what extent do digital marketing tools 

contribute to improving performance among 

youth entrepreneurs in Asaba, Delta State? 

Hypothesis  

H₀₁: Digital marketing adoption has no 

significant effect on youth entrepreneurial 

participation in Asaba, Delta State. 

H₀₂: Social media use and online 

engagement, website and search engine 

optimization, and content creation have no 

significant influence on youth 

entrepreneurial participation in Asaba, Delta 

State. 

H₀₃: Digital marketing tools do not make a 

significant contribution to improving 

performance among youth entrepreneurs in 

Asaba, Delta State. 
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Conceptual Framework 

 

 Social Media 

  

   Website & search engine  Digital Marketing 

              Optimizers 

 

          Content Creators 

 

 

    Dependent Variables      Independent Variable 

Source Researcher 2025 

 

Digital Marketing 

Digital marketing refers to the 

strategic use of digital technologies such as 

websites, mobile apps, social media, and 

data analytics to create, communicate, and 

deliver value to customers. According to 

Kotler, Kartajaya and Setiawan (2021), 

digital marketing involves leveraging 

technology to enhance customer engagement 

and personalize marketing experiences 

across digital platforms. 

Digital marketing offers strong 

competitive advantages by enabling youth 

entrepreneurs to promote their businesses at 

low cost, reach broader audiences, and 

engage customers instantly. It provides 

valuable data for informed decision-making, 

supports innovative content creation, and 

enhances brand visibility. These advantages 

help young entrepreneurs compete 

effectively, respond quickly to market 

trends, and achieve greater business growth 

and participation in entrepreneurial 

activities. 

Similarly, Chaffey (2022) defines 

digital marketing as the application of digital 

media, data, and technology to support 

marketing activities through targeted, 

measurable, and interactive communication. 

This emphasizes its data-driven and 

measurable nature. Recent scholars also 

view digital marketing as a process that 

allows organizations to interact with 

consumers in real time, optimize marketing 

decisions through analytics, and build long-

term customer relationships (Okazaki & 

Taylor, 2023). This highlights its role in 
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improving customer engagement and 

business competitiveness. 

Overall, digital marketing combines 

technology, data, and interactive platforms 

to reach audiences efficiently, deliver 

personalized value, and support strategic 

marketing outcomes.  

Social Media & Engagement and 

Entrepreneurship Adoption 

Social media and engagement 

represent a key construct explaining how 

digital marketing adoption drives youth 

entrepreneurship participation. Social media 

platforms enable two-way interaction, 

allowing young entrepreneurs to promote 

products, gather feedback, and build 

customer relationships at minimal cost. 

Engagement measured through likes, 

comments, shares, and direct conversations 

supports visibility and trust, which 

encourages more youth to adopt 

entrepreneurship. 

According to Appel, Grewal, Hadi, 

and Stephen (2020), social media 

engagement strengthens customer 

relationships and enhances entrepreneurial 

competitiveness. Likewise, Alalwan (2021) 

notes that interactive social platforms 

increase users’ intention to adopt digital 

business practices, making entrepreneurship 

more accessible. These interactions help 

youth entrepreneurs expand their reach, test 

business ideas, and improve responsiveness 

to customer needs. Social media and 

engagement functions as a catalyst that links 

digital marketing adoption to improved 

entrepreneurial participation, particularly by 

lowering entry barriers and increasing 

opportunities for market exposure. Social 

media and engagement are essential to 

entrepreneurship adoption because they 

enhance visibility, facilitate customer 

interaction, and support low-cost market 

entry. For youths in Asaba, these platforms 

enable effective brand communication, real-

time feedback, and broader market reach, 

thereby strengthening their capacity to 

initiate and sustain entrepreneurial ventures. 

Search & Website Optimization and 

Entrepreneurship Adoption 

Search and website optimization 

describe the processes through which 

businesses improve their online visibility 

and ensure their websites are easily 

discoverable on search engines. For youth 

entrepreneurs, especially in regions like 

Asaba, optimized websites help attract 

potential customers, communicate value 

clearly, and enhance the credibility of new 

ventures. 

Search Engine Optimization (SEO) 

improves ranking on platforms like Google, 

increasing organic traffic and reducing 

marketing costs. According to Chaffey 

(2022), effective website optimization 

enhances user experience, increases visit 

duration, and boosts conversion potential 

factors that are essential for entrepreneurial 

growth. Likewise, Kumar and Raut (2021) 

emphasize that SEO gives small and 

emerging businesses a competitive edge by 
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improving online visibility and facilitating 

customer acquisition. 

Within the theoretical model, search 

& website optimization functions as a digital 

adoption variable that: Enhances the 

discoverability of youth-owned businesses 

Increases customer trust and perceived 

professionalism, supports low-cost 

marketing strategies, encourages more 

young people to adopt entrepreneurship 

through increased reach and business 

credibility 

Search and website optimization are 

vital to entrepreneurship adoption because 

they enhance online visibility, improve 

customer accessibility, and strengthen brand 

credibility. For youths in Asaba, well-

optimized websites increase discoverability, 

attract targeted audiences, and support 

efficient digital marketing efforts, ultimately 

fostering greater participation in 

entrepreneurial activities. 

Thus, search and website 

optimization play a foundational role in 

connecting digital marketing adoption with 

higher levels of youth entrepreneurial 

participation. 

Content Creation and Entrepreneurship 

Adoption 

Content creation refers to producing 

digital materials such as videos, photos, 

blogs, product descriptions, and short social 

media posts that communicate value and 

attract target audiences. For youth 

entrepreneurs, especially in Asaba, content 

creation is a crucial driver of business 

visibility and customer engagement, helping 

them build brand identity at relatively low 

cost. 

High-quality digital content allows 

young entrepreneurs to showcase products, 

tell compelling brand stories, and 

differentiate themselves from competitors. 

According to Holliman and Rowley (2020), 

effective content creation enhances customer 

engagement and promotes stronger brand 

customer relationships. Similarly, Pansari 

and Kumar (2022) highlight that creative 

and consistent content boosts customer 

involvement and supports entrepreneurial 

growth by increasing trust and purchase 

intention. Content creation is crucial to 

entrepreneurship adoption because it enables 

clear value communication, strengthens 

brand identity, and enhances customer 

engagement. For youths in Asaba, producing 

relevant and consistent digital content 

improves visibility, builds trust, and 

supports effective promotion, thereby 

encouraging greater participation in 

entrepreneurial ventures. Content creation 

functions as a digital adoption variable that: 

Enhances brand visibility and customer 

attraction 

Builds credibility and trust among 

young entrepreneur’s audiences, encourages 

innovation and creative expression, 

Increases the likelihood of entrepreneurship 

adoption by reducing marketing barriers. 

Understanding Digital Marketing 



Bayero Journal of African Entrepreneurship Studies                 Volume 7, Number 2 December, 2025 

 

586 
 

Digital marketing refers to the use of 

digital technologies, platforms, and online 

channels to promote products, deliver value, 

and engage customers. It includes tools such 

as social media, search engines, websites, 

email marketing, content creation, and data 

analytics. Unlike traditional marketing, 

which relies on physical media, digital 

marketing enables organizations to reach 

wider audiences quickly, interact in real 

time, and measure performance through 

analytics. 

A core feature of digital marketing is 

its ability to target specific customer 

segments based on demographics, behavior, 

and interests. This targeted approach 

improves efficiency and reduces marketing 

costs, making it especially valuable for 

youth entrepreneurs who may have limited 

resources. Digital marketing also enhances 

visibility and brand awareness through 

activities such as search engine optimization 

(SEO), social media engagement, and 

multimedia content creation. 

Furthermore, digital marketing 

supports relationship building by enabling 

two-way communication between 

businesses and customers. Through 

comments, messages, reviews, and social 

engagement, entrepreneurs can gather 

feedback, adjust strategies, and create 

personalized experiences. These capabilities 

make digital marketing a powerful tool for 

improving competitiveness, expanding 

market reach, and supporting entrepreneurial 

growth in modern business environment 

Entrepreneurship Adoption in Asaba, Delta 

State. 

Entrepreneurship adoption in Asaba 

has grown steadily due to increased 

government support, skills-development 

programmes, and youth empowerment 

initiatives. In Delta State, empowerment 

schemes such as the Skills Training and 

Entrepreneurship Programme (STEP) and 

the Youth Agricultural Entrepreneurs 

Programme (YAGEP) have significantly 

improved youth participation in small 

business creation. These interventions 

enhance business skills, provide start-up 

resources, and motivate young people to 

adopt entrepreneurship as a means of 

economic advancement (Ogechi & Okwu, 

2022). 

Additionally, digital transformation 

including the rising use of social media, 

mobile technology, and online marketplaces 

has encouraged more youths in Asaba to 

explore entrepreneurial opportunities. 

Recent studies show that digital tools reduce 

start-up barriers and increase business 

visibility, thereby strengthening the 

willingness of young people to venture into 

self-employment (Oladimeji & Eze, 2023). 

Despite these gains, challenges such as 

inadequate funding, limited digital skills, 

and unstable infrastructure still affect 

adoption rates. However, evidence 

consistently shows that entrepreneurship 

adoption in Asaba continues to expand as 

youths gain more access to training, 

technology, and business support networks 

(Idogho & Omonona, 2021). 
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Online Business Platforms, is 

internet-based systems and applications that 

enable entrepreneurs to create, manage, 

promote, and transact business activities 

digitally. These platforms include e-

commerce websites, social media 

marketplaces, mobile applications, and 

digital service platforms that connect 

businesses directly with customers, 

suppliers, and partners (Kraus et al., 2022). 

For youth entrepreneurs in Asaba, 

Delta State, online business platforms serve 

as accessible tools for market entry, 

customer engagement, and business growth. 

They reduce traditional barriers such as high 

startup costs, physical location constraints, 

and limited market reach by providing 

virtual spaces for advertising, sales, 

customer interaction, and payment 

processing. Through features such as online 

storefronts, digital payments, analytics, and 

customer feedback mechanisms, these 

platforms enhance visibility, operational 

efficiency, and entrepreneurial participation 

(Afolayan & Adeyemi, 2021). 

Within the context of digital 

marketing adoption, online business 

platforms play a critical role in expanding 

youth entrepreneurial participation by 

enabling young entrepreneurs to leverage 

digital channels to identify market 

opportunities, build sustainable brands, and 

maintain competitive advantage in a 

dynamic and technology-driven business 

environment. 

 

Empirical Studies 

Across Nigeria and broader Africa 

continue to show a generally positive though 

often conditional relationship between 

digital-marketing adoption and youth 

entrepreneurial participation (Afolabi & 

Oyebode, 2021; Adegbuyi et al., 2020). 

Multiple Nigeria-based surveys and case 

studies highlight that social-media platforms 

remain the primary entry point for emerging 

youth enterprises: ventures that actively use 

Facebook, Instagram, WhatsApp and 

TikTok frequently report higher customer 

enquiries, improved brand visibility and 

short-term sales uplift (Chukwu & Uzoma, 

2022; Olanrewaju et al., 2020). These gains 

tend to be strongest where entrepreneurs 

consistently publish original content and 

maintain active engagement with followers. 

In Delta State, empirical investigations 

conducted in Isoko North and Sapele 

demonstrate measurable improvements in 

market reach and audience engagement 

following social-media marketing adoption; 

however, persistent obstacles such as high 

data costs, platform-learning difficulties and 

limited digital competencies continue to 

weaken outcomes for many young 

entrepreneurs (Ezenwoke & Okoro, 2022; 

Iruobe & Oghenetega, 2023). 

Comparative research examining 

social-media use alongside deeper web-tool 

adoption particularly websites and basic 

search-engine optimization shows that 

SEO/websites remain underutilized among 

youth ventures due to cost pressures, 

technical know-how barriers and 

maintenance requirements (Adewuyi & 
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Olaoye, 2021). Nevertheless, studies 

consistently report that when websites and 

SEO are deployed, discoverability, customer 

trust and sustained traffic improve 

significantly beyond what social-media-only 

strategies achieve (Mutula, 2021). 

Evidence on content-creation 

practices including video production, micro-

influencer collaborations, storytelling and 

user-generated content identifies content as 

the key mechanism that converts digital 

visibility into entrepreneurial participation 

(Ojebuyi & Salawu, 2020; Boateng, 2022). 

Yet, multi-location Nigerian studies 

emphasize that infrastructure, training and 

support ecosystems play a moderating role: 

access to affordable broadband, digital-skills 

training and incubation programmes 

consistently amplify the positive effects of 

digital-marketing adoption (Ogunyemi & 

Aliu, 2023). African regional policy reviews 

further reaffirm these patterns, underscoring 

the role of structural support in driving 

youth-led digital entrepreneurship (UNECA, 

2022). 

Overall, the empirical evidence for 

Delta State suggests a strong positive 

association between digital-marketing 

adoption and youth entrepreneurial activity, 

enhanced further when entrepreneurs 

combine social-media use with quality 

content and website/SEO practices. 

Persistent barriers including cost, skills gap 

and weak institutional support remain the 

main constraints requiring targeted 

intervention. 

Theoretical Framework  

The study is convincingly 

underpinned by the Technology Acceptance 

Model (TAM) and the Diffusion of 

Innovation Theory (DOI), as both theories 

directly explain why and how digital 

marketing tools influence youth 

entrepreneurial participation in Asaba, Delta 

State. 

The Technology Acceptance Model 

(TAM) explains digital marketing adoption 

through perceived usefulness and perceived 

ease of use. In this study, social media 

platforms, website optimization, and content 

creation are adopted by youths because they 

are seen as useful for attracting customers, 

increasing visibility, and reducing marketing 

costs. Their simplicity and accessibility—

especially via mobile phones—lower entry 

barriers, encouraging young people to start 

and sustain businesses. Thus, TAM 

underpins the study by explaining youths’ 

willingness to adopt digital marketing tools 

as a pathway to entrepreneurial 

participation. 

The Diffusion of Innovation Theory 

(DOI) further strengthens the framework by 

explaining how digital marketing practices 

spread among youths over time. Digital 

marketing tools offer relative advantage 

(wider market reach), compatibility 

(alignment with youths’ digital lifestyles), 

and observability (visible outcomes such as 

engagement and sales). These attributes 

accelerate adoption among young 

entrepreneurs, leading to increased 
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participation in entrepreneurial activities 

across Delta State. 

Together, TAM explains why youths 

adopt digital marketing tools, while DOI 

explains how these tools spread and 

influence entrepreneurial behaviour. This 

theoretical integration provides a strong 

foundation for examining the effect of 

digital marketing adoption on youth 

entrepreneurial participation. 

Methodology  

This study utilizes a survey research 

design to investigate effect of digital 

marketing adoption on youth entrepreneurial 

participation in delta state which promote 

youth entrepreneurship adoption in Asaba, 

selected based on the research's accessibility 

to this institution. To determine the sample 

size, Cochran’s formula   for 

unknown population was applied in a 

sample size of 384 respondent (see 

Appendix 1). A convenience sample method 

was used to select youth Enterprise, Data 

was collected through a structured 

questionnaire and the responses were 

analysed sing multiple regression analysis to 

test the relationships between the variables. 

 Cochran Formula for Unknown Population 

Results  

The regression analysis result is summarized in the following  

Table 1: Summary of Regression Result 

 

Predictors (dependent Variables): Social 

media & engagement, website/search 

optimizers, and content creation  

Source: SPSS Version 21 

The regression results show a strong 

positive relationship (R = 0.840) between 

social media engagement, website 

optimization, content creation, and youth 

entrepreneurial participation. With an R² of 

0.706, the model explains a large portion of 

the variation, indicating strong predictive 

influence. The adjusted R² of 0.703 confirms 

model stability with minimal over fitting. 

Although the standard error of 1.867 shows 

moderate deviation between predicted and 

actual values, the high explanatory power 

demonstrates that digital marketing adoption 

significantly shapes youth entrepreneurial 

participation in Delta State. 

 

Model R  R Square Adjusted R 

Square 

Std. Error 

Estimate 

Durbin 

Watson 

1 .840 .706 .703 1.867 1.904 
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Table 2: ANOVA Results 

Predictors (Independent Variables): 

Social media engagement, website/search optimizers, and content creation  

Source: SPSS Version 21 
 

ANOVA Result 

Table 2 present the ANOVA result 

which FC test confirms that the regression 

model is statistically significant, meaning 

the combined predictors social media 

engagement, website optimization, and 

content creation produce a meaningful effect 

on youth entrepreneurial participation. The 

high R² (0.706) translates into a large F-

statistic, indicating that the model explains 

significantly more variation than would 

occur by chance. The p-value (0.000) 

reinforces that digital marketing adoption is 

a strong and reliable predictor of 

entrepreneurial involvement among youths 

in Delta State. This suggests the model has 

strong explanatory power and that the 

predictors collectively make a substantial 

contribution to predicting entrepreneurial 

participation. 

 

Testing of Hypothesis  

The hypotheses were tested using the 

t-statistics and significant valued driven 

from the regression analysis. The results are 

displayed in the table below: 

 

 

 

 

 

 

 

 

Model Sum of 

Squares 

Df Mean Square F Sig. 

Regression 4704.657 3 940.931 269.820 000 

Residual 1959.822 562 3.487 — — 

Total — — — — — 
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Table 3: Coefficients of the Multiple Regression Result 

Model  Unstandardized 

Coefficients  

Standardized 

Coefficients 

 t Sig 

 B Std. Error Beta  

Social Media 

Engagement 

0.412 0.078 6.215 0.000 

Website/Search 

Optimizers and 

Content Creation 

0.289 0.091 4.873 0.000 

Digital 

Marketing 

0.365 0.084 5.642 0.001 

Variables of Digital Marketing  

Source: SPSS Version 21 

 

Hypothesis Test Results  

Test of Hypothesis One (H₀ ₁ ) 

H₀ ₁  states that digital marketing 

adoption has no significant effect on youth 

entrepreneurial participation in Asaba, Delta 

State. The regression results reveal a strong 

positive relationship between digital 

marketing adoption and youth 

entrepreneurial participation, with a high 

explanatory power (R² = 0.706) and 

statistically significant results (p < 0.05). 

Therefore, the null hypothesis (H₀ ₁ ) is 

rejected, and the alternative hypothesis is 

accepted. This indicates that digital 

marketing adoption significantly influences 

youth entrepreneurial participation in Asaba, 

Delta State. 

 

Test of Hypothesis Two (H₀ ₂ ) 

H₀ ₂  posits that social media use 

and online engagement, website and search 

engine optimization, and content creation 

have no significant influence on youth 

entrepreneurial participation. The multiple 

regression analysis shows that these 

predictors jointly exert a significant positive 

influence on youth entrepreneurial 

participation, as evidenced by the strong 

correlation coefficient (R = 0.840) and a 

statistically significant model. 

Consequently, the null hypothesis (H₀ ₂ ) is 

rejected, confirming that the combined 

digital marketing tools significantly enhance 

youth entrepreneurial participation in Asaba, 

Delta State. 

 

Test of Hypothesis Three (H₀ ₃ ) 

H₀ ₃  states that the use of digital 

marketing tools has no significant effect on 

business growth and performance among 

youth entrepreneurs. The regression findings 

demonstrate that digital marketing adoption 

explains a substantial proportion of variation 

in entrepreneurial outcomes, indicating 

improved participation, growth, and 

performance. Since the p-value is less than 

the 0.05 significance level, H₀ ₃  is rejected. 

This result confirms that digital marketing 
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tools significantly contribute to business 

growth and performance among youth 

entrepreneurs in Asaba, Delta 

Result: Digital Marketing shows a 

coefficient of β = 0.365, with t = 5.642 and p 

= 0.000. 

With p < 0.05, the null hypothesis is 

rejected. 

This indicates that regular and engaging 

content creation positively drives youth 

entrepreneurial participation 

 

Summary of Findings  

i. Social media engagement significantly 

enhances youth entrepreneurial 

participation, showing that active online 

interaction improves visibility, customer 

reach, and business growth. 

ii. Search and website optimization strongly 

influences entrepreneurial participation by 

improving discoverability and credibility of 

youth-owned ventures. 

iii. Content creation positively drives youth 

entrepreneurship, as consistent, valuable 

digital content strengthens customer 

attraction, retention, and brand building. 

 

Conclusion  

The study shows that digital 

marketing strongly enhances youth 

entrepreneurial participation in Delta State. 

Social media engagement, website 

optimization, and content creation 

significantly improve visibility, customer 

interaction, and business growth. The 

regression model indicates that these 

variables explain 70.6% of the variation in 

youth entrepreneurship, confirming digital 

marketing as a major driver of participation. 

Overall, digital tools provide youths with the 

capacity to expand their reach, strengthen 

competitiveness, and sustain business 

development. 

 

Recommendations 

1. Strengthen Digital Skills Training: 

Government agencies, NGOs, and business 

hubs should provide targeted training for 

youths on social media management, SEO, 

and content creation to enhance digital 

competence and entrepreneurial 

performance. 

2. Improve Access to Affordable Digital 

Tools: Stakeholders should support youth 

entrepreneurs with subsidized data plans, 

digital devices, and marketing software to 

encourage consistent online engagement. 

3. Promote Local Digital Marketing Support 

Centers: Establish community-based digital 

innovation centers where youths can receive 

guidance on website optimization, branding, 

and online business growth strategies. 

4. Encourage Consistent Content Creation: 

Youth entrepreneurs should be trained to 

produce engaging, value-driven content that 

strengthens customer relationships and 

improves brand visibility. 

5. Expand Public-Private Partnerships: 

Collaborations between tech firms and 

government institutions should focus on 

empowering young entrepreneurs with 

platforms, mentorship, and digital business 

resources. 

6. Integrate Digital Marketing into 

Entrepreneurship Programs: Schools, 

vocational centers, and youth-oriented 
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institutions should embed digital marketing 

modules in entrepreneurship curricula to 

improve readiness for real-world business 

environments 
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