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ABSTRACT  

The study explored the role of digital entrepreneurship in youth empowerment in Enugu State, 

Nigeria. A multistage sampling procedure was employed to select 900 respondents studied; 

300 from the markets and 600 from the tertiary institutions. Data were collected through 

questionnaire and analysed using means and percentages. Results indicated that while digital 

entrepreneurship represents new ways that entrepreneurs adopt in making their business digital, 

it positively contributed to youth empowerment and national growth through job creation 

(M=3.35) and improved tax remittances (100%). Youths were engaged in the use of two major 

platforms; collaboration (WhatsApp, Skype, Zoom) (100%) and social platforms (Facebook, 

Twitter, Instagram, LinkedIn, Pinterest) (100%). For income generation through content 

creation (29%) web creation (20%), digital marketing (15%) crypto trading (12%), and app 

development (11%). These activities empower them by making them self-employed (M = 

4.04), wealthy (M = 3,74), have more business networks (M = 3.44), access to markets (M = 

3.82) and knowledge enhancement (M = 3.02). However, factors militating against their 

engagement in digital entrepreneurship were lack of capital (M = 4.26), interest (M = 4.03), 

information (M = 3.95) and electricity (M = 3.84). Therefore, the positive use of digital 

platforms by the youths can help empower them by developing their career, skills and well-

being. 

 

Keywords: Digital entrepreneurship, Youth empowerment, Digital platforms, Digital Space, 

Digital marketing. 

 

INTRODUCTION 

Youths make up over 400 million of the African population (African Union [AU], 

2021). Their empowerment is central to good governance, quality leadership and the 

actualization of national development. Their activities play a key role in entrenching and 

consolidating peace, stability and integration of our societies. But due to the seeming dearth of 

adequate entrepreneurial skills among them, their business potentials seem to be losing value 

daily. In recent times, more and more youths are engaged in the digital space as a vehicle for 

effective business engagement (Akhter et al., 2022). Around the world, youths continue to play 

critical roles in inventing new business ideas and opportunities. In Nigeria, many youths have 

throughout history participated in and catalysed important changes in the business 

environment. When empowered and given a platform like the digital space to put their skills 

into practice, Nigerian youths are highly enterprising (Leong et al., 2022). 
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Digital entrepreneurship is a new business phenomenon which involves the creation of 

an internet business-enabled service delivery (Zainol et al., 2022). It gives businesses online 

exposure that was not available to them before. Also, it has helped businesses enhance their 

strategic partnerships, increase worthiness and enhance their interactions with their customers 

and providers. Digital entrepreneurship levels the business playing field creating opportunities 

for young entrepreneurs to bring a new digital product or service to the market and transform 

the existing business activities to be digitally enabled businesses, creating opportunities for 

entrepreneurs to work from inaccessible areas, at different periods, on the go or from home. 

The digital space serves as a marketing and communication tool substantially growing 

businesses in the current online-driven competitive markets (Lou, 2022). It plays a crucial role 

in promoting youth, social and economic inclusion, and gender equality, stimulating local 

content development, and promoting sustainable development, specifically when new 

technologies are combined with available open and public data. For example, crops, weather, 

road traffic or climate conditions data are employed to develop digital services such as apps 

that can solve such problems to promote emergency/relief response, improve road safety by 

reducing traffic congestion and parking difficulties; and optimise agricultural production (Paul 

et al., 2023). The market price data of commodities can equally improve economic 

opportunities for local dealers, and technologies bring together and match demand and supply 

for goods, labour and services to improve income opportunities, economic efficiency and 

productivity.   

Marketing is an important aspect of businesses and digital marketing is a new strategy 

aimed at reaching those often-accessing digital platforms. Businesses need communication 

because its content affects the audience's behaviours (Onyekuru et al., 2021). Therefore, it is 

crucial for business or marketing managers to continuously find a solution to appeal to 

customers and keep their patronization (Fauzi et al., 2020). Digital space is an ideal business 

communication platform that perfectly applies to online marketing. It helps to explore the 

various forms of online identity formation, communications, expressions and social interaction, 

likewise options on how to sustain them with the available online resources (Fernández-

Ardèvol et al., 2022). 

Through digital entrepreneurship, the youths can create an online personality and 

express their unexplored business aspects. It is a space that helps people to freely express their 

opinion, agree or disagree, criticize, create product awareness, promote businesses, build 

business networks, generate income and ponder on real-life experiences (Fauzi et al., 2020; 

Fernández-Ardèvol et al., 2022; Tariq et al., 2022). For the youths, it opens the door to 

opportunities for them to explore. Creating new business communication potentials in which 

partakers are not bound by physical interactions or face-to-face bargaining but can broaden 

their business arena by delivering services to others, located anywhere in the world. Business 

opportunities in digital space are quite different from offline activities, as it has a life of their 

own, different from the real-life activities of the participating individuals. However, the 

happenings in digital space are deeply modulated by the business culture offline, the political 

scenarios playing out and imaginaries that take place are what is shown or conveyed in the 

digital space. It is an articulate business space that exists entirely within a society and in which 

ways of being and new rules can emerge (Fernández-Ardèvol et al., 2022; Rabia et al., 2020). 

Now business owners can comfortably interact with consumers to foster the exchange of goods 

and services without meeting face-to-face. People can be geographically separated with 

different time zones in different locations but share identical interests while operating virtually 

sharing and having a common sense of belonging within a digital platform. Being in a platform 

does not detach an individual from the realities of their location but can free one from the 
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barriers associated with their environment such as culture, offline personalities, political 

inclination, social roles and religion (Paul et al., 2023).  

The digital entrepreneurship emergence in Nigeria has a huge potential for the youths 

who engage in lawful online business activities such as social media influencers, 

advertisements, blogging, app development, web developing, online store etc. Its negative use 

occurs when the youths start engaging in unethical activities such as sharing false content and 

posting nude or violent pictures that are injurious to others (Tariq et al., 2022). Generally, 

digital entrepreneurship is rooted in the larger cultural, economic, societal, imaginary and 

subjective constructions of our experiences and the systems we operate. It is a great economic 

tool for youth empowerment and engagement with larger societies. Its engagement is believed 

to have an economically significant impact on its users, especially the youth (Rabia et al., 

2020). However, research on the nature of this influence is ongoing. It is essential for the 

youth’s empowerment as it helps them earn income through advertisements, content 

development and sharing. This study, therefore, aims to contribute to the literature by accessing 

the impact of digital entrepreneurship on youth empowerment in Nigeria. The explicit aims of 

the study are as follows; to determine the youths use rate of digital platforms, their engagement 

in digital income-generating activities, the role of digital entrepreneurship in youth 

empowerment and factors affecting youth engagement in digital entrepreneurship. This is 

crucial for effective youth development policy formulation. 

 

MATERIALS AND METHODS 

The Study Area 

Enugu State is the area for this study. It lies amid longitudes 7° 32' 47.0004'' E and 

latitudes 6° 27' 30.1176'' N (Ndulue et al., 2021; Apeh et al., 2022) and has an estimated 

population of 4,411,119 persons (National Bureau of Statistics [NBS], 2016). Particularly, the 

study was conducted in the Enugu metropolis with a cumulative population of 717,291 persons, 

comprising 198,032, 242,140 and 198,032 for Enugu East, Enugu North and Enugu South 

Local Government Areas respectively (National Population Commission [NPC], 2006). 

Sampling Procedure 

A multistage sampling technique was used in selecting the respondents for this study 

(Table 1). Firstly, in each of the three local governments, we purposively selected one market 

(East-Abakpa, South – Mayor and North – Ogbete) because they are the major electronic 

markets in the metropolis, and three tertiary institutions (Enugu State University of Science 

and Technology (ESUT), Institute of Management and Technology (IMT) and the University 

of Nigeria, Nsukka (UNN), Enugu Campus) were conveniently chosen for the study. Secondly, 

100 digital entrepreneurs (phone and computer repairers, sellers and buyers) were randomly 

selected at convenience from each of the three markets selected making a total of 300 

respondents, and 200 students were equally randomly selected at convenience from each of the 

three tertiary institutions thereby making a total of 600 respondents. In all, as presented in Table 

1, a total sum of 900 respondents (300 digital entrepreneurs and 600 students) was studied. 
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Table 1: Summary of sampling selection procedure 

LGAs Markets Respondents 

Enugu East Abakpa 100 

Enugu North Ogbete 100 

Enugu South Mayor 100 

Sub-total 300 

Tertiary Institutions  

Institute of Management and Technology (IMT) 200 

Enugu State University of Science and Technology (ESUT) 200 

the University of Nigeria, Nsukka (UNN) Enugu Campus 200 

Sub-total 600 

Ground total = 300 + 600 900 

 

Method of Data Collection 

Data were collected through a structured questionnaire. Descriptive statistics such as 

frequencies, means and percentages were used to analyse variables with observable facts and 

the 5-point Likert-type scale was used for measuring the respondent’s perceptions on the role 

of digital entrepreneurship in youth empowerment and factors militating against the use of 

digital platforms by the youths. The rating of their responses was graded as follows; 5 for totally 

agree, 4 for agree 3 for neutral, 2 for disagree and 1 for totally disagree. Therefore, accept if 

the mean score ≥ 3 and reject if the mean score < 3. The decision point was gotten by adding 

the grades and dividing them by their number and as: 
5 + 4 + 3 + 2 + 1

5
=  3 

 

RESULTS AND DISCUSSION 

Use of Digital Platforms 

The result of the respondents’ use of digital platforms shown in Table 2 specifies that 

all the respondents surveyed 749(100%) use digital platforms. The two major platforms used 

are collaboration (WhatsApp, Skype, Zoom) and social platforms (Facebook, Twitter, 

Instagram, LinkedIn, Pinterest) 749(100%).  

 

Table 2: Use of digital platforms 

Variables % Yes 

Use of Digital Platforms 100.00 

Types of Digital Platforms Used:  

Media Platforms: Spotify, Netflix, YouTube 59.95 

Collaboration platforms: WhatsApp, Skype, Zoom 100 

Search engine platforms: Bing, Google 97.06 

Social platforms: Pinterest, Instagram, Twitter, LinkedIn, Facebook 100 

E-commerce platforms: Etsy, eBay, Amazon, Shopify 04.81 

Online marketplaces: Google Play, Apple Store, Amazon marketplace 85.05 

Service exchange platforms: Airbnb, Taxify bolt, Uber, Lyft, 11.35 

Others 01.87 

Source: Survey, 2022 

 

As resented in Table 2, other types of digital platforms include search engines (Google, 

Bing) 727(97%), online marketplaces (Amazon marketplace, Apple Store, Google Play) 

637(85%), and media platforms (Spotify, Netflix, YouTube) 449(≈60%). The high percentage 

of digital platforms acceptance by the youths makes it an integral part of their lives, 
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transforming the ways they learn and network in the wider society. It is an important space for 

youth empowerment, socialization, and learning (Akhter et al., 2022; Butkowski, 2022; Leong 

et al., 2022; Senshaw, 2022). 

Digital Income-Generating Activities 
In Table 3, the result shows that the digital income-generating activities youths are 

engaged in are content creation (29%) web creation (20%), digital marketing (15%) crypto 

trading (12%), and app development (11%). This shows that the youths are using the digital 

space to create empowerment opportunities for themselves mainly through content creation 

like comedy, skit performance; creating web domains for sale or business promotion, online 

sales, and app development like WhatsApp, U lesson app, Facebook app, games app etc. This 

means that the youths are drawing from the potentials of digital technologies including cloud 

computing, the internet, smartphones and social media in creating and promoting economic 

growth, education, and healthiness (Hansen, 2019). This finding is in line with Aligishiev & 

Gravesteijn (2020) who found that 83% of enterprises in South and South-East Asia 

acknowledged digital technology as a business driver, without which, their businesses would 

suffer expansion constraints. 

 

Table 3: Digital income-generating activities involved 

Variables Percentage (n = 749) 

App development 10.55 

Coding 04.55 

Content Creation 28.56 

Digital Marketing 14.55 

Crypto trading 11.56 

Forex trading 08.56 

Web creation 20.11 

Others 01.56 

Source: Survey, 2022 

 

Digital Entrepreneurs Need for a Physical Structure 
In Table 4, the majority 423(56%) of the respondents indicated that they do not need a 

physical structure (shops, stores, warehouse) to start a digital business. According to them, 

there’s no need to spend extra money renting shops, unlike the traditional entrepreneurs who 

rent shops, warehouses, etc. to store their goods. This finding supports the argument that digital 

ventures require fewer resources (Butkowski, 2022; Zainol et al., 2022). 

 

Table 4: Need for a physical structure to start a digital business 

Physical Structure Percentage (n = 749)  

Yes 25.89  

No 56.44  

Maybe 17.67  

Source: Survey, 2022 

 

Role of Digital Entrepreneurship in Youth Empowerment 
Results of Table 5 indicate that self-employment (M = 4.04), income generation and 

sustainable well-being (M = 3,74), the enhancement of business networks (M = 3.44), 

improved access to markets (M = 3.82), job creation (M = 3.35) and knowledge enhancement 

(M = 3.02) were perceived by the respondents as the important ways the digital 
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entrepreneurship contributes youth empowerment. Access to Digital technologies helps in 

creating wide economic participation for the youth by reducing unemployment (Akhter et al., 

2022; Lou, 2022; Senshaw, 2022).  

 

Table 5: Respondents perceived the role of digital entrepreneurship in empowering youths 

Factors Mean (Max = 5) SD 

Self-employment 4.04* 1.961 

Income generation and sustainable wellbeing 3.74* 1.412 

Enhance business networks 3.44* 1.098 

Improved access to markets 3.82* 1.837 

Job creation 3.35* 1.517 

Enhances knowledge 3.02* 0.891 

Source: Survey, 2022 

 

Factors Affecting Youth Engagement in Digital Entrepreneurship 
In Table 6, lack of capital (M = 4.26), poor internet access (M = 3.06), poor interest (M 

= 4.03), poor electricity access (M = 3.84), poor technical skills (M = 3.02), and lack of 

information (M = 3.95) were accepted by the respondents as factors militating against youth 

engagement in digital entrepreneurship. This finding is in line with Masenya (2021) who found 

barriers affecting digital entrepreneurship such as poor funding, poor technical skills, lack of 

digital entrepreneurship opportunities awareness, and the unavailability of tutors in South 

Africa. This implies that youth entrepreneurship programs should focus more on youth 

financial inclusion as it would help improve their interest and engagement in digital 

entrepreneurship. Equally, access to electricity, the internet, and information and the youths’ 

technical skills on the use of digital platforms should be improved to enhance youth well-being 

through the income generation activities of digital platforms. Enhanced participation of the 

youths in digital platforms would help their innovative ideas based on the market needs peculiar 

to their environment.  

 

Table 6: Factors militating against youth engagement in digital entrepreneurship 

Factors Mean (Max. = 5) SD 

Lack of capital 4.26* 1.604 

Poor availability of internet 3.06* 1.101 

Lack of interest 4.03* 1.849 

Poor access to electricity 3.84* 1.837 

Lack of technical skills 3.02* 1.046 

Lack of information 3.95* 1.110 

Source: Survey, 2022 

 

CONCLUSION AND RECOMMENDATIONS 

Youths engage in the use of various digital platforms for income generation through 

content creation, web creation, digital marketing, crypto trading, and app development. These 

activities help empower the youths by making them self-employed, increasing their income, 

enhancing their business networks, and access to markets and knowledge. It also contributes 

meaningfully to gross national development through tax remittances and employment. 

However, factors such as lack of capital, poor internet access, lack of interest, poor electricity 

access, lack of technical skills, and lack of information militate against youth engagement in 

digital entrepreneurship. Therefore, the positive use of digital platforms by the youths can help 
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develop their career, skills and well-being. There should more awareness among the youth 

regarding the positive use of digital platforms and the opportunities they present. 
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