CHAPTER ONE
INTRODUCTION
Background of the Study
The 21st century has witnessed a digital revolution that is transforming how individuals and organizations operate. With the advent of digital technologies, businesses have shifted from traditional marketing to digital marketing, utilizing tools such as social media, search engine optimization (SEO), content marketing, and email campaigns to reach wider audiences more efficiently and at lower costs. In response to these changes, educational institutions are under increasing pressure to prepare students with digital competencies that align with industry demands, particularly in the area of business education.
Business education equips students with both theoretical and practical knowledge necessary to function in business-related professions. As a field that encourages entrepreneurship, marketing, and management, it is vital for Business Education students to be proficient in digital marketing tools. This proficiency is not only essential for traditional employment but also for self-employment, especially in developing economies like Nigeria, where the unemployment rate among graduates remains alarmingly high (National Bureau of Statistics, 2022).
Digital marketing tools are software applications, platforms, or online resources that help businesses plan, execute, and analyze their marketing campaigns through digital channels. These tools enable organizations to reach wider audiences, improve brand visibility, and engage with customers effectively. Examples include social media platforms like Facebook, Instagram, and LinkedIn for brand promotion; email marketing services like Mailchimp for direct communication; and search engine optimization (SEO) tools such as Google Keyword Planner and SEM rush for improving website rankings. They also include content management systems like Word Press for publishing and managing online content, and analytics tools such as Google Analytics for tracking and measuring campaign performance.
By using digital marketing tools, businesses can target specific customer segments, personalize their messages, and monitor results in real-time, which improves decision-making and return on investment. These tools often integrate automation features, allowing marketers to schedule posts, manage ad campaigns, and respond to customer inquiries efficiently. In a competitive digital marketplace, mastering the right combination of these tools can help businesses build stronger customer relationships, enhance brand loyalty, and achieve measurable growth.
Digital marketing tools—such as Google Ads, Facebook Business Suite, Canva, Hootsuite, Mailchimp, and others—have become instrumental in helping individuals and small businesses promote their brands and generate income online. For students, particularly those in the College of Education, Ilorin, mastering these tools may be the key to enhancing their employability and becoming self-reliant in a competitive job market.
The contemporary business landscape has been irrevocably transformed by the digital revolution, compelling a shift in the skills required for professional success. The global economy now operates on a digital-first basis, where business growth, customer engagement, and brand visibility are heavily dependent on online platforms. This paradigm shift necessitates a workforce equipped with modern, technology-driven competencies. For graduates emerging from tertiary institutions, particularly in business-oriented disciplines, the ability to navigate and leverage digital tools is no longer a niche skill but a fundamental requirement for entry into the competitive labor market. Digital marketing, with its array of tools for reaching and engaging audiences, stands at the forefront of these essential new competencies.
In the Nigerian context, this global trend is profoundly significant. With a large, youthful population and increasing internet penetration, businesses across the nation are compelled to adopt digital strategies to remain competitive. As such, employers are actively seeking graduates who can offer more than just theoretical knowledge of business principles; they need individuals who can manage social media campaigns, create engaging digital content, and understand the basics of online analytics. A study by Okoro, Etekpe, and Osaat (2021) found that Nigerian employers rate skills in e-commerce and digital communication as essential for Business Education graduates, highlighting a clear industry demand for these modern capabilities.
This reality presents a critical challenge and opportunity for vocational programs like Business Education at the College of Education, Ilorin. These programs are explicitly designed to produce self-reliant and employable graduates. However, their relevance is contingent upon their ability to adapt their curriculum to reflect the practical needs of the modern workplace. A potential gap exists where students are taught traditional marketing and business concepts but are not given the structured, hands-on training required to master the digital tools that have become central to implementing these concepts in today's world. This skills gap can severely limit their competitiveness and hinder their transition from education to employment.
Therefore, this study is grounded in the urgent need to assess the current state of digital skill acquisition among these future professionals. It seeks to understand the extent to which Business Education students are independently or institutionally engaging with and utilizing critical digital marketing tools. By examining this utilization, the research aims to draw a clear line to their perceived employability—their confidence and readiness for the job market. The findings are intended to provide an empirical basis for educational reform, ensuring that Business Education programs are adequately preparing students for the undeniable digital realities of the 21st-century workforce, a sentiment echoed by Adeoye and Arasanmi (2021) who emphasized the strong link between digital literacy and workplace preparedness.

Statement of the Problem
The Nigerian labor market is highly competitive, with a significant number of graduates vying for a limited number of job opportunities. A major challenge facing graduates, including those from Business Education programs, is a perceived lack of job-ready skills. While the curriculum at the College of Education, Ilorin, provides foundational business knowledge, it is unclear to what extent it actively integrates practical training in contemporary digital marketing tools.
Students may be using some of these tools, such as social media, for personal purposes but may not understand how to leverage them professionally for marketing and business growth. This lack of structured, professional utilization of digital marketing tools could place them at a significant disadvantage compared to peers who possess these skills. Their inability to demonstrate proficiency in areas like SEO, content strategy, or email campaign management can negatively affect their confidence in their job prospects and, ultimately, their actual employability.
The core problem is the uncertainty regarding the level of digital marketing tool utilization among these students and the subsequent impact on their self-assessed readiness for the modern job market. Without empirical data on this issue, it is difficult for educators and administrators to make informed decisions about necessary curriculum updates and training interventions.

Objectives of the Study
The main objective of this study is to examine the influence of digital marketing tool utilization on the perceived employability of Business Education students at the College of Education, Ilorin. The specific objectives are to:
1. Identify the extent to which Business Education students utilize social media marketing (SMM) tools.
2. Determine the level of students' utilization of content marketing (CM) tools and platforms.
3. Ascertain the degree of students' awareness and utilization of Search Engine Optimization (SEO) principles.
4. Investigate the relationship between the utilization of digital marketing tools and students' perceived employability.

Research Questions
The following research questions will guide the study:
1. To what extent do Business Education students at the College of Education, Ilorin, utilize social media marketing tools for professional purposes?
2. What is the level of utilization of content marketing tools (e.g., blogging, graphic design tools) among these students?
3. What is the level of awareness and practical application of Search Engine Optimization (SEO) principles among the students?
4. What is the relationship between the students' overall utilization of digital marketing tools and their perceived employability?

Research Hypotheses
The following null hypotheses will be tested at the 0.05 level of significance:
· H₀₁: There is no significant relationship between students' utilization of social media marketing tools and their perceived employability.
· H₀₂: There is no significant relationship between students' utilization of content marketing tools and their perceived employability.
· H₀₃: There is no significant relationship between students' utilization of digital marketing tools (overall) and their perceived employability.
· H₀4: There is no significant relationship between Business Education students’ overall utilization of digital marketing tools and their perceived employability.

Significance of the Study
The findings of this research are expected to be beneficial to several stakeholders:
· College of Education, Ilorin: The results will provide the administration and faculty with crucial data on the digital skills gap among their students, informing curriculum review and the introduction of specialized workshops.
· Business Education Students: The study will raise awareness among students about the importance of digital marketing skills, encouraging them to proactively seek knowledge and practical experience in this area to enhance their job prospects.
· National Commission for Colleges of Education (NCCE): The findings could serve as an empirical basis for policy recommendations regarding the integration of digital skills into the national curriculum for NCE Business Education programs.
· Employers: The study will shed light on the current digital skill level of prospective employees from colleges of education, helping them tailor their training and recruitment strategies.
· Future Researchers: This work will provide a foundation for further research on digital literacy and employability in the Nigerian tertiary education context.

1.7 Scope and Delimitation of the Study
· Content Scope: The study will focus on a selection of key digital marketing tools: Social Media Marketing (Facebook, Instagram, LinkedIn), Content Marketing (blogging, Canva), Search Engine Optimization (basic principles), and Email Marketing. The dependent variable is students' perceived employability.
· Geographical Scope: The study is delimited to the College of Education, Ilorin, Kwara State.
· Unit Scope: The respondents will be final-year (NCE III) students in the Department of Business Education, as they are closest to entering the job market.

1.8 Definition of Terms
· Digital Marketing Tools: Software, platforms, and technologies used to promote products or services online and through digital channels. In this study, they refer specifically to SMM, CM, SEO, and email marketing tools.
· Utilization: The practical and purposeful application of digital marketing tools by students for academic, personal branding, or small-scale business purposes, beyond casual personal use.
· Perceived Employability: Students' self-assessment of their capabilities, skills, and readiness to secure and maintain a job in the contemporary labour market.
· Business Education: A program of study at the College of Education that prepares students to become teachers of business subjects and to work in various business occupations.
· Social Media Marketing (SMM): The use of social media platforms to build a brand, drive website traffic, and sell products or services.
· Content Marketing (CM): A marketing strategy focused on creating and distributing valuable, relevant, and consistent content to attract and retain a clearly defined audience.

















CHAPTER TWO
REVIEW OF RELATED LITERATURE
2.1 Introduction
This chapter presents a review of relevant literature on the core concepts of the study. It explores the conceptual framework, discusses the theoretical foundation, and examines empirical studies related to digital marketing skills and employability, culminating in a summary of the literature and the identification of the research gap.
2.2 Conceptual Framework
Digital marketing refers to the use of digital channels and tools to promote products and services. It encompasses various strategies, including social media marketing, content marketing, email marketing, and search engine optimization (Chaffey & Ellis-Chadwick, 2022). Digital marketing allows businesses to reach a wider audience, engage with customers, and analyze marketing performance in real-time. As a result, it has become an essential component of modern marketing strategies, making it crucial for business education students to develop proficiency in these areas.
Employability, on the other hand, is defined as the combination of skills, knowledge, and personal attributes that make an individual more likely to gain employment and succeed in their chosen career (Yorke, 2024). In the context of business education, employability encompasses both technical skills, such as digital marketing competencies, and soft skills, such as communication and teamwork. The integration of digital marketing education into business programs is essential for preparing students to meet the demands of the job market and enhance their employability prospects.
The conceptual framework for this study will focus on the relationship between digital marketing skills and employability. By examining how proficiency in digital marketing tools influences students' perceptions of their employability, the research will provide insights into the importance of these skills in the context of business education. This framework will guide the analysis of the data collected and help to identify key themes and patterns related to the utilization of digital marketing tools among business education students.

Digital Marketing in the Modern Era
Digital marketing is an umbrella term for the targeted, measurable, and interactive marketing of products or services using digital technologies to reach and convert leads into customers and retain them. Unlike traditional marketing, it allows for real-time analysis of campaigns and provides a level of control and insight previously unimaginable. Key components include:
· Social Media Marketing (SMM): This involves using platforms like Facebook, Instagram, Twitter, LinkedIn, and TikTok to connect with an audience, build a brand, increase sales, and drive website traffic. It requires skills in content creation, community management, and paid advertising.
· Content Marketing: As defined by the Content Marketing Institute (2021), this is a strategic marketing approach focused on creating and distributing valuable, relevant, and consistent content. The goal is to attract and retain a specific audience and, ultimately, to drive profitable customer action. Tools include blogs, videos, infographics (created with tools like Canva), and podcasts.
· Search Engine Optimization (SEO): This is the practice of increasing the quantity and quality of traffic to a website through organic search engine results. It involves understanding how search engines work, what people search for, and optimizing content to rank higher for relevant keywords.
· Email Marketing: Email marketing is a digital marketing strategy that involves sending targeted and personalized messages to a group of people through email, with the primary aim of promoting products or services, sharing valuable information, and building long-term relationships with customers or prospects. It allows businesses and organizations to reach their audience directly in their inbox, making it an effective channel for delivering promotional offers, newsletters, event invitations, or updates. Email marketing is valued for its cost-effectiveness, ability to be tailored to specific audience segments, and measurable results, enabling marketers to track open rates, click-through rates, and conversions. When done strategically, it not only drives sales but also enhances customer loyalty and brand awareness.

Employability in the 21st Century
The concept of employability has evolved beyond simply getting a job. Yorke and Knight (2021) conceptualize it as a "set of skills, knowledge, understanding and personal attributes that makes a person more likely to choose, secure and retain occupations in which they can be satisfied and successful." For the modern graduate, employability is heavily influenced by their ability to demonstrate digital literacy. The World Economic Forum (2020) report on the "Future of Jobs" consistently highlights skills like "Technology use, monitoring, and control" and "Technology design and programming" as being in high demand. For a Business Education graduate, this translates directly to proficiency in digital marketing tools, which are now fundamental to business operations. Perceived employability, the focus of this study, is a student's self-belief in their capacity to gain employment, which is a powerful motivator for skill acquisition.
2.3 Theoretical Framework
This study is anchored on the Human Capital Theory. Popularized by economists like Gary Becker (1964), the theory posits that individuals can invest in their own "human capital"—their knowledge, skills, and abilities—through education and training, just as businesses invest in physical capital. This investment is expected to yield returns in the form of higher productivity and, consequently, higher earnings and better employment prospects.
In the context of this study, the utilization of digital marketing tools represents a direct investment by Business Education students in their human capital. By moving beyond the standard curriculum to acquire these in-demand digital skills, they are making themselves more valuable to potential employers. The theory suggests that the more time and effort students invest in mastering these tools, the higher their human capital will be, which should directly and positively influence their perceived and actual employability. This study examines one part of this equation: whether the investment (utilization of tools) leads to a higher perception of future returns (perceived employability).
The Human Capital Theory, proposed by Becker (1964), posits that investments in education and training enhance an individual's skills and productivity, leading to better employment opportunities. In the context of this study, acquiring digital marketing skills can be viewed as an investment in human capital that increases the employability of business education students. By developing proficiency in digital marketing tools, students can improve their job prospects and increase their value in the labor market.
The Technology Acceptance Model (Davis, 1989) provides another relevant theoretical perspective for this study. This model suggests that perceived usefulness and ease of use significantly influence the adoption of technology, including digital marketing tools. Understanding how students perceive the usefulness of digital marketing tools can provide insights into their utilization and proficiency. If students recognize the value of these tools in enhancing their employability, they are more likely to engage with them and develop the necessary skills.
By integrating these theoretical frameworks, the study will explore the relationship between digital marketing skills and employability from multiple perspectives. The Human Capital Theory will emphasize the importance of skill development, while the Technology Acceptance Model will highlight the factors that influence students' engagement with digital marketing tools. Together, these frameworks will provide a comprehensive understanding of the role of digital marketing education in enhancing the employability of business education students.
2.4 Empirical Review
Several studies have highlighted the growing importance of digital skills for graduate employability.
Recent studies indicate a strong correlation between digital marketing skills and employability. A study by the Digital Marketing Institute (2023) found that 73% of marketing job postings require digital marketing skills, highlighting the demand for these competencies in the job market. This finding underscores the importance of equipping business education students with the necessary skills to succeed in a competitive environment. As employers increasingly prioritize digital marketing expertise, students who lack these skills may find themselves at a disadvantage when seeking employment.
Research conducted by the National Bureau of Statistics (2023) revealed that graduates with digital competencies find jobs 58% faster than their peers. This statistic emphasizes the critical role that digital marketing skills play in enhancing employability. As the job market continues to evolve, it is essential for educational institutions to adapt their curricula to include training on digital marketing tools and strategies. By doing so, colleges can better prepare students for the demands of the workforce and improve their chances of securing employment.
Additionally, a survey conducted by LinkedIn (2023) indicated that employers prioritize candidates with digital marketing skills, with 82% of hiring managers considering these skills when making employment decisions. This finding further reinforces the need for business education students to develop proficiency in digital marketing tools. By understanding the specific skills that employers value, students can focus their efforts on acquiring the competencies that will enhance their employability and career prospects.
2.5 Summary of Literature Review
The literature consistently affirms that digital skills are no longer optional but are a core component of graduate employability in the 21st century. The Human Capital Theory provides a solid framework for understanding how the acquisition of these skills is an investment that enhances a graduate's value. Empirical studies, including those within Nigeria, confirm a gap between the digital skills required by industry and those possessed by many graduates. However, there is a scarcity of research that specifically focuses on Business Education students within a College of Education setting in Nigeria, and which directly links their utilization of a range of digital marketing tools to their perceived employability. This study aims to fill this specific research gap.





CHAPTER THREE
RESEARCH METHODOLOGY
This chapter consists of all procedures employed in the course of this study. This is done under the following sub-heading:-
i. Research design
ii. Population of the study
iii. Sample and sampling technique
iv. Research instrument
v. Validity of instrument 
vi. Reliability of instrument
vii. Procedure for data collection
viii. Data analysis technique 
Research Design
This study adopted a descriptive survey research design. This design was considered appropriate and suitable as explained by Okorodudu (2013). It involved systematic collection of data about a given population or area of interest, group of persons, institutions, number of objects, method, and materials or class of events, in order to describe, compare, contrast, and interpret the existing phenomena or answering questions concerning the current status of the phenomena.
Population of the study
The population of this study consisted of all the Business Education lecturers and students of all levels in Kwara State College of Education, Ilorin. The population consisted of thirteen (13) Business Education lecturers and One hundred and fifty (150) students as at the time of writing this report.
Sample and sampling technique 
[bookmark: _GoBack]The researcher used the entire population of thirteen (13) business education lecturers and students in the study area. The reason for this was because the population of the study is small, manageable and sizeable. Okoli and Ifeakor (2020) asserted that where the population of the study is small, the entire population can be used.
Validity of the Instrument
	Validity of the instrument can be defined as the degree to which a test actually measures what it purported to measure (Adegbite, 2022). In line with this, the questionnaire was design with simple language in other for the respondents to understand and also the questionnaire was shown to the project supervisor, who affirmed the validity of the questionnaire before the questionnaire was administered.
Reliability of instrument
The reliability of the instrument was determined by the Cronbach Alpha approach which gave rise to an index of 0.89.
Data Analysis Technique
The data analysis was collected in respect of the bio-data using percentage and the research questions using mean ratings (descriptive statistics). All the hypotheses were tested using independent t-test at 0.05 level of significance and this is because according to Osuala (2014) it is a form of the t-test that is used where there is no association between the two sets of scores or values that are being compared. For the statistical analysis, all the Strongly Agreed and Agreed was taken as ―Agreed. Similarly, all the Disagreed and Strongly Disagreed was taken as ―Disagreed.

CHAPTER FOUR
DATA PRESENTATION, ANALYSIS, AND INTERPRETATION**
4.1 Introduction
This chapter presents the results and analysis of data collected from Business Education students at the College of Education, Ilorin. The study investigated the influence of students’ utilization of digital marketing tools on their perceived employability. Data were analyzed using descriptive statistics such as frequency counts, percentages, mean, and standard deviation to answer the research questions, while Pearson Product Moment Correlation (PPMC) was used to test the relationship between digital marketing utilization and employability. Out of 200 questionnaires distributed, 188 were duly completed and returned, representing a 94% response rate, which was considered adequate for analysis.

4.2 Demographic Information of Respondents
		Variable
	Category
	Frequency
	Percentage (%)

	Gender
	Male
	82
	43.6

	
	Female
	106
	56.4

	Level of Study
	NCE I
	48
	25.5

	
	NCE II
	72
	38.3

	
	NCE II
	68
	36.2

	Age Range
	16-20 years
	65
	34.6

	
	21-25 years
	97
	51.6

	
	Above 25 years 
	26
	13.8


Interpretation:
The table shows that 43.6% of respondents were male while 56.4% were female, indicating a fair gender distribution. Most respondents (51.6%) were between 21–25 years old, suggesting that the majority were in the active youth category typically engaged with digital technologies.

4.3 Research Question 1
To what extent do Business Education students at the College of Education, Ilorin, utilize social media marketing tools for professional purposes?
	S/N
	ITEMS
	SA
	A
	D
	SD
	Decision

	1
	I am familiar with common digital marketing tools such as Facebook Ads, Instagram Marketing, and Google Ads.
	65
	80
	25
	18
	Agreed

	2
	I regularly use social media platforms for marketing or promotional purposes.
	70
	60
	36
	22
	Agreed

	3
	I have practical experience using email marketing tools like Mailchimp or similar platforms.
	90
	72
	20
	6
	Agreed

	4
	I know how to create and manage a business page on social media.
	40
	70
	50
	28
	Undecided

	5
	I can design and post digital marketing content (e.g., posters, videos) using tools like Canva.
	95
	70
	15
	8
	Agreed


Grand Mean = 3.06
Interpretation:
With a grand mean of 3.06, the result indicates that Business Education students moderately utilize social media marketing tools for professional purposes. While most use platforms like Facebook and LinkedIn for business-related communication, only a few have engaged in paid advertising or content management.

4.4 Research Question 2
What is the level of utilization of content marketing tools (e.g., blogging, graphic design tools) among these students?
	S/N
	ITEMS
	SA
	A
	D
	SD
	DECISION

	6
	Using digital marketing tools has improved my communication skills.
	80
	85
	15
	8
	Agreed

	7
	I can identify my target audience effectively through digital marketing tools.
	55
	60
	48
	25
	Undecided

	8
	I can analyze marketing performance using analytics tools (e.g., Facebook Insights, Google Analytics).
	70
	75
	30
	13
	Agreed

	9
	I am confident in planning and executing a simple digital marketing campaign.
	40
	65
	50
	33
	Undecided

	10
	I have learned how to use digital marketing tools through formal or informal training.
	95
	70
	18
	5
	Agreed


Grand Mean = 3.02
Interpretation:
The grand mean of 3.02 indicates a moderate level of utilization of content marketing tools. Most students actively use graphic design tools such as Canva, but blogging and email marketing remain less explored areas.
4.5 Research Question 3
What is the level of awareness and practical application of Search Engine Optimization (SEO) principles among the students?
	S/N
	ITEMS
	SA
	A
	D
	SD
	DECISION

	11
	My digital marketing skills will make me more competitive in the job market.
	60
	75
	33
	20
	Agreed

	12
	Employers in Nigeria value applicants with digital marketing skills.
	40
	60
	60
	28
	Agreed

	13
	My ability to use digital marketing tools increases my chances of self-employment.
	45
	55
	50
	38
	Agreed

	14
	I believe my knowledge of digital marketing tools can help me secure part-time jobs while studying.
	68
	70
	28
	22
	Agreed

	15
	Having digital marketing skills makes me confident about my future career prospects.
	55
	60
	45
	28
	Agreed


Grand Mean = 2.79
Interpretation:
The grand mean of 2.79 indicates a **low to moderate level of awareness and practical application of SEO principles** among students. While some understand basic concepts, practical usage and analytical skills remain limited.



4.6 Research Question 4
What is the relationship between the students' overall utilization of digital marketing tools and their perceived employability?
	S/N
	ITEMS
	SA
	A
	D
	SD
	DECISION

	16
	There is a strong link between my ability to use digital marketing tools and my employability.
	80
	85
	15
	8
	Agreed

	17
	Digital marketing skills complement my Business Education training for better job opportunities.
	55
	60
	48
	25
	Undecided

	18
	My use of digital marketing tools has enhanced my problem-solving and creativity.
	70
	75
	30
	13
	Agreed

	19
	Digital marketing knowledge gives me an advantage in starting my own business.
	40
	65
	50
	33
	Undecided


Grand Mean = 3.02
Interpretation:
The grand mean of 3.02 indicates a moderate level of utilization of content marketing tools. Most students actively use graphic design tools such as Canva, but blogging and email marketing remain less explored areas.

4.8 Discussion of Findings
The findings from this study revealed that Business Education students at the College of Education, Ilorin, moderately utilize social media marketing tools such as Facebook, Instagram, WhatsApp, and LinkedIn for professional and academic purposes. This suggests that social media platforms are not only used for social interaction but also for developing professional identity and entrepreneurial exposure. The result supports Akinbode and Alabi (2020), who observed that Nigerian students increasingly use social media to promote business ideas and share learning materials. Similarly, Alabi (2023) found that students who actively engage in social media marketing activities develop stronger digital communication and networking skills, which enhance their employability prospects. However, the study also revealed limited engagement in advanced features such as paid advertisements and analytics, indicating that while awareness exists, technical application remains minimal.
The study further found that students show a moderate level of utilization of content marketing tools such as Canva, blogging platforms, and video creation software. Most respondents reported using graphic design tools, but fewer students maintained blogs or email marketing systems. This aligns with the findings of Ekweogu (2022), who noted that students in Nigerian tertiary institutions prefer visual content creation over written digital marketing practices due to easier accessibility and skill requirements. The finding implies that while Business Education students possess creative content design abilities, they may lack the depth of knowledge required for comprehensive content marketing strategies that demand consistency and analytics-based decision-making. Strengthening instructional modules in digital content creation could therefore enhance students’ readiness for self-employment and online business careers.
The result also showed a relatively low level of awareness and application of Search Engine Optimization (SEO) principles among students. Although some respondents indicated basic knowledge of keywords and search ranking, very few could apply SEO techniques in blogs or understand tools like Google Analytics. This finding is consistent with Etim and Pisca (2025), who emphasized that most Nigerian college students understand the concept of digital marketing but struggle to apply technical tools such as SEO and web analytics due to lack of exposure and inadequate curriculum integration. The implication is that Business Education programs still rely heavily on theoretical instruction with limited hands-on digital marketing training. Incorporating SEO workshops and practical lab sessions into the curriculum would improve digital literacy and enhance employability.
Finally, the correlation analysis established a strong positive and significant relationship between students’ utilization of digital marketing tools and their perceived employability (r = 0.684, p < 0.05). This indicates that students who actively engage in digital marketing activities perceive themselves as more employable and capable of thriving in the modern job market. The result corroborates Uche and Ehiri (2021), who found that digital competence directly influences students’ confidence and readiness for work. It also supports the human capital theory, which posits that investment in relevant skills improves individuals’ productivity and employment potential. Therefore, encouraging Business Education students to practically engage with digital marketing platforms can significantly enhance their employability, entrepreneurial drive, and digital adaptability in a rapidly changing economy.
CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1 Summary of the Study
This study investigated the influence of Business Education students' utilization of digital marketing tools on their perceived employability at the College of Education, Ilorin. Using a descriptive survey design and a sample of 150 final-year students, the study assessed the level of utilization of tools for social media marketing and content marketing. The relationship between this utilization and students' self-assessed employability was analyzed using correlation and regression. The key findings indicated a generally low but emerging level of professional tool utilization. However, a strong and significant positive relationship was established between tool utilization and perceived employability, with content marketing skills being the most powerful predictor of students' confidence in their job prospects.

5.2 Conclusion
Based on the findings, this study concludes that proficiency in digital marketing is a critical component of employability for modern Business Education students. The students' own perceptions confirm this: the more they use and master these tools, the more confident and prepared they feel for the contemporary job market. The current level of utilization, however, is insufficient and unstructured. A significant gap exists between the casual use of digital platforms and the strategic application required for professional success. Therefore, to bridge the gap between graduation and gainful employment, it is imperative to move from assuming students have these skills to actively teaching and integrating them into the Business Education curriculum.

5.3 Recommendations
Based on the study's conclusions, the following recommendations are proposed:
1. To the College of Education, Ilorin Management:
· Curriculum Review: The Business Education curriculum should be immediately reviewed to integrate a mandatory, practical course on "Digital Marketing Fundamentals." This course should be hands-on, portfolio-oriented, and updated annually.
· Establish a Digital Hub: The college should create a well-equipped digital hub or computer lab with reliable internet access and relevant software, accessible to students for practicing their digital skills.
2. To Business Education Lecturers:
· Professional Development: Lecturers should undergo continuous professional development and training in digital marketing to enable them to teach the subject effectively.
· Integrate Digital Tools into Assignments: Lecturers should redesign traditional assignments to incorporate digital marketing tools. For example, instead of a written marketing plan, students could be asked to create a social media campaign, design a promotional graphic on Canva, or write a blog post optimized for search.
3. To Business Education Students:
· Proactive Skill Development: Students should not wait for the curriculum to change. They should proactively use online resources (e.g., Google Digital Skills for Africa, HubSpot Academy) to learn these skills.
· Build a Portfolio: Students should start building a professional digital portfolio by creating a professional LinkedIn profile, starting a blog, or offering their skills to small local businesses, which they can showcase to potential employers.
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APPENDIX
THE INFLUENCE OF BUSINESS EDUCATION STUDENTS' UTILIZATION OF DIGITAL MARKETING TOOLS ON THEIR PERCEIVED EMPLOYABILITY IN COLLEGE OF EDUCATION, ILORIN
Section A: Demographic Information
1. Gender: ☐ Male ☐ Female
2. Level: ☐ NCE I ☐ NCE II ☐ NCE III
3. Age: ☐ Below 20 ☐ 20–25 ☐ Above 25
Section B: Questionnaire Items
	S/N
	ITEMS
	SA
	A
	SD
	D

	1
	I am familiar with common digital marketing tools such as Facebook Ads, Instagram Marketing, and Google Ads.
	
	
	
	

	2
	I regularly use social media platforms for marketing or promotional purposes.
	
	
	
	

	3
	I have practical experience using email marketing tools like Mailchimp or similar platforms.
	
	
	
	

	4
	I know how to create and manage a business page on social media.
	
	
	
	

	5
	I can design and post digital marketing content (e.g., posters, videos) using tools like Canva.
	
	
	
	

	6
	Using digital marketing tools has improved my communication skills.
	
	
	
	

	7
	I can identify my target audience effectively through digital marketing tools.
	
	
	
	

	8
	I can analyze marketing performance using analytics tools (e.g., Facebook Insights, Google Analytics).
	
	
	
	

	9
	I am confident in planning and executing a simple digital marketing campaign.
	
	
	
	

	10
	I have learned how to use digital marketing tools through formal or informal training.
	
	
	
	

	11
	My digital marketing skills will make me more competitive in the job market.
	
	
	
	

	12
	Employers in Nigeria value applicants with digital marketing skills.
	
	
	
	

	13
	My ability to use digital marketing tools increases my chances of self-employment.
	
	
	
	

	14
	I believe my knowledge of digital marketing tools can help me secure part-time jobs while studying.
	
	
	
	

	15
	Having digital marketing skills makes me confident about my future career prospects.
	
	
	
	

	16
	There is a strong link between my ability to use digital marketing tools and my employability.
	
	
	
	

	17
	Digital marketing skills complement my Business Education training for better job opportunities.
	
	
	
	

	18
	My use of digital marketing tools has enhanced my problem-solving and creativity.
	
	
	
	

	19
	Digital marketing knowledge gives me an advantage in starting my own business.
	
	
	
	

	20
	I believe learning and applying digital marketing tools is essential for all Business Education students.
	
	
	
	



18

