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Abstract
This project explores the impact of social media platforms on the sales of second-hand products and aims to identify effective strategies for maximizing online sales. It seeks to find out which of the two media (Radio and Social media) improve sales of second-hand products. Random selection method was adopted and a total number of 100 questionnaires were administered. Questionnaires were analyzed using simple frequency table and percentage. The result shows that social media as a medium improve sale of second-hand products than Radio station. Through its frequent advert which are geared towards informing people about a second-hand product. This project work recommends than the both media should use different common language used in the country disseminate their information on a second-hand product to their target audience. So the masses can achieve the great impact of the media.












CHAPTER ONE
INTRODUCTION
1.1 	Background of the Study
Radio and social media are the medium of distribution of audio and Video Content to dispose audience in the Field of mass communication. 
Radio and social media was major agent of social change in the 20th Century, Operating window to other people and place bringing distanced event directly into million of home Although Guglielmo macroni was the first to put theory of radio waves into practice, the ground, work for his Feat was laid in 19th Century by James Cleark Maxwell, Heinrich Hertz and Nikola Tezla. Maxwell theory and Hertz Confirm the Feasibility of transmitting electromagnetic Signal.
According to weber (2007), the social web will become the primary Center of activity in our lives. To put it differently people use the Social web as the world wide web is sometimes called, instead of the old media foremost of the Services Supplied. On top of that, Social media has brought lot of new opportunities to exchange knowledge worldwide.
The relevance of social media in improving Second-hand product both internationally and locally cannot be over-looked due to its numerous benefits. In recent times social media has saved as an instrument businesses to transmit information about old and existing product, has enabled Customers to make online purchases. 
According to Hakansson, and Snegota (1995), Social media marketing is the act of gaining attention through Social media sites. Radio and social media help in producing psychological effect and Can help in Changing only mental state of audiences and predispose them towards the purchase of the advertised Second-hand products. 
Radio and social media is the best at Creating initial awareness of a second-hand product of Services building an image and reinforcing existing impression of Consumers have a brand it is on rapidly learning this promises that advertisers are rapid that an efficient and effective Communication with target audience Can be difference between a Product Success or failure. The sellers of a Second-hand product are keenly interest in new ways effectively communicating with Consumer especially through ratio and social media. They Concerned with developing of a product and advertise the second-hand product to the Consumers.
1.2	Statement of the Problem.
One major fact in the both radio and social media is that they both have being bombarded with advertising order to improve sales advertisement of a product Of a very large every day, particularly the urban and semi-urban population. 
Radio and social media has been perceived as a Veritable medium of stimulating motivating and influencing the purchased and other behavioural response of their prospective Customer Through a Second-hand product like phones, Cars, used bags, electronics, even houses are making known to people or target audience, through radio and social media, platform. Though there are other media through which a Second-hand Product Can be advertised, but radio and social media most especially Social media are of more important in improving of any Second-hand product. Though, there are Certain Problem encounter by a product on radio and Social media such as the appropriate time to reach the target audience at the same time the quality and clarity of message that will be understood by a product Customer or perspective Customers. How People feel about the second-hand product to the new product. How the audience will in prefer the Second hand product, the watch most. 
Despite all the benefit derivable from sales, promotion and the need to keep up with stiff Competition in market place, many ownership especially in the developing Countries still fall to accept sales Promotion as marketing to be reckoned with? The question the researchers seek to address is what is the actual impact of radio and social media improving, sales of second-hand product. 

1.3 	Objectives of the Study
The objectives of the study: 
i. To compare radio and social media is for improving sales of second-hand product.
ii. To examine which of the radio or social media is suitable for advertising second-hand Products.
iii. To find out which of the two media people often expose themselves to. 
1.4 	Research Questions
i. What is the Comparison of radio and social media as platform for improving sales of second--hand Products?
ii. Which of the two media is most suitable for advertising Second-hand products 
iii. Which of the media people preferred to expose themselves to?
1.5	Scope of the Study
The study focuses on the improvement of sales of second-hand product through radio Station and social media even radio and Social -media Consist of promotion, Personal selling, Sales promotion and public relation. 
It therefore Cost intensive to cover all the field of study, the research therefore to investigate the impact of radio and Social media on the improvement of Sales of Second-hand product from the staff and management of radio station and also from the social media users.
1.6 	Significance of the Study
This study will benefit the marketers, Customers and academician alike. Economically, the finding will also be beneficial to both radio and Social media by providing Peed back, a frame work which, they use to measure sales of second-hand product through radio and social media effectiveness, especially in the area of Communication.
It will also give them the better understanding and social media message that they will get to kinow more about the second-hand Product they buying, the benefits and Compared the are bu product with other related ones.
Finally, this research will provide an indept knowledge to researches and readers alike.
1.7	 Definition of the key forms
i. Comparative: It involve the Systematic observation of the similarities or dissimilarities between two or more subjects of Study or branches of Science.
ii. Study: It is a detailed investigation and analysis of a subject situation
iii. Social media: Is digital technology that allows the sharing of ideas and information, including text and visuals, through Virtual networks and communities.
iv. Platform: Is a raise level surface or areas especially from which a speaker addresses an audience.
v. Improving: It means to make something to become better.
vi. Sales: Is the exchange of commodity for money it is also the action of Selling Something. 
vii. Second-hand product: Are the item goods that have been used before.
1.8	Organization of the Study 
The research is structured in to five Chapters namely: Chapter one, chapter two, Chapter three, Chapter Four and Chapter Five
Chapter one deals with the background of the study which entails introduction, the background of the Study, the statement of the problem, the objectives of the study, the research questions, the scope of the study, the significance of the Study and definition of terms.
Chapter two discusses review of relevant literature of the Study by making references to relevant authors whose works relate to our research study.
Chapter three Consist of research design, the population techniques, data Collection, procedure and Procedures for analyzing the data..
Chapter Four deals with analysis, interpretation and discussion of data Collected during the Field Survey.
Chapter Five of the study is looking at a Summary conclusions and recommendation to the research study.














CHAPTER TWO
LITERATURE REVIEW
2.1 	Conceptual Frame work
Concept of radio and social media
Radio and social media are of ton referred to (with no hard Feeling horse) as old media and new media. While the words "Old" and "new" Create and image of opposites, radio and social media share Common ground. 
As medium, radio bas always had immediacy on its side. Until the emergence of social media, other medium was able to read as quickly to selling of a particular product or advertising, Radio and Social now share the opportunity to act and respond instantly.
They also Share a Common goal: engagement when used in correctly, both radio and social media can feel like a one-way broadcast. However, at their best, both inspire emotion and engagement by writing articles and giving pictures that yield a response and Viewers.
Radio began AM radio, which came into popular use around 1920 with the spread of Vacuum tube radio transmitters and receivers. Before this all form of electronic Communication (early radio, telephone and. telegraph) were to one with the message intended for a single recipient. The term broad Casting, borrowed from agricultural method from sowing seeds in a field by Casting them broadly about was Coin by either KOKA manager frank Conrad or RCA historian. George Clark around 1920 to distinguish this new activities of "one to many" Communication a Single radio station transmitting to multiple listeners.
In the decade of information systems, Social media has played a vital role in transforming business and communications. We believe of that the fastest way to grow a business entity is through and networking.
In 2000, many Social networking sites emerged to ease interaction with people that share Common interest in music, education, movies and so on. This also affected how business conducted their transactions and advertisements, and also their products. It is difficult to study social media without en countering the phrase Social networking. Therefore, both Concepts are discussed article in this articles (webber. 2009). 
The earliest in Formation encountered by the writers of this article referred to 1972 and the use of the telegraph to transmit and receive message our & long distance (Ritholz, 2010). Emile Durkheim, a French Sociologist known by many as the father of Sociology, and Ferdinand Tonnies, a German Sociologist, are Considered pioneers of social networks during the late 1800s. 
How Radio and Social media advertise second-Hand product.
Radio and social media advertising are two of the most effective lead generation tools available. This has been true for decades and shows no signs of Stopping they reign Supreme for direct response advertising. Both radio and social media centennially develop new ways to reach their audience
i. Unite your remarketing messages 
ii. Utilize the Radio Station's presence.
iii. Turn passive listening in to Action
iv. Encourage Engagement with contests and promotions.
When these lead generations advertising are combined, the results can be over better.
Multiple studies have shown that Combining radio and Social audiences not achievable with only reach one medium Customer who exposed one advertisement on both
Social media radio had a 35% high advantage recall than those who only Sent it on radio. 
In a world where people are increasingly shifting from traditional brick-and-mortar retailer to on the Shopping, more and more Consumers are looking for new ways to stop second-Hand with the poliferation of the second-hand product market, Consumers have started turning towards more sustainable alternatives, with many Consumers buying a product for a certain purpose and then using it up, the marked For used products is expected to grow in the future In order to make use of this possible Future. In order to make use of this possible opportunity, many retailers have started launching their stores with used products. This way, they can. offer exclusive deals, on their products that would be otherwise unavailable on their platforms.
The Second-hand product selling that has boom recently, but the marketing strategies of this Product are not the same. Some are very creative, while others are more forward. Product marking is are more straight forward. Product that determines how to create, distribute and sell product. 
Planning is essential especially for business person approaching broadeast  advertising for the first time. When you are first starting out, it's important to educate yourself about the media, you can do that is to talk and the only way you one to a lot of people. This includes advertising representatives Prom radio and social media users, other business owners and your customers.
Challenges facing radio and social media in the advertising they may think of the traditional and modern channels including prints radio and social media. Social media advertising definitely has had a real influence in the advertising world. Social media making challenges can get in the way of Strategy Formulation, allocation of time and budget, and Role measurement. 
Few post interactions and engagement rates more users and brand, on network means more competition to attract customers. Lately, organic engagement has been an a decline and, in turn, imparting products on major Social platforms. It is almost impossible to earn reason and interactions without relying on paid promotion, alongside organic content. it is especially difficult if the budget For regular Campaigns is invested in the wrong.
Standing out amongst competition as noted above, Competition in the industry is what with, and it's very brands struggle Very easy to intimated by the competitor's Follower count engagement, instead of getting stuck in in this obsessive Cycle of Futile Comparison, product must first focus on establishing their own identity and building their own community. It is crucial for them to understand that a Smaller, loyal Community, ultimately holds more worth than vanity metrics.
Understanding the target audience ever wonder why some brand have a successful in store business but miserably on time? This is because, unlike brick-and-mortar stores, the product has to seek out buyers on Social media.
2.1	Concept of Advertising
Advertising has become in tegration in today's marketing scenario. In earlier times, advertising was not given as much emphasis as it being given today, The institution of practitioner in advertising defined the form as advertising is the presents the most persuasive possible Coot" Here we have a Combination of Creativity, marketing research and economic media buying. Advertising may Cost a lot of money but that that Cast is just Field if it works effectively and economically. Latin word which means The word advertising isa "to turn attention of people. People to specific thing" it is a period publicly.
According to oxford dictionary the word "to advertise means to make generally of publicly know" describe publicly with a view to increasing sales.
Advertising is this, a mass Communication tools, which is essentially is paid for firm or an individual and the ultimate purpose of which is information. Which are useful to the advertiser.
Advertising Ay present and upholds the ideals, Commodities and services of recognized advertiser which provide as Communication link between the producer and the potential buyers. It gives who are interested in seeking the information about a product and the information about a product and manufacturer.
Advertising may be taken as the most efficient means of reaching people with product information.. Advertising present a mass persuation apart from disseminating information to the Prospective buyer about the information producer, while creating Product awareness popularity it seek to persuade.it is more effective and extensive and less exposures way of Creating Content. 
2.2	Functions of Advertising
The Functions of advertising are varied and the Following are stated below:
· Marketing.
· Production
· information
· Education
· Precaution
· Reminding
i. Marketing: advertising is used to create awareness for a Second-hand product to be marketed. It is a link between the advertiser and the largest market. The ultimate goal of advertising a second-hand is make a perfect.
ii. Production: Advertising lead to a more efficient use of resources in the economy. Advertising include the firm Cost of product per unit of output because advertising increasing the demand for companies output.
iii. Information: Information as a function of advertising give relevant details about a second-hand product to the consumer or its induct. It highlight the existence of product, benefits, location, price. e.t.c.
iv. Education: This establishes the basic knowledge about availability usage and other alternatives to a Second-hand product. 
v. Pre Caution: Precaution in advertising is used to ensure Charge of attitude in a consumer or prospective a Charge Customer in favour of the product. Advertising helps to explain the he effect of the second-hand product.  
vi. Reminding: Advertising help to keep a product in mind of the Consumer through Continuous display-of advertising on the media help the constantly Consumer in Constant reminder that remind the Consumer in the product is available designated sales spots.
Impact of Advertising on Sales of Second Hand Product 
The main objective of advertising a second-hand product is salesmanship. Increasing product awareness and developing a reputable image for a consumer. People advertise the second-hand product in order to create awareness for those that are in need of it or may be of used.The following are other impact of advertising on Sales of second-hand product.
i. To inspire sales dealers: With advertising dealer are motivate to know that product are publicized to render more customer to such product and increase on a product simultaneously, every dealer of a Product want their product to be known and identified with large market in economy
ii. Advertising secure new customer: Is capable of attracting people to a product. Some people try Second-hand products where they see to hear of the existence and what they have to offer. Product that Can offer them to some or similar satisfaction as the new one they are using. 
iii. Advertising helps people to know how useful and long-lasting some second-hand product can be even than the new product.
2.3. 	Radio Advertising 
Radio over years has made a remarkable progress in terms of achievements, Consolidation and improvements in the programmers and content that attract advertiser. Business industrial establishments, corporate bodies and individuals have intensively utilized radio as a means of reaching their target audiences. The medium is added by its various qualities and merit in handling those tasks. Radio Station uses the air waves to broadcast their messages. Which are received instantaneously.In homes, offices, and car on walk way? Radio is time organized with schedule programs and commercial broadcast by the minute or hour of the day. It is usually sells units of time to advertiser. One of the edge radio has over social media is the opportunity of using local community dialect that can easily be comprehend by the listener.
Radio has survived and flourished as a advertising medium because it offers advertiser certain advantage of communication their messages to their potential customer. However radio has inherit limitation that affects it’s role in the advertiser’s media strategy. There is the opportunity of exploring all these and particularly the advantage and disadvantage of the media as advertising instrument.
Advantage of Radio Advertising 
1) Flexibility: is one of the flexibility of all the advertising media because it has very a short closing period. This means of advertisings can change their message almost up the time it is about to go on air. Radio commercial can usually be produced and scheduled on a very short notice radio advertiser can easily adjust their message to local market condition and market situation because of flexibility of radio advertiser can reach listeners while listening to adverting and at the same time doing other things
2) Cost and efficiency: One of the main advantage of radio as an advertising medium is its low cost. Radio commercial are very expensive to produce. They request only a merit of the commercial to be read by a radio announcer or a copy of recorded message that can be broadcast by the station. The low Cost of radio means advertiser can build more reach and frequency into their media schedule within a certain budget.
3) Radio is efficient in reaching both the young and the old.
4) Linguistic barrier breakage: With the medium a large and diverse audience can be reached in Specific language. This is adds to radio advertising advantage with local radio stations. Advertisers are able to reach local audience in their dialect.
5) Non-elitist: Unlike Social media, radio is more user Friendly than any other medium. This make illitrate herdsman to always stay glued to their portable transistor radio sets wherever they go.


Disadvantages of Radio Advertising
i. A transient medium: Radio advertising require repetition, if it is to last longer in the memory of the audience. This is because its message transient. They come and go unlike that of the print media that stay longer with the reader.
ii. Audio only: One major limitation of radio is as advertising medium is the absence of a visual image. The radio advertiser Cannot show the product demonstrate it or use any type of visual appeal or information, Radio has no visual quality and therefore appeal to hearing only.
iii. Overwhelm with too much advertising: when there are so many commercial on radio listeners might find it difficult to have lasting impression on any advertise product.
Social Media Advertising
Social media is one of the pillar channels in digital marketing, but what makes it different from the other pillars, like Search engines and email is that it has of many platforms within it. 
Social media advertising is a type of Social media marketing where you use pad media to promote your business on any of its many channels. This media comes in many Formats and placement and Supports as rage of creatively from images and video to immersive experiences.
It's also referred to as paid social whereas with paid search where you target Key words and terms, on Social, you target audience interests and behavior, social media advertising are also generally  more visual and branded, quite native to the and platform so much so that they can sometimes be hard to identify as advertising.
In other words, social media advertising is it’s own beasts. But once famed harnessed, it be used to help your business soar fast it goals. Read on tp learn everything you need to know to get started and succeed with social media advertising.

Advantages of Social Media Advertising
i. Cost effective advertising: Social media platform like face book, Instagram, Twitter, YouTube and linked in provide affordable advertising options to reach out to a wider audiences on a second-hand product. With features like targeted advertising, you can make the most m of your marketing dollars and achieve a higher return on investment (ROI)
ii. Building Product loyalty: Social media platforms help you better engage with customers. You can Comments and addressing their Concerns promptly when your consumers feel Valued, they will turn into product advocates and spread positive word of mouth recommendations.
iii. Audience Insights and market research:  Social media Platforms provide Valuable insights in to audience demographics interests and behaviour in fact more than 64% of business owners use social media data to gather insights in to their customers requirements  and online behaviour by analyzing Social media data businesses can go in a deeper understanding of their target audience identify emerging trends and Stay ahead of the competition this insights Can be used to take marketing Campaigns and develop a products or services that Cater to specific needs.
iv. Influencer Partnerships: Today more than 50% of millennial trust influencers product recommendations by Partnering with influencers who align with you brand Values, you can leverage their Credibility to Promote your product in services, and this will help boost brand Visibility and potential customer acquisition.
v. Viral marketing opportunities: Social media has the power to make your Content go Viral and help you reach a massive audience within a Short time through Creative Campaigns, Compelling story telling and user generated Content, you can increase your chances of Creating Viral marketing moments leading to expotential growth in brand awareness, and engagement.


Disadvantages of Social Media Advertising
i. Time and resource source intensive: Maintaining an effective Social media presence requires a significant investment of time and resources, Creating and Curetting engaging content, managing multiple Social media platforms maintaining a Consistent brand experience and responding to customer inquires demand Continuous efforts and a dedicated team.
ii. Negative Ford back and reputation management: Negative Comments or reviews can quickly spread across social media platforms, potentially demanding a Company's reputation. A Single negative incident or social media backlash can significantly impact a company's reputation.
iii. Changes in Platform algorithm: Social media platforms frequently update their algorithms, affecting the reach and visibility or organic strategy. You must stay updated on platform Changes and adjust your approach to maintain Visibility and engagement with your audience.
iv. Information overload and limited attention Span: With user's Scrolling through endless posts, it becomes. Crucial for business to create compelling and visually appealing content that can cut through the noise 
2.2	Theoretical Work Frame
Social Responsibility Theory
This theory began in 1949 and supported press freedom but also contends that the press should the responsible for maintaining peace in the state. Social responsible for maintaining peace in the state responsibility theory allow free press without any Censorship at the same time the content of the press should accept any obligation from public interference or professional self-regulation.The theory lies between both authoritarian and theory libertarian theory because it gives theory and libertarian it gives total media freedom in one hand but the external control in other hand. 
Social responsibility theory moves beyond the simple objectives reporting (Fact reporting) to (interpretative) reporting (investigation reporting). The total news is Complete Fact and truthful out the Commission of the press stated that "no longer giving fact truthful rather than give a necessary analyzed or interpretative report Fact with Clear explanation. 
The theory helped in creating professionalism in media by setting up a high of accuracy truth, and information. The Commission of press Council also includes some tastes based on Social responsibility of media. Such as Follow:
i. Every one to say something or express their opinion about the media.
ii. Community opinion Consumer action and professional ethics
iii. Serious invasion of recognized private right and vital social in to forests.
iv. Private ownership in media may give better Service unless governments has to ta take over to assure the public to provide better media
v. Media must take care of Social responsibility and if they do not, government or order organization will do
vi. Social responsibility theory allow press without any Censorship but at the same time the content of the press should accept any obligation for public interference of professionals self-regulation or both the theory lies between both authoritarian theory because give total media freedom in one hand the external Control in other hand. Here Press ownership is private.
According to the normative press approach known as "Social responsibility", media behaviour must take into account the interests of the general public. The main public interest criteria that the media ownership diversity in information, Culture and opinion support for the democratic political System, Support for public order and security of the state, quality of information and culture disseminated to the public, respect for human right and avoiding harm to individuals and Society, the theory is relevant in several areas. This theory places a lot of responsibility, On the media while keeping some areas offer limits to the press. Thus, the theory can be used in research an media and the theory advert, marketing management, awareness and other related study.
Training and development of professionalism of journalist is very important, this can be done to advice and nurture balance and impartial news Presentation, Professionalism implies standard and Procedures which means journalism tends to acts as responsible members of political establishment, upholding the dominant political perspective. Thus, the theory is also relevant in studies that have to do with media and professionals, media and his representation of women and children, media and pornography e.t.c
Strength and weakness of social responsibility theory
It supports sustaining public order and state Security, plurality of ownership, high quality cultural services, Compliance with inter-national responsibility, respect for audience, however, the theory over estimates the influence of money, incentive.
The Agenda Setting Theory
The of theory agenda setting Can be traced to the First Chapter of Walter Lippman's 1992 book,-public opinion in that Chapter, "the world outside and the picture in our heads" Lippman argues that the mass media are the principal Connection between event in the world, and the linage in the mind of the public without using the term "Agenda Setting" Walter Lippman was writing about today would Call "Agenda Setting" what we to Following Lippman, in 1963, Bend Cohen observed that. the press may not be successful much of the in telling people what to link, but it is Stunningly success Successful much of the time in telling people what to links, but it is stunning successful telling it's reader what to think about.
The theory assumes that media set agenda for the public to Follow. The theory holds that most of the pictures we store in our heads, most of the things we think or worry about. The media influences out thoughts and feelings about many topics, leading us to believe that Some topics are more Crucial to Society than others.
According to the theory, the media directs our thoughts. The Corona Virus (Covid 19) will take Center stage in the thoughts of audience if the media devotes more attention and space to discussing it.
In other words, the media beats on drum, and when they do we start to move to the beats of their music. However, it is important to recognize that because Society is dynamic, the Concern that are brought up in the media frequently change.
Agenda setting is the Creation of public awareness and Concern of salient issues by the news media.  As well, agenda-setting describe the way the media attempt to influence Viewer and establish a hierarchy of news prevalence.
1. Two basic assumption under line most researches on Agenda setting theory:
2. The press and the media do not relect reality they filter and Shape it
3. Media Concentration of a Few issued and subject lead the public to perceive those issues as important than other issues. 
These Core statements were established by the change in salience through the measuring the use Super of Surveys with the presence of more Frequent news Coverage
One of the most ethical aspects in the Concept role of mass Communication is of an agenda media the time phenomenon. In addition, different have different Setting pontetial from the perspective agenda setting analysis of the relationship between traditional media and Space has witness growing momentum. 
Three types of Agenda Setting
The research on the effect of agenda setting Compare the Salience of issues in in setting Compare the Salience of issues in news Content public perception of the most important issues, analysis the extent of influences by guidance of the media There are assumed by Mass The Combs. The awareness model the Most investigation are Centered on these three model In the research. The dependent variables are media agenda, audience agenda and policy agenda as listed in the following Part Rogers and Dearing identify three types of agenda setting.
1. Public agenda setting in which the public agenda is the dependent variable (the traditional hypothesis).
2. Media agenda setting, in in which the media's as the dependent variable (Agenda Building)
3. Policy agenda settings in which elite policy makers agenda are treated as the dependent Variable (Political Agenda setting).
2.3 	Literature Review
These are written overview of major writings and other sources of this selected topic, the related Study on radio and social media advertisement By  Brendon james Keegan and jennifer Bowley (2017) Contributes to knowledge regarding social media advertisement strategy by developing a stage model of SMM evaluation and uncovering the challenges in this Process. The two challenges depicted by the Study are the agency-Client relationship and the available social analytics tools.
Past research has demonstrated that an increase in purchase intention reflects an increase in the Chance of purchasing. Consumer buying decision is Choice made by a Customer in buying a product. 
The Choice is made based on collection of information that enables a Customer to either reject or buy a product Chali, 2007).
Although radio advertising is a strong medium for evoking sensory responses (Russell & Land, 1990) Radio has the power to Create pictures in the audience's mind, Stimulating them. Stimulating them to "see" what they are listening to (Bolls 2002).Radio has the ability to evoke a sort of "Visual perception" while listening to an advertisement implies the possibility engaging the listeners in Visual exposure to the Product.
According to Lempert (2006) says that Customers are the turning away from the traditional Sources of advertising: radio, Magazines, and newspaper, television, Social media, customers also Consistently demand more control over their media Consumption. They require on-demand and immediate access to information at their own Convenience. Customers turning more frequently to Various types of social media to Conduct their information searchers and to make their purchasing decisions.
Hensil and Deis (2010) have recommended that marketers must consider all possible avenues to positively use Solid media increase advertising improve marketing. Before implementing a specific social media strategy, the benefits, draw-backs, and challenges associated with it must be in addressed. The Strategy must assist in addition, facilitating media inputs and discussions. In addition social media strategies should also be used to track a business present online and to make sure that a business Clients are not degrading the branding Value.
The internet based social media has made it possible for one person to communicate with hundreds or even thousands of other people about products and the Companies that provide them on web, Thus, the impact of consumer to Consumer Communications has been greatly increased.











CHAPTER THREE
RESEARCH METHODOLOGY
3.0 	Introduction
The purpose of this chapter is to justify and Present the underpinning methodology and planed methods for this research. Arbnor and and Bijerke. (1997) has defined the methodology a set ultimate ideas about the makeup of reality, the Structure of Science and so on that is important to methods, that is, to the guiding principles for Creating knowledge.
According to to Bryan Bryan and and Bell (2011) there is no single research method that suit all research question, but instead the phenomenon that is under investigation and the theoretical Context will drive the research to be formulated in a special way that Can Create Clear map of how the research to be formulated in a Special way that can create how the research must be Conducted.
This Study is designed to find out the Comparative study of radio and social media as a platform for improving Sales of second-hand products. This work is orderly imagination logically and accurate.
3.1	Research Design
According to Bryman (2016)" a research design is a Structure that guides the execution of a research method and the analysis of subsequent data. It is one of the Very important stage in the academic research process, because on this stage of research the writer will Stage of research the writer draw a map of the research which has a great influence on how the data should be collected and how it should be analyzed (De Vaus, 2001). On the research design stage the researcher can have a clear plan for research activities that help to ensure that the research questions are answered and the Conclusion is reached (cresumell 2014). The researchers Communicates the process of date Collection and analysis. 
The general design of the research and the methods of this chapter is used for data Collection are explained in details. The purpose of this section is to indicate how the research was conducted through-out the study periods. Therefore, on the basic of this Study the research design used for Collecting the require Information is Survey analysis on the basic of Self administrated questionnaire, interview and based on descripted and inferential Statistical tools measuring data.
3.2 	Population of the study
Population, according to Kotler and Armstrong (2010) the population for the study "the target market for Second-hand products consists of individuals who are Seeking value, Convenience and Sustainability in their how Purchasing decisions. Marketers must understand their target audience uses different media Platforms, including radio, and social media, to make informed decisions about their marketing Strategies
The population Covered was entire listening of radio and social media users in Kwara State Polytechnic, Ilorin and the Surroundings.
A large population of male and female, boys, and girls, old and young of every study were Covered
3.3	Sample size and Sampling technique
The sample size is the number of observations used for determining the estimations of a given population. The size of the simple has been draining the population. Sampling is the process of selection of a subset of individuals from the population to estimate the characteristics of the whole Population. The sample size should be carefully fixed So that it will be adequate to draw valid and generalized Conclusions.
A sample Size of 300 respondents is recommended For this study. This sample size is sufficient to provide reliable and generalizable results, assuming a 95% Confidence level and a 5% Margin of error.
3.4	Instrumentation
It is the process of using tools, methods, ana techniques to collect data for a study. it includes the design, Selections, Construction, and assess-ment of instruments, as well as the Conditions under which they are used.
· A Structured questionnaire will be used to collect data from respondants.
· An Online Survey platform will be used to administer the questionnaire.
3.5	Validity and Reliability of the instrument
Validity is Concerned with the ability of a research instrument to measure whet it has design to measure is how well of measure what it is suppose to measure? Does the instrument measure what it's supposed to measure? This instrument is valid because the questionnaire is protested and the questionnaire given the desire result. Moreover, the questionnaires were crossed checked. by the supervision give the instrument Validity. On Basics of the above, the instrument is there Pore Valid
3.6 	Method of Administration for the instrument.
The instrument used in this study is questionnaire and it was gathered and will be sent to the student of Kwara State Polytechnic and people around the area.
3.7 	Method of data analysis
Data analysis has two prominent methods: qualitative research and quantitative research. Each method has their own techniques Interviews and observations are forms of qualitative research, While experiments and surveys are quantitative research. 
To make the analysis of the data Collection Simple, frequently, Count was wed, the statistical Compilation was done manually, Furthermore, table as Part of the descriptive static techniques was used mostly to the best and research question and each. respondent were scanned according to the basis of the frequency distribution and Simple percentage were computed and distribute.





CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1	INTRODUCTION
The focus of this chapter is to analyze the field data and examine the finding in light of the objectives of the study.
The response data of this study is 100 and the administrated questionnaire needed were properly answered.
The results of this are presented is table and percentage which will correctly provide dearly in understanding. A data elicited from the questionnaire employ in the courses of the research are presented and analyzed in this chapter in line with the research previously establish purpose.
Table1: sex of respondents 
	Variable 
	Frequency 
	Percentage

	Female
	57
	57%

	Male 
	43
	43%

	Total
	100
	100%


Source: Research Summary 2025
Finding on the table, 57 respondents representing 57% were female, while 43 respondent representing 43% were male. Therefore, there were female respondent than male respondent.
	Variable 
	Frequency 
	Percentage 

	15-20
	17
	17%

	21-25
	31
	31%

	26-30
	40
	40%

	31 and above 
	12 
	12%

	Total 
	100
	100%


 Source: Research survey 2025
Finding in the age distribution, 17 respondent representing 17% were writing age 15-20, 31 respondent representing 31% were within 21-25, 40 respondent representing 40% were within 26-30, while 12 respondent representing 12% were within 31 and above. This shows that those within the age of 26-30 are the majority of the respondent.
Table 3: religion
	Variable 
	Frequency 
	Percentage 

	Muslim 
	70
	70%

	Christianity 
	30
	30%

	Total
	100
	100%


    Source: Research Survey 2025
The table above shows that 70 respondent representing 70% were Muslim while 30 respondent representing 30% were Christianity. Therefore, there were Muslim respondent that Christian respondent 
Table 4: marital status 
	Variable 
	Frequency 
	Percentage 

	Married 
	20
	20%

	Single
	80
	80%

	Total 
	100
	100%


  Source: Research Survey 2025 
The table above shows that 20 respondent representing 20% were married while 80 respondent representing 80% were single. Therefore, there were single respondent than married respondent.
	Variable 
	Frequency 
	Percentage 

	ND
	25
	25%

	NCE
	13
	13%

	HND
	50
	50%

	BSC
	12
	12%

	Total
	100
	100%


Source: Research Survey 2025
Finding in the educational level of respondent 25 respondents were ND, 13 respondent were NCE, 50 respondent were HND, while 12 respondent were BSC. This shows that HND respondent were the majority respondent.
Table 6: occupation 
	Variable 
	Frequency 
	Percentage 

	Student 
	80 
	80%

	Civil servant
	13
	13%

	Other
	7
	7%

	Total
	100
	100%


Source: Research Survey 2025
From the table above, 80 respondent representing 80% were student, 13 respondent representing 13% were civil servant, while other were 7 respondent representing 7%. So the findings shows that the student respondent were more than the civil servants and other respondent.
Table7: do you listen to radio and use to social media in advertisement?

	Variable 
	Frequency 
	Percentage 

	Yes 
	96
	96%

	No
	4
	4%

	Total
	100
	100%


Source: Research Survey 2025
From the table above, 96 respondent representing 96% reported that they listed to radio and are use to social media on advertisement while 45 reported that they do not listed to radio and use to social media on advertisement.
Table 8: which of the two media do you prefer getting advert from?
	Variable 
	Frequency 
	Percentage 

	radio 
	15
	15%

	Social media
	85
	85%

	Total
	100
	100%


Source: Research Survey 2025
From the above table, 85 respondent representing 85% reported that they preferred getting advert from social media while 15 respondent representing 15% preferred getting advert from radio. Therefore the table shows that people preferred getting advert on social media than radio station.
Table 9: radio stations inform you about second-hand product than social media?
	Variable 
	Frequency 
	Percentage 

	strongly agree
	8
	8%

	Agree
	14
	14%

	Neutral
	23
	23%

	Disagree
	46
	46%

	Strongly disagree 
	9
	9%

	Total
	100
	100%


Source: Research Survey 2025
From the table above, 8% respondents strongly agree 14% agree, 23% neutral, 46% disagree, while 9% strongly disagree. Therefore, the numbers of respondent who disagree that radio station inform them about second-hand product than social media were majority.
Table 10: radio advert appeal to your emotion than social media advert?
	Variable 
	Frequency 
	Percentage 

	Strongly agree 
	11
	11%

	Agree
	20
	20%

	Neutral
	10
	10%

	Disagree
	46
	46%

	Strongly disagree 
	13
	13%

	Total
	100
	100%


Source: Research Survey 2025
The above shows that 20% respondents were agree, 11% respondents strongly agree, 10% respondents were neutral, 46% respondent disagree while 13% respondents were strongly disagree so the respondents that disagree that radio appeal to their emption than social media were majority.



Table 11: Advertisement on radio station influences you to patronize a second-hand than advert on social media?
	Variable 
	Frequency 
	Percentage 

	Strongly agree 
	3
	3%

	Agree
	20
	20%

	Neutral
	15
	15%

	Disagree
	42
	42%

	Strongly disagree 
	20
	20%

	Total
	100
	100%


Source: Research Survey 2025
From the above table 20% respondent were agree, 3% respondent were strongly agree, 15% respondent were neutral, 42% respondent were disagree while 20% respondent were strongly disagree. The table shows that social media influence people to patronize a second-hand product than radio.
Table 12: you prefer using radio station to advertise your second-hand product than social media.
	Variable 
	Frequency 
	Percentage 

	Strongly agree 
	24
	24%

	Agree
	5
	5%

	Neutral
	13
	13%

	Disagree
	44
	44%

	Strongly disagree 
	14
	14%

	Total
	100
	100%


Source: Research Survey 2025
From the table above, 24 respondents were agree, 5 respondents were strongly agree ,13 respondents were neutral, 44 respondents were disagree while 14 respondents were strongly disagree.
The above table shows that people did not prefer using radio station to advertise their second-hand product, which means people prefer social media to advertise their second-hand product.
Table 13: Radio station is best suitable for advertising a second-hand product than social media? 
	Variable 
	Frequency 
	Percentage 

	Strongly agree 
	 5
	5%

	Agree
	22
	22%

	Neutral
	14
	14%

	Disagree
	44
	44%

	Strongly disagree 
	15
	15%

	Total
	100
	100%


Source: Research Survey 2025
From the finds on the table above, 22 respondents agree that radio station is best suitable for advertising a second-hand product than social media, 5 respondents were strongly agree, 14 respondents were neutral, 44 respondents were disagree while 15 respondents were strongly disagree, Therefore, the majority respondent disagree that radio station is suitable for advertising second-hand product than social media.
Table 14: Radio advert contain vulgar expression than social media adverts.
	Variable 
	Frequency 
	Percentage 

	Strongly agree 
	 7
	7%

	Agree
	37
	37%

	Neutral
	39
	39%

	Disagree
	13
	13%

	Strongly disagree 
	4
	4%

	Total
	100
	100%


Source: Research survey 2025
From the above table 37% respondents reported agree, 7% respondents were strongly agree,39% respondents reported neutral, 13% respondents disagree while 4% respondents were strongly disagree. From the findings neutral respondents were majority to the statement above.
Table 15: Social media adverts are always biases than radio station adverts.
	Variable 
	Frequency 
	Percentage 

	Strongly agree 
	 10
	10%

	Agree
	36
	36%

	Neutral
	23
	23%

	Disagree
	30
	30%

	Strongly disagree 
	1
	1%

	Total
	100
	100%


 Source: Research survey 2025
From the above table 36% respondent reported agree, 10% respondent were disagree while only 1% reported strongly disagree. The above table shows that social media advert are always biases than radio station advert.



Table 16: Radio advertisement entertain you than social media advert.
	Variable 
	Frequency 
	Percentage 

	Strongly agree 
	 5
	5%

	Agree
	20
	20%

	Neutral
	13
	13%

	Disagree
	49
	49%

	Strongly disagree 
	13
	13%

	Total
	100
	100%


Source: Research survey 2025
From the above table, 20 respondents reported agree, 5 respondents reported strongly agree,13 respondents reported neutral, 49 respondents reported disagree while 13 respondents reported strongly disagree. Therefore, it’s dearly that social media adverts entertain people than radio.
Table 17: Social media advertisement improves sales of second-hand products than radio advert.
	Variable 
	Frequency 
	Percentage 

	Variable 
	Frequency 
	Percentage 

	Strongly agree 
	 5
	5%

	Agree
	22
	22%

	Neutral
	14
	14%

	Disagree
	44
	44%

	Strongly disagree 
	15
	15%

	Total
	100
	100%


Source: Research survey 2025
From the findings, the table above shows that 47 respondents reported agree, 27 respondents reported strongly agree, 15 respondents reported neutral, 2 respondents reported disagree, while 6 respondents reported strongly disagree. The table shows that social media adverts improve the sales of second-hand product than radio adverts.
Table 18: Social media have a wider coverage than radio advert.
	Variable 
	Frequency 
	Percentage 

	Strongly agree 
	33
	33%

	Agree
	54
	54%

	Neutral
	6
	6%

	Disagree
	4
	4%

	Strongly disagree 
	3
	3%

	Total
	100
	100%


Source: Research survey 2025
From the above table, 54 respondents reported agree, 33 respondents reported strongly agree, 6 respondents reported neutral, 4 respondents reported disagree while 3 respondents were strongly disagree. The table above shows that social media have a wider coverage than radio advert.
Table 19: radio station makes use of repetition on advert than social media.
	Variable 
	Frequency 
	Percentage 

	Strongly agree 
	10ss
	10%

	Agree
	41
	41%

	Neutral
	28
	28%

	Disagree
	15
	15%

	Strongly disagree 
	6
	6%

	Total
	100
	100%


 Source: Research survey 2025
From the above the table 41 respondent reported agree, 10 respondent were strongly agree, 28 respondent were neutral, 15 respondent are disagree. Therefore, the findings shows that radio station make use of repetition on advert than social media.
Table 20: social media reminds you of a second-hand product than radio station.
	Variable 
	Frequency 
	Percentage 

	Agree 
	59
	59%

	Strong Agree
	15
	15%

	Neutral
	13
	13%

	Disagree
	9
	9%

	Strongly disagree 
	4
	4%

	Total
	100
	100%


Source: Research survey 2025
From the table above 59% respondent reported agree, 15% respondent were strongly agree, 13% respondent were neutral 9% respondent reported were disagree, while 4% respondent reported strongly disagree. The table above shows that social media reminds people of a second-hand product than radio station.
4.2	 ANALYSIS OF RESEARCH QUESTION
Research question one: what is the compassion of radio and social media as platforms for improving sales of second-hand product?
According to the survey method used by research to collect information from different sources shows that 46% of the respondent
Disagree that radio advert improve sales of second-hand product than social media advert, 23% respondent were neutral and 14% respondent agree that radio adverts improves sales of second-hand product than social media. This shows that the greater numbers of respondent disagree that radio adverts improve the sales of second-hand product than social media advertising 
Research Question Two: which of the two media is most Suitable For Advertising second-hand Products?
According to the research survey method used by the researcher to Collect information from different Sources has shown that 22% respondent to agree and 5% Strongly agree that radio station is best suitable for advertising a Second-hand products 14% respondent were neutral while 44% respondent disagree and 15% respondent Strongly disagree that radio Station is not suitable for advertising a Second-hand product. This is how that the greater number of respondent believe that radio is not best suitable for advertising a second-hand product
Research Question Three:  which of the two media do people Expose themselves to, For advertising a Second-hand product?
This shows that which of the two media people preferred for advertising  the second-hand Products. According to the survey used by the researcher to gathered in formation from different Sources shows that 24% respondent agree and 5% respondent strongly agree that they preferred using  radio station to advertise that second-hand Product then social media, 13% were neutral while 44% respondent disagree and 14% respondent strongly agree that them did not preferred using radio station to advertise their second-hand product.
This shows that the greater number re respondent expose themselves and preferred Social media to advertise their second-hand Product then Radio Station.


4.3	DISCUSSION OF THE FINDINGS
Base on the research findings the respondent agree that social media improve sales of second-hand product  than radio station and therefor rets Radio station did not influents People to patronize Second-had product through their advertisement.
The respondent agree that social media in form then about a second-hand product then radio station Social media inform people about a second-hand product through the use of repetition from the table radio station make use of repetition on advertising. This make it understory that through Social media, People know more about a second-hand Product and patronize of second-hand product then radio Station. From table 18, Social media have wide Coverage and Capable of reacting audience simultaneously.
From the table, 54% respondent Agree and 33% Strongly agree, 6% were neutral of disagree and 3% strongly disagree that radio station did not have wider Coverage than social media. This shows that the greater number of the respondents indicates that social media has wider Coverage than radio station.
From table 8, the respondent reported that they preferred getting advert from Social media while respondent preferred listen to advertisement 15% on radio station and 25% respondents reported that they preferred getting advent from Social media than radio stations. This Shows that the greater number of the respondents indicate that they preferred getting advert from Social media than radio Station
From table 16, the respondents reported that, Radio advertisement, does not entertain them  than Social media advert mean while from the table 49% Disagree, 20% Agree, 13% were Neutral 13% Strongly disagree while 5% were Strongly Agree.
According to table 20 social media reminds you of a second-hand Product than radio station 59% respondents Agree 9% respondents reported Disagree, 13% were Neutral and 15% wore Strongly Agree it means  social media, reminds people of a second-hand Product than Radio Station.
From table 17, Respondents majorly agree or Conclude that Social advertise improve Sales of second-hand products than Radio advert, from the table, 47 respondents were Agree 27 respondents are Strongly agree, just 2 respondent were disagrees and to were strongly agree only, 15 respondents were Neutral that social media advertisement improves sales of Second-hand products than Radio advert.















CHAPTER FIVE
SUMMARY CONCLUSION AND RECOMMENDATIONS
5.0	 SUMMARY
This study brought to find out, which of radio stations and social medin improve sales of Second-hand product. it attempt to asses radio Station advertisement and social media advertisement effort on improving Seles of second-hand products.
The background of the study revealed that in recent time's radio and social media has been the backbone and lifeline of advertisement globally. Thus, it is imperative that people adopt radio and Social media as a means of advertisement in reaching to their target audience effectively.
Furthermore, the research revealed that, people Can buy or sell their second-hand through social media, because it saves money and time, Since online transactions involve very little cost, Second-hand product has brought about a reduction in transaction, costs. 
It further revealed that internet, offered a channel where buyers and selles are able to Complete transactions Cheaply, instantaneously and anonymously while overcoming geographic and time barriers.
Chapter one of this research is background of the study, Statement of the study research objectives, research question, Significant of the study and definitions of key terms.
Chapter two of this research work explains the theoretical Framework of the research applied and used of descriptive method to interpret and interview it. it also explain the nature individual research and the target goals often determined which design to employ about literature review.
Chapter three of this research work however, Contain research methodology, population of the study, Sampling size and sampling techniques use in the research work, Validity and reliability of the instrument, method of adminstration at the instrument and method of data analysis.
Chapter Four or this research work explains how data was analyzed for Proper understanding it also Contains, data presentations. chapter five of this research work Contains the Summary of the whole work, how a researcher recommends the work for another researcher and how they conduct the whole work.
















5.2 	CONCLUSION
From the data gathered and analyzed, it was evident that social media improves Sales. Of Second-hand products than radio station, in most Cases, Social media influence people to Patronize a product through their advertisement, was also noted that through it was advertisement on Social media people know more about a new Product. Moreover,People agree that Social medis is best Suitable for advertising a Second-hand Product due to it in expensive and other functions it was even shown in this research work that Social media have wider Coverage than radio stations.
The Survey shows that advertising on Social medis has a great impact on a second hand Product than radio station, it is also. necessary to point out that people exposed themselves to Social media advertisement to advertised their second-hand product as the admitted that people will spent at least Five minutes on Social media daily during the research, Some of the respondent stated they Could Spend more of their time on social media.
According to the respondent response to this research work, it has clearly shows that Social media platform, improve Sales on a Second-hand product than radio station.








5.2 	RECOMMENDATIONS
Based on the findings of the study it was observed that social media advert play Significant role on improving sales of second-hand product than radio station as the deluge of advertisement programmed people exposed themselves to. However, the following recommendation Should be taken, in Consideration in order to minimine it negative impact on sales of second-hand products.
The media should use a very Common and understandable manner and language si that every Individual Can get their message From the advert.
People should disseminate and communicate to their Customers through Facebook and other social media to ensure effective reach of messages.
An individual that wishes to advertise his or her second-hand product should also choose the most affordable by many people.
People should not see a second-hand product as a barrier or a taboo.
An individual who makes use of social media as a platform to advertise his or her second-hand item,He or she should be aware of internet fraudsters.
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