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ABSTRACT
The advent of social media has revolutionized the media landscape, significantly impacting traditional platforms like radio. This abstract examines the influence of social media on the content and programming of royal FM, a prominent radio station in Ilorin, Nigeria. The integration of social media tools has transformed the way royal FM engages with its audience, curates content, and schedules programming. Social media platforms such as Facebook, Twitter, and Instagram have become pivotal in fostering real-time interaction between the radio station and its listeners. This interactivity has enabled royal FM to gather immediate feedback, understand audience preferences, and tailor content to meet the evolving demands of its audience. Furthermore, social media has facilitated the station in reaching a broader and more diverse audience, extending its influence beyond traditional geographical boundaries. The programming on royal FM has also seen a notable shift due to social media. The station now incorporates social media trends and viral content into its shows, ensuring relevance and timeliness. This integration not only keeps the programming fresh and engaging but also enhances listener participation through live social media feeds and interactive segments. Moreover, the use of social media analytics provides royal FM with valuable insights into listener behavior and content performance. These metrics help in refining programming strategies, optimizing content delivery, and improving overall audience satisfaction. In conclusion, social media has had a profound impact on royal FM, enhancing its content quality and programming efficiency. The synergy between social media and radio broadcasting has proven to be a game-changer, ensuring that royal FM remains a dynamic and responsive platform in the rapidly evolving media environment.
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CHAPTER ONE
INTRODUCTION
1.1	Background to the Study
The rise of social media platforms has fundamentally altered the landscape of communication and information dissemination globally, and Nigeria is no exception. As of recent years, the rapid penetration of smartphones and internet access in the country has significantly increased social media use. Platforms such as Facebook, Twitter, Instagram, and WhatsApp have become integral to everyday life, influencing how individuals consume and interact with media. This shift has inevitably impacted traditional media, particularly radio, which remains a dominant medium for information and entertainment in Nigeria (Ajibade, 2021). Approximately 2 billion internet users are using social networks for news, information, entertainment and business activities and these figures are still expected to grow as mobile device usage and social networks increasingly gain traction (Ojebode and Adegbola, 2018)). Facebook has the highest number of active users (over 1.5 billion), followed by WhatsApp (900 million) and then others such as QQ, Facebook messenger, Tumblr, Instagram, and Twitter (Ojebode and Adegbola, 2018). 
Radio broadcasts today may not only be received on a local level using a radio receiver as well as a personal computer, or a mobile phone that is connected to the internet. Listeners from all over the globe may access radio broadcasts using a personal computer or mobile phone over the internet, regardless of their location or time constraints and the device must be connected to the Internet via a network connection. Due to the multi-platform, convergent, and multimedia nature of radio broadcasting today, broadcast radio under Radio Television Malaysia (RTM) has begun to include social media platforms such as Facebook in disseminating its information, contents, and programmes, allowing it to reach a larger audience than it could previously reach through conventional radio channels (MCMC, 2019). Audio and video may be used in radio broadcasts, and the format is more interactive and participative. It is also hypertextual and non-linear in its presentation style, as well as convergent in its presentation style. Any information may be sent electromagnetically and transmitted via the internet, and it can reach the network on a local and worldwide scale as a result of the convergence of radio broadcasting with social media.
Historically, radio has been a one-way communication medium, characterized by passive audience engagement. However, the advent of social media has introduced interactivity, fundamentally altering the traditional relationship between broadcasters and listeners. Social media enables audiences to engage with radio programs in real-time, contributing opinions, questions, and feedback that shape content and programming decisions. This integration has redefined radio's role from a static medium to a dynamic, audience-driven platform (Adekunle & Owolabi, 2020). The interaction between social media and radio is particularly significant in Nigeria, where radio remains one of the most accessible media channels due to its affordability and widespread reach. Social media has amplified the reach of radio programs by allowing broadcasters to stream content online and engage with a broader audience across different regions and demographics. Moreover, it has created opportunities for cross-platform advertising and brand promotion, providing additional revenue streams for radio stations (Ojebode & Adegbola, 2018).
One significant impact of social media on radio programming in Nigeria is the integration of user-generated content. Many radio programs now rely on social media platforms to source opinions, questions, and contributions from listeners. For instance, hashtags on Twitter or comments on Facebook are frequently incorporated into discussions, allowing radio stations to gauge public sentiment on trending issues. This shift has made radio programming more dynamic and responsive to the concerns of its audience (Ojebode & Adegbola, 2018). Furthermore, social media has reshaped the advertising strategies employed by radio stations. Advertisers now demand campaigns that extend beyond traditional on-air advertisements to include social media promotions. As a result, radio stations are increasingly aligning their content with the digital interests of their audience, blurring the lines between radio and social media content creation (Chukwuma, 2019).
Significantly, the broadcast media, particularly radio, cannot escape the intricacies of the evolution of social media. Scolari (2019) asserts that the arrival of new media technologies, which are not based on the broadcasting logic, is challenging the knowledge about traditional mass media technologies, including radio. Cordeiro (2021) avers that radio broadcasting is facing severe competition for people’s attention among all available audio contents brought about by growing internet and social media technologies. Chukwuma, (2019) notes that radio listeners now have access to an increasing amount of content, including news and entertainment, from different social media platforms and formats. As a result, a new audience- non-traditional, non-passive, participative and independent- has emerged. They appear to respond to the interactive features of social media. This situation is challenging radio broadcasters to improve their traditional broadcasting towards multimedia content and distribution. Despite these advancements, the influence of social media on radio content and programming is not without challenges. The need to attract and retain audiences in a highly competitive digital environment has led some stations to prioritize sensational or trending topics at the expense of traditional journalistic standards. Additionally, the integration of user-generated content, while increasing audience participation, raises concerns about the authenticity and credibility of shared information (Chukwuma, 2019).  The influence of social media is not without its challenges. The need to stay relevant in a competitive media environment has pressured radio stations to adopt a more sensational approach to programming. Additionally, issues of misinformation and the credibility of user-generated content often pose significant risks to the integrity of radio broadcasts.
1.2	Statement of the Problem
Social media has emerged as a powerful force in shaping communication patterns and influencing various forms of media, including radio. The integration of social media into radio content and programming has both positive and negative implications, raising several concerns and challenges that need to be addressed. This section aims to highlight and articulate the key issues associated with the impact of social media on radio content and programming. The widespread use of social media platforms has led to the fragmentation of radio audiences. Traditional radio listenership may be declining as individuals turn to social media for on-demand content and interactive experiences. This raises concerns about how radio stations can adapt their content to cater to a diverse and dispersed audience. The rapid dissemination of information on social media poses challenges related to the authenticity and credibility of content. Radio stations may face difficulties in maintaining the trust of their audience when social media platforms are flooded with unverified information, rumors, and misinformation. This issue raises questions about how radio stations can ensure the reliability of their content in the age of social media. While social media provides opportunities for audience engagement, it also presents challenges in managing real-time interactions. The potential for negative comments, online harassment, or the spread of inappropriate content may impact the quality of interactive radio programs. Radio stations must find effective ways to navigate these challenges and create a positive and engaging interactive experience for their audience.
1.3	Objectives of the Study
The primary goal of this study is to investigate and analyze the impact of social media on radio content and programming. To achieve this overarching aim, the following specific objectives will guide the research
i. Examine how social media has influenced audience engagement with radio content
ii. Investigate how social media trends and content dynamics have influenced the preferences of radio audiences.
iii. Assess the impact of social media on the authenticity and credibility of radio content.
1.4	Research Questions
The goal of this study was to investigate and explain the impact of social media on radio content and programming in royal FM Ilorin. Through focus group interviews and analysis of posts on the social media platform Radio, Instagram, Facebook, the researcher examined how, why and to what degree the participants disclosed intimate information on social media platforms. The study aimed to provide answers to three research questions:  
i. To what extent does social media influence the type and diversity of content aired on radio stations?
ii. Are there discernible trends in radio content that can be directly attributed to social media influence?
iii. To what extent does social media have impact on the authenticity and credibility of radio content?
1.5	Significance of the Study
Understanding the impact of social media on radio content and programming holds significant relevance for various stakeholders in the media and communication industry. The study can shed light on how social media enhances audience engagement with radio content. This is essential for radio stations seeking to build a loyal audience base in a digital age where interaction and participation are valued by listeners. Investigating the influence of social media on radio content is crucial for radio stations to adapt and thrive in an ever-evolving media landscape. Insights gained from the study can help radio professionals make informed decisions about content creation and programming strategies. Program directors and decision-makers in radio stations can benefit from a deeper understanding of how social media impacts programming. This knowledge can inform decisions related to content selection, scheduling, and overall station strategy. As social media becomes a prominent tool for marketing and advertising, understanding its impact on radio content can assist advertisers and marketers in creating campaigns that resonate with the target audience of specific radio stations. Understanding the impact of social media on radio content can have broader cultural and social implications. It can reveal how media consumption patterns influence and reflect societal trends, preferences, and interactions. The significance of this study lies in its potential to inform and shape the strategies of radio stations, advertisers, policymakers, and other stakeholders, ensuring that they remain relevant and effective in the dynamic landscape of contemporary media consumption.
1.6	Scope of the Study
The scope of this study is defined by the specific parameters and boundaries within which the research will be conducted. It encompasses various aspects related to the impact of social media on radio content and programming, focusing on specific dimensions to provide a clear and manageable framework for the investigation. The study will primarily focus on a specific geographical area or region, considering the cultural and social contexts that may influence the relationship between social media and radio. While the findings may have broader implications, the primary data collection and analysis will be geographically bounded.

1.7      Operational Definition of the Terms 
Impact: is a comprehensive pattern of behaviour that is socially recognized, providing a means of identifying and placing an individual in a society. It also serves as a strategy for coping with recurrent situations and dealing with the roles of others (e.g., parent–child roles).
Radio: Is the technology of signaling and communicating using radio waves. Radio waves are electromagnetic waves of frequency between 30hertz (HZ) and 300gigahertz (GHZ)
Social  Media:  websites  and  applications  that  enable  users  to  create  and  share  content  or  to  participate in social networking.
Content: the subject or ideas contained in something written, said, created, or represented: academic/educational content. It's easy to update the content of the Web site. art. Content is also the things represented or suggested in something written or created as art, or the ideas it communicates.
Programming: refers to a technological process for telling a computer which tasks to perform in order to solve problems. You can think of programming as a collaboration between humans and computers, in which humans create instructions for a computer to follow (code) in a language computers can understand.













CHAPTER TWO
LITERATURE REVIEW
2.1	Conceptual Review
In order to compete in the digital age, the radio business is progressively shifting to a multimedia, web-based core. Cordeiro (2012) highlighted that through the growth of digital platforms for radio, new types of digital material, such as streaming, fragmented content portions of radio programmes, and previously aired programmes that may be accessed on demand, are now available The growth of internet radio challenges long-held assumptions about the nature of traditional radio. The term "radio" has been questioned by various scholars, including Cordeiro, who believes that internet radio is nothing more than traditional radio that has been ported to new platforms (Huong, 2008). By looking at the variety of platforms across time that radio has been broadcast on, Tacchi (2010) deduces the medium-independent nature of radio. Because of how it displays its content, radio is distinctive. Since radio's format and transmission method might vary, it can still be regarded as the same medium as long as its attributes and uses remain constant. Accordingly, internet radio stations focus more emphasis on building personal relationships with their listeners than their analogue counterparts (Ren & Chan-Olmsted, 2004).
The advent of social networking sites has had a huge influence on conventional media outlets, particularly radio. It didn't take long for traditional media to see the need of growing their online presence, as well as the benefits of using social media. In particular, among younger people, Facebook is one of the most popular means of accessing news websites. Wihbey (2014) agrees with this point of contention. According to a study conducted by Mitchell, Jurkowitz, and Olmstead in 2014, radio stations are rapidly integrating social media features into their programming, such as sharing and commenting from their listeners.
2.1.1	Impact of Social Media to Radio Stations
There have been a few studies on the impact of radio stations' social media activities to their listenership. Freeman, Klapczynski, and Wood (2012) examined the social media use patterns of radio stations for their research. In order to attract new listeners, the researchers found that the station's products and services were best promoted via the use of three specific types of posts: interaction posts, station promotion posts, and posts highlighting the station's presenters. As a result, the great majority of generic questionnaires were done in an effort to catch the interest of listeners and promote discourse. Comments and likes poured in from articles on contemporary artists. The most popular pieces covered a broad variety of subject matter and topics. It was discovered that radio stations lack a clear social media strategy and seem to be developing their own game plan via experimenting (Freeman et al., 2012).
Laor (2018) claims in his study that material posted on radio stations' Facebook pages serves as a window into the station's inner workings, displaying its product, programmes, and presenters, and even acting as a spark for discussion and engagement between the station and listeners. When a post becomes popular, it indicates that its content and presentation have a lot of appeal among Facebook radio listeners. In actuality, a station's Facebook page serves as a seismograph, reflecting and replicating the station's 'heartbeat' and listener preferences. Overall, radio stations seem to have recognized Facebook's immense potential for supporting them in fulfilling their traditional goals. Meanwhile Munamwimbu (2020) discovered that social media has both good and bad impacts on the material aired by Zambezi FM radio stations in his research on the influence of social media on Zambezi FM radio stations and the content they broadcast. The use of social media may assist traditional media. Unconfirmed information is being disseminated, which has major consequences since it may not adhere to journalistic standards of accuracy and fairness. People who are able to use and afford ICTs will be able to compete more effectively with others who are unable to use or afford ICTs, a situation known as the "digital divide." The study's findings indicate that social media has an effect on radio programming, demonstrating that social media has an impact on the new media function. The vast majority of individuals polled said that, rather than replacing traditional media, social media has strengthened it.
2.1.2	Using Social Media at a Radio Station
Social media differs from the traditional media, for instance, in a way that users are not just receivers but can share content, comment on it, interact with each other, create content themselves, and so forth. Some other common characteristics of social media services are that they are often cost-free and easy to use. A few of the most popular social media services that radio stations often use are Facebook, Instagram, Twitter, YouTube, and Snapchat. Social media is most commonly used among teenagers and young adults, while older adults use it much less, although their social media use is also increasing (Hintikka Kari 2017 and Chaffey Dave2017). Defining whether a service is a social media service is not always obvious. Sometimes a service may have some characteristics of social media, but not enough to make it fall into the social media category. For instance, WhatsApp, which some radio stations use to communicate with their listeners, is sometimes defined as a social media service. WhatsApp defines itself as a cross platform messaging application, whose functionality extends into voice and video calls and media sharing. WhatsApp is used to communicate only with a selected number of people such as in email, which is not a social media platform (California, 2017). A radio station can either use the already existing social media services, such as Facebook, or build their own social media service. A self-built and maintained service gives a better chance for innovating new solutions, keeping company’s data more secure and gives the station more freedom to do what they want with the service. Building and maintaining an own service costs money, and in the beginning the service does not have any users. That is why using existing applications is more cost-effective, easier and financially less risky. In order to narrow down the subject, this thesis focuses on the existing applications that are not owned by radio stations.
2.1.3	New Media
New Media is defined as a product of technology-mediatedcommunication shared with digital computers (Creeber and Martin, 2009). Another definition of new media is media which consists of a combination of various elements. It means that media convergence is included where several media are assembled. Meanwhile Moudry (2018) said that new media is a media that uses the internet, technology-based online media, flexible character, potentially interactive and can function privately or publicly. Connecting red line from above experts is that new internet-based media, have digital content, based on computer technology and have the potential for interactive (Rizkiansyah et al, 2018). One of new media aspects is connected to the internet. Internet-based media has the ability to encode, store, manipulate and receive messages. The internet has its own technology, how to use, scope of services, content and image. The internet is not owned, controlled or managed by a single body but is a computer network that is intentionally connected and operates on a mutually agreed protocol. 
A number of organizations, especially providers and telecommunications agencies play a role in internet operations (McQuail, 2009). Sosial media one of new media. According to Meikle and Young (2012), social media is a convergence between personal communication in the sense of sharing between individuals and other individuals, while public media is to share with anyone without any individual specificity.Social media invites anyone who is interested in participating by contributing and giving feedback openly, giving comments, and sharing information in a fast and unlimited time. One of the interesting things in social media is that fellow users will have their own identity construction. For fellow users who don’t know each other or are not friends in the real world, they will visualize each other’s profile based on the elements in their respective accounts. While for fellow users who already know each other, the process of visualizing other users is not at the level of ”who he/she is” but at the level of ”what he/she is doing”. For example, if two classmates who already know each other, through social media they focus more on what they are doing or what is happening to them (Nasrullah, 2017).
2.1.4	Downsides of Radio Using Social Media
Although social media offers many possibilities, in practice sometimes certain kind of radio content can be at its best without integrating social media content to be a part of the show. Kopp says that the key is to balance between traditional and new. Although it might seem that the new digital tools are the answer to everything, the traditional way may still give the best results. It should be remembered that there is a big number of radio listeners who do not want to interact with the show but just listen to it. A DJ constantly encouraging listeners for social media interaction may start to irritate some listeners, especially if they have a strong habit of never contacting a radio station themselves (Kopp, 2016). Bennet has noticed that it is important for an audience to get the chance of being truly anonymous. For example, people might not want to comment on radio station posts on Facebook since they would have to use their real name and, also, the comment would possibly appear in their friends’ Facebook news feed. Some listeners do not want to even send a private message to the station since the station staff will see their name. When they contact the radio station some other way, they might easier stay anonymous (Bennet Christian, 2016). 
A radio station can control which social media comments are read on air, but all comments are still visible on social media, since everyone’s messages get published. The inability of censoring the content can be a bad thing for a radio station, since critical comments can hurt the station’s reputation and change people’s opinions on them, which can affect the popularity of the station. On some social media platforms it is possible to delete the content that listeners have posted, but this kind of censoring might hurt the station’s reputation, as well (Kujala Tapio, 2012). Compared to text messages and calling, social media does not directly bring the station revenue. When listeners call or text the station, the station can set a fee for it, if they want to. Contacting them online will not bring profits, at least directly from the listeners. There are ways of making money with social media, for example, with cooperating with advertisers. Social media can also bring the radio new listeners and success as stated in the previous chapter (Murmann Emilia, 2013). Because social media sites have many users, who are not just the listeners of the station, confusion and mix-ups can happen. It is important that listeners know the right hashtags to use and spell them the right way. Without them their update will not be shown in the right place and to the right people. For instance, a radio station could have a photo competition on Instagram and ask the listeners to use a specific hashtag when posting their photo. If they misspell it, no-one at the radio station will probably see the update. Moreover, there are often fake profiles for stations and presenters or accounts that just happen to have the same name, so sometimes listeners may accidentally start following the wrong account. Not everyone is on social media or even wants to use it at all (Bennet Christian, 2016).
If a listener has not used the social media platform that the station uses, contacting the station takes more effort, since signing up to a social media service and learning curve will take some time, although social media services are generally easy to use. When downloading an application, it often requires permissions to access some of the device’s data such as contacts and photo gallery. The application developers often explain this by the fact that the application needs the information to work and the access rights are not used for data gathering purposes. However, only the assumption that popular social media applications gather data from devices for other purposes is an alarming news especially for companies using them, since it is possible that the sensitive information of the company may leak, if a certain application is used.
2.1.5	Social Media and Radio News Production
A study by UK’s Federal Office of Communication (OFCOM) in 2013 on the current state of radio in a digital age showed that radio listenership among Britain’s audiences remains high despite the development of new media technologies, including social media. The study further reveals that radio’s key qualities such as accessibility, ubiquitous platform, dependable companion and deliverer of timely national and local news remain significant among audiences. Despite this, there is still competition from new media technologies such as digital and mobile media as well as social media. New media appears to be overtaking radio in serving as a primary source of music -especially among younger audiences- and as a unique medium for instantaneous news delivery (Ofcom, 2013). Therefore, in anticipation of the impact of new media technologies on the competiveness of radio as an interactive medium, Brecht (2000) called for radio to become “two-sided” rather than “one-sided”. The assertion is that radio should move from a “distribution apparatus” into a “communications apparatus” that should “let the listener speak as well as hear” (Brecht, 2000) and this can be achieved with the integration of new media in programming. Following from this, it appears that while some radio stations are already taking steps to incorporate social media into news production in order to facilitate engagement and interactivity with audiences, others are lagging behind. In her study of how public radio stations in the US are responding to the social media surge, Levenshus (2007) gives quite an interesting perspective on this matter. 
Using the survey method along with case studies, Levenshus (2007) asserts that radio stations show some ambivalence towards the use of social media in broadcasting. Station executives are resisting social media experiments because of lack of knowledge, lack of resource allocation, and institutional culture. In Nigeria, a number of radio stations are adopting new media technologies and platforms in order to keep up with the social media surge. A Social Media Index Report released by Pen Bytes, a Non-Governmental Organisation (NGO) shows that for its February 10, 2016 radio index, over 300 radio stations in Nigeria showed some social media activity in terms of how they leveraged platforms such as Facebook and Twitter to, among other things, disseminate news and engage their audiences. On Facebook, the study showed that radio stations in Greater Accra such as Adom FM, YFM, Peace FM, Hitz FM, Citi FM, Radio XYZ, and Asempa FM are ahead of the other radio stations in Nigeria in the way in which they integrate social media in their programming, including news production (Social Media Index Report, 2016). With regard to Twitter, the study showed that few radio stations have Twitter accounts and that Facebook appears to be more popular among radio stations compared with Twitter. Nonetheless, Joy FM, Citi FM, YFM, LIVE FM, Starr FM, Peace FM, PLUZZ FM, Kapital Radio, Adom FM and Ultimate Radio are leading in terms of Twitter use (Social Media Index Report, 2016). 
Zoellner and Lax (2015) conducted a study on Social Media and Local Radio Production in the UK, using a multi-method case study investigation of local British radio stations in addition to programme analysis, expert interviews and web analysis. The researchers found that social media use among radio stations in the UK has evolved from a specialist tool or platform to a role that is now mainstream and part of a journalists’ day to day routine. Key aspects of social media use by journalists include finding sources of stories and identifying potential interviewees or participants. Scannel (2010) also asserts that in the last few years, traditional ways of transmitting radio content are being woven with interactive online environments, particularly news websites and social media. Audience members engage in the prolonged life of radio news and are invited to communicate not only to, but also with radio journalists, as well as among each other. Thus, journalists share links from their personal Twitter and Facebook accounts to website versions of radio content. Content include short twits with audio clips, blurbs, shout-outs, calls for information and snippets of news:
Radio news used to disappear after being on air; it needed to have immediate impact…Now, radio news has longer lives and journalists follow them online. It even happens that stories spur a debate on Twitter, and other media use it as a basis of their own stories (Singer et al, 2011, cited in Scannel, 2010).
Adding another dimension to the radio-social media argument, Cordeiro (2012) also notes that technological convergence and the interactive nature of new media tools pose a serious threat to the existence of radio as a source of news and information. In her study, Radio becoming r@dio: Convergence, interactivity and broadcasting trends in perspective, Cordeiro asserts that radio listeners now have access to an increasing amount of content, including news and entertainment, from different new media platforms and formats. As a result, a new audience that is non-traditional, non-passive, participative and independent has emerged. These audiences, according to Cordeiro (2012), appear to respond to the interactive features of social media and challenging radio broadcasters to improve their traditional broadcasting towards multimedia content and distribution.
2.1.6	Radio Marketing
Audiences or listeners are a form of market in the broadcasting world. With the existence of social media, anything can be easier to be accessed by viewers. Kotler (2003) says marketing is a social activity and an arrangement carried out by individuals or groups of people with the aim of getting their goals by making products and exchanging them with a certain nominal amount to other parties. While marketing of broadcast media is an effort or action to sell broadcast media services, either through radio or television or on-line. Advertisers will buy air time (broadcast time) sold by broadcast media marketing because they have listeners. Meanwhile, listeners will be interested to find out more about the products that will be advertised and buy them if they think it will satisfy their needs. Kotler (2003) revealed following marketing strategies that could also be adopted in the broadcasting world.
2.7	Creating a Social Media Strategy
Creating a social media strategy is extremely vital for any radio show or station on social media. It gives common guidelines to all the employees, whose work includes using social media and maximizes the success of the radio station’s social media presence. In order to build a good social media strategy, a radio station has to know, who its audience is, and what the station’s values, view and mission are. A radio station needs to understand which social media platforms its target audience is using and then act in those channels using the right tone and content. Knowing what kind of devices their target audience uses is important as well for creating a good user experience. (Kopp2016, Safko Lon 2012, Rowles Daniel2014).
Petra Soikkeli is in charge of the social media content and interaction of Yle Puhe, which is a talk radio station that belongs to Finland's national public broadcasting company Yleisradio. Soikkeli was interviewed by email for this thesis about making a social media strategy for a radio station. She says that it should be thought beforehand, what goals the station has regarding social media and whether the priority is in attracting big masses or in making the followers interact with the station in social media. Some other issues to consider are the visibility of the station, the role and sphere of responsibility of each content producer, the improvement of social media channels and the analysis of the results, and visual aspects such as image quality. Also, for instance, the writing style, reacting to comments, and the amount of posts and the times of publishing them should have guidelines. (Soikkeli Petra, 2016)
A social media strategy can be made on the basis of general knowledge on the subject, own research and with the help of social media analytics tools. There are many different factors that determine, how many people an update will reach and how many will interact with it. In order to reach as many people as possible and make them engage with the posts, it is necessary to know what kind of content to share, where to share it, how to share it and when to share it. (Fan Weiguo, 2014)
Social media analytics consists of a variety of modelling and analytical techniques, which help to understand, analyse, and present large amounts of social media data. Social media analytics process consists of a capture stage, an understanding stage, and a presentation stage. The capture stage comprehends gathering data from different sources, pre-processing the data, and extracting the essential information from the data. Next on the understanding stage this data is examined with analytics tools such as opinion mining and sentiment analysis, topic modelling, social network analysis, and trend analysis, which are introduced in more detail in the following paragraphs. In the last phase, called the presentation stage, the findings from the understand stage are sum-marized and evaluated, and then presented. (Bradley Tony, 2011).
2.2	Theoretical Review
2.2.1	Technology Acceptance Model (TAM)
TAM was originally conceived by Davis in his doctoral thesis in 1985 and suggests that an individual’s motivation to use a technological device is influenced by the system’s features and capabilities (Deo-Silas, 2013). Davis, Bagozzi and Warshaw (1989) suggest that Perceived Ease of Use (EU) and Perceived Usefulness (PU) are two significant determinants of computer usage behaviour. The scholars explain PU as the degree to which a person believes that using a particular system would enhance his or her task or activity. Within the social media circles, users of platforms such as Facebook, Twitter, and Flicker may be motivated to use them because they help to meet the related needs of the individual. Perceived Ease of Use (EU), on the other hand, has been defined as the degree to which a person believes that using a particular system would be free of effort. The importance of perceived EU signifies the degree to which an innovation is perceived not to be difficult to understand, learn, or operate (Davis, Bagozzi & Warshaw, 1989). The TAM has been used in several studies to explain and conceptualise journalists’ social media habits as well as the motivation for the adoption of these interactive platforms for news production. Deo-Silas (2013), for instance, employed the TAM to examine how newsroom journalists across various media houses in Ghana, including radio, use social media for their routine journalistic practices. This therefore, justifies the application of the model for this study.
2.2.2	Uses and gratifications theory
Whereas early communication theories in the 1930s and 1940s, on how the media affects its audiences, postulated strong media effects, this question was reversed by Katz, who eschewed the view of a passive audience and proposed to study what people do with media (Katz, 1959). In his view, the paradigm that recognises the media’s limited effect on its consumers provides a better prism for understanding media-audience relations. Katz et al., (1973) challenge two assumptions: (1) that existing patterns of audience needs exclusively support the prevalent patterns of media provision; and (2) audiences are interested in trivial and escapist content. Katz’s uses and gratifications theory, which emanates from this view, explains how users proactively and deliberately consume media to satisfy different needs. The basic assumptions of the theory are that the value of a media product is assessed solely by the consumers who, in turn, force media providers to continually compete to satisfy their needs (Katz et al., 1973). 
These researchers believe that, although the uses and gratifications approach is oriented towards the audience, this approach should not take a necessarily conservative view: while it is true that the media take into account audience preferences, they do not focus exclusively on demand for specific types of content yet emphasise the diversity of audience groups and audience interests that exist. Rather than describing the media as entirely bound to audience expectations, the uses and gratifications approach should emphasise the audience’s role as a source of challenge for producers that drives media to provide richer content that matches the diversity of demand and roles that the media themselves reveal According to Blumler (1979), media satisfy the following main psychological needs for their viewers: (1) cognitive needs, such as the need to make sense of different events; (2) affective needs, related to consumers’ attitudes and belief systems; (3) integrative needs, related to consumers’ need for self-confidence and stability; (4) strengthening contacts with friends and family and wider society and (5) the need to escape the tensions of modern life. In a more recent account, McQuail (2010) notes that according to uses and gratifications studies, goals for media use can be grouped into five main uses, based on media consumers’ desires: (1) to be informed or educated; (2) to identify with characters of the situation in the media environment; (3) to view media content for pure entertainment; (4) to enhance social interaction and (5) to escape from the stress of daily life. Studies of online media have found these uses and gratifications highly relevant for their analyses. The convergence of mass media and digital technology has altered the patterns of many media consumers (Finn, 1997) who are confronted with an unprecedented variety of choice. In such an environment, media choices are more dependent than ever on motivation and satisfaction and, therefore, must be taken into account in audience analyses. 
Thus, for example, a study of uses and gratifications identified that users use instant messaging for relaxation, affection, sociability, entertainment and inclusion (Leung, 2001). Similarly, a study of social media’s uses and gratifications identified that the main reasons for online network use include a need to vent negative feelings, a need for affection, a need for recognition and a need for entertainment (Leung, 2013). The growing research interest in online audiences by communication scholars may also be prompted by the obliteration of the boundaries between message sender and message received in interactive media, which may be particularly intense because of the make-up of these newer media forms (Singer, 1998). Additional features of new media such as the internet include demassification and asynchroneity, which are also not commonly associated with traditional media (Ruggiero, 2000). Williams et al. (1988) defined demassification as the individual’s control over the medium, ‘which likens the new media to face-to-face interpersonal communication’. Thus, demassification is the media user’s ability, through new technologies, to select for individual use from a large selection of media and tailor content to their needs, where in the past such content could only be disseminated as mass media (Chamberlain, 1994). Asynchroneity refers to the concept that the consumption of media messages is no longer time-dependent, and content may be consumed at times other than a specific broadcast time. Independent of broadcast schedules, individuals can send, receive, save or retrieve messages at their convenience (Chamberlain, 1994).
2.3	Empirical Review
The first work to be reviewed is journals by Levi Nwodu, 2004, published in the Nigeria Journal of Communication. The work was on Technology Determinism theory and media practitioners perception of cultural impact of Information and Communication Technologies on Developing Nation” this work which used Enugu based journalists as its population and sample subject examined the level of awareness of the existence of Information and Communication Technologies, the rate which people are exposed to Information and Communication Technologies and its impact on their local cultural values. The research method used was case study. Questionnaire was the instrument used for data collection in the work and the sampling techniques used was purposive sampling because after the questionnaire as the principal data collection instrument, key officers from the forum of the Enugu-based journalists were selected for interview. The findings of the study sowed that Information and Communication Technologies had a negative impact on the cultural values of developing nation. Finding also showed that limited access to and lack of proper training in the use of information and communication technologies were responsible for this situation. The study however recommended that various governments in developing nations should assist their journalist to obtain proper training in the use of Information and communication Technologies as well as make the technologies easily accessible to the journalists.
However, this study confirmed an earlier study conducted by Milton Shulman in the 1970‟s On Media Awareness Network, which explains that, The Good Thing about Television is that it can be a very powerful and effective learning tool if used wisely as the findings of the study reveals that 60% of the study’s respondents avows to the fact that individuals can easily recall, retain and harmonize with what they see and hear from television. The study also reveals that television can also help people discover where they fit in, in the society, develop closer relationships with peers and family, as well as teach them to understand complex social aspects of communication when55% approves that television has the power to stimulate audience reactions to achieve certain goal(s) in the society
The reviewed work is related to this study in that it used the case study and focused on the impact of ICTs (Information and Communication Technologies) on mass communication and mass media practice. Another study that underscores the impact of Information and Communication Technologies on broadcasting was conducted by Levis Brown in 2007, on “Information and Communication Technologies for sustainable livelihoods and published by http//egor.gov.sglegout actionplanning:htm (website). The study was conducted to outline the finding from a desk study on new communication technologies and existing information systems on small scale farmers and entrepreneurs in rural communities. The study looked at whether and how Information and Communication Technologies might further marginalize disadvantaged communities to determine what could be done to mitigate those adverse effects; whether and how modern Information and Communication Technologies can be used to strengthen and develop the information system of small-scale farmers and small-scale enterprises (SME) in developing countries and contribute to poverty reduction. Findings showed the importance of the telephone and the radio in changing the life of the poor. 
The telephone is the most common communications strengthening kinship relations and is the backbone of Information and Communication Technologies. Findings also revealed that at present, there is a vast inmate demand for radio broadcasting in developing countries. A commitment to rural broadcasting via appropriate creation and enforcement of policies to provide licenses, support start up broadcasters and trained professionals will enable information and communication services reach more people than any other medium. The study recommended that there should be a shift from technology driven projects to consider the under systematic economic, social on Information and Communication Technologies with regard on their impact in all facts of human life, either in communication or business.
Akpan (2006), notes that in a society where there is radio broadcasting, that one can identify four main pillars that support the structure of broadcasting and keep it going. These pillars according to Akpan (2006) are the government, station, audience and network the network he says is chiefly the product of the emerging trend in Information and Communication Technologies. The work also identifies the work of information and Communication Technologies in the radio broadcasting industry as that of adding the radio the process of conveying messagesinformation, education and entertainment programmes. In support of the ideal, Taylor (1997) states that with the application of Information and Communication technologies in broadcasting industries that “broadcasting has been found to be a force to reckon within the development of nations, the world over”.










CHAPTER THREE
RESEARCH METHODOLOGY
 3.1 	 Research Design 
This study adopted a descriptive research design which involve of impact of social media on radio content and programming among listeners in Ilorin metropolis. This design was adopted because it has the advantage of using questionnaires and also a reasonable solution was professed to the earlier research problems. According to Orodho (2005) descriptive survey design is a method of collecting information by interviewing or administering a questionnaire to sampled respondents. This design is considered appropriate for this study since the opportunity to make generalization based on the information collected from the sample respondents would be possible. [image: ]
3.2	 Population of the Study 
		The  population  for  this  study  will be  all  the  people  living  in  Ilorin,  metropolis.  According  to  2022  National  Population  Census,  there  are  1,000,477  people  living  in  Ilorin metropolis  which  the  growth  rate  is  2.75%.  Simple  random  sampling  technique  will be  used  in  selecting  200  samples  from  the  various  wards  of  the 4 Local Government Area in Ilorin metropolis. 

3.3 	 Sampling Technique 
 The  cluster  and  purposive  sampling  techniques  will be  employed  as  sampling  technique.  In  cluster  sampling  technique,  groups  were  drawn  as  samples  amongst  all  the  groups.  Cluster  sampling  consists  of  many  members  of  the  population  and  all  the  members  within  the  selected  groups  make  up  the  sample  (Oguonu  and  Anugwom,  2006).  However,  from  the  cluster  sampling  technique,  the  multi-stage  sampling  was  adopted.  Using  all  the  sample  elements  in  all  the  selected  clusters  may  be  expensive  or  not  necessary.  Under these  circumstances,  multi-stage  cluster  sampling  becomes  useful.  Instead  of  using  all  the  elements  contained  in  the  selected  clusters,  the  researcher  randomly  selects  elements  from  each  cluster.  Constructing the  cluster  is  the  first  stage.  Deciding  what  elements  within  the  cluster  to  use  is  the  second  stage.  The  technique  is  used  frequently  when  a  complete  list  of  all  members  of  the  population  does  not  exist  and  is  inappropriate.  For  example,  a  household  survey  on  dumping  of  refuse  begins  by  dividing  metropolitan  regions  into  states  or  cities,  and  selecting  some  of  these  cities  is  the  first  stage.  The  selected  area  are  then  divided  into  blocks  or  streets,  and  blocks  are  chosen  from  within  each  selected  area  (second  stage).  Next,  houses  are  listed  within  each  selected  block,  and  some  of  these  houses  are  selected  (third  stage).  This  method  means  that  it  is  not necessary to create a list of every house in the region, only for selected blocks. 
 3.4 	 Simple Size 
 Sample  size  is  a  total  number  of  individuals  that  the  researcher  is  going  to  obtain  the  research  information  from.  These  people  act  as  representative  of  the  whole  population  being  studied.  This  research  use  a  sample  size  of  200  people:  Two  hundred  questionnaires  will be  administering to the local residents of Ilorin who has access to royal FM Radio. 
3.5	Instrumentation
	The data collection instrument for this research work is questionnaire. This is a method adopted by researcher in gathering information; it is a way of getting feedback from a group of respondents.
3.6	 Method of Data Collection
The two method of data collection for this study are: primary source and secondary sources. Primary source of data collection entails the use of questionnaires in gathering information from the selected sample. It is data obtained from original source and the instrument used for the collection of primary data is mainly questionnaire. Secondary source are the available data gathered for the use of solving related problems in research work. Secondary source that were used are publication, textbooks, journal, reports, newspaper and internet.
The instrument to be used in gathering and collection of data is questionnaire. 
Questionnaire is defined as an instrument use to measure behavior attitude and respondent’s characteristic, (Kinnea, 1991). Questionnaire is a research instrument consisting of a series of questions and other prompt for the purpose of gathering information from respondents. Although they often designed for statistical analysis of the responses; this is not always the case. Questionnaires are also sharply limited by fact that the respondents must be able to read the questions and respond to them.
3.7	Method of Data Analysis
	In analysis, the data collected for this research work, a descriptive statistics will be used. This involves the use of variables, percentages and frequency table measurement.
3.8	Validity and Reliability of the Instrument
	The instrument selected for this research work is highly valid and reliable. This is because a questionnaire is selected to be the primary instrument for this work, respondents will supply answers to the questions as the questionnaire will be a close ended one.
	The internet is also a good source of data collection. It will be the secondary instrument for this research because information on it is with reliable references.
3.9	Method of Administration of the Instrument
	No systematic method is chosen to be used in administration of the instrument, however a questionnaire is prepared and would be distributed, both answered and unanswered will be retrieved on the spot.










CHAPTER FOUR
DATA PRESENTATION, ANALYSIS, AND INTERPRETATION
4.0. 	Introduction 
This chapter is concerned with the presentation, analysis, and interpretation of data gathered from the responses to administered questionnaires. It also includes the testing of the research questions formulated for this study. 
4.1	Presentation of Data
[bookmark: _Hlk498427607]Table 4.1: Demographic Information of the Respondents
	Variable 
	Grouping 
	Frequency
	Percentage

	Gender 
	Male 
	45
	45%

	
	Female 
	55
	55%

	
	Total
	100
	100%

	Age range
	Under 20
	22
	22%

	
	21 -25
	55
	55%

	
	26 -30
	19
	19%

	
	30 and above
	4
	4%

	
	Total
	100
	100%

	Academic Qualification
	SSCE
	19
	19%

	
	ND/HND
	50
	50%

	
	Degree/B.Sc.
	18
	18%

	
	Post graduate
	13
	13%

	
	Total
	100
	100%

	Marital Status
	Single
	78
	78%

	
	Married
	19
	19%

	
	Divorce
	3
	3%

	
	Total
	100
	100%

	Religion
	Christianity
	48
	48%

	
	Islam
	52
	52%

	
	 Total 
	 100 
	 100% 



According to the result in table 4.1, for the demographic characteristics are presented as follows, 45% of the respondents are males while 55% of the respondents are female. By implication, there are more female respondents. In addition, 55% of the respondents are in the age range of  21- 25 years while 22% of the respondents are under 20 years of age, furthermore 19% of the respondents are from the range of age 26 – 30 years, only 4% of the respondents are above the options of the age. When we see the academic qualification have stayed; 50% of the respondents are ND/HND hold, however, 13% of the respondents is post graduate hold while 18% of the respondents are Degree/ B.Sc. and 19% of the respondents are SSCE hold. When we come to distribution of respondents by marital status that 78(78.0%) of the respondents were single, 19(19.0%) of the respondents were married and 3(3.0%) of the respondents were divorce. The result brings to the height that majority of the respondents sampled were single. Lastly the table shows the distribution of respondents by religion that 52(56%) of the respondents are Muslims, while 48% of the respondents are Christians. The result brings to the height that majority of the respondents sampled were Muslim.
4.2 Analysis of research Question
Research Question 1: Social Media Influence the Type and Diversity of Content Aired On Radio Stations
Table 2: Social Media Influence the Type and Diversity of Content Aired On Radio Stations
	SN
	Items 
	SA (%)
	A (%)
	D (%)
	SD (%)
	Remark

	1
	Social media has a significant influence on the variety of content aired on radio stations.
	68(68%)
	22 (22%)
	10(10%)
	0 (0)
	Agreed  

	2
	Radio stations actively use social media to introduce diverse content to their audience
	59(59%)
	35(35%)
	0 (0%)
	6 (6%)
	Agreed  

	3
	Social media plays a role in determining the types of content that radio stations broadcast
	22(22%)
	68 (68%)
	4 (4%)
	6 (6%)
	Agreed  

	4
	Radio stations adapt their content based on trending topics on social media
	59(59%)
	 28(28%)
	13 (13%)
	0 (0)
	Agreed  

	5
	Social media encourages radio stations to engage with a more diverse audience.
	78(78%)
	18 (18%)
	4 (4%)
	0 (0)
	Agreed  



Table 2 shows the social media influence the type and diversity of content aired on radio stations. In item 1, all the respondents 90(90%) agreed that social media has a significant influence on the variety of content aired on radio stations. In item 2, majority of the respondents shows that 94(94%) of the respondent agreed that radio stations actively use social media to introduce diverse content to their audience. Also in item 3, it was reflected that most 90 (90%) of the respondents consented that social media plays a role in determining the types of content that radio stations broadcast.  In item 4 the opinion 87(87%) of the respondents it was indicated that radio stations adapt their content based on trending topics on social media.  Lastly in item 5, it was shown that majority 96(96%) of the respondents agreed that social media encourages radio stations to engage with a more diverse audience. The result indicates that social media influence the type and diversity of content aired on radio stations. 
Research Question 2: Discernible Trends in Radio Content that can be Directly Attributed to Social Media Influence?
Table 3: Discernible Trends in Radio Content that can be Directly Attributed to Social Media Influence
	SN
	Items 
	SA (%)
	A (%)
	D (%)
	SD (%)
	Remark

	1
	Radio content adapts to current social media trends
	42(42.0)
	32 (32.0)
	20 (20.0)
	6 (6.0)
	Agreed  

	2
	Social media directly influences the programming trends on radio stations
	65(65.0)
	28 (28.0)
	7 (7.0)
	0 (0)
	Agreed  

	3
	Radio content tends to align with popular hashtags and discussions on social media. 
	54(54.0)
	36 (38.0)
	6 (6.0)
	4 (4.0)
	Agreed  

	4
	Radio stations actively experiment with content styles popularized on social media platforms.
	72(72.0)
	24 (24.0)
	4 (4.0)
	0 (0)
	Agreed  

	5
	There is a noticeable correlation between trending topics on social media and radio content changes. 
	16(16.0)
	79(79.0)
	5(5.0)
	0 (0)
	Agreed  



Table 3 shows the discernible trends in radio content that can be directly attributed to social media influence. In item 1, 74(74.0%) of the respondent which is the majority concurred that radio content adapts to current social media trends while in item 2, majority of the responds 93(93.0%) were of the view that social media directly influences the programming trends on radio stations and in item 3, it was shown that 90 (90%) of the respondents supported that radio content tends to align with popular hashtags and discussions on social media.
On the same note, item 4 revealed that 96(96%) which are the majority supported that radio stations actively experiment with content styles popularized on social media platforms while in item 5, 95(95%) majority of the respondents signified that There is a noticeable correlation between trending topics on social media and radio content changes. This implies that discernible trends in radio content that can be directly attributed to social media influence.
Research Question 3: Social Media Have Impact on the Authenticity and Credibility of Radio Content?
Table 4: Social Media Have Impact on the Authenticity and Credibility of Radio Content
	SN
	Items 
	SA (%)
	A (%)
	D (%)
	SD (%)

	1
	Social media positively contributes to the authenticity of radio content
	66(66.0)
	25(25.0)
	3(3.0)
	6(6.0)

	2
	Radio stations use social media to provide behind-the-scenes content, enhancing authenticity.
	67(67.0)
	24(24.0)
	9(9.0)
	0 (0)

	3
	Social media enhances the credibility of information presented on radio programs
	71(55.5)
	22(35.0)
	4(4.0)
	3 (3.0)

	4
	Social media enhances the credibility of information presented on radio programs
	26(26.0)
	66 (66.0)
	5 (5.0)
	3 (3.0)

	5
	 Radio stations actively communicate how they verify information obtained from social media.
	22(22.0)
	65(65.0)
	7(7.0)
	6(6.0)



Table 4 showed the social media have impact on the authenticity and credibility of radio content. In item 1, majority 91(91%) of the respondent testified that social media positively contributes to the authenticity of radio content and in item 2, majority of the responds 91(91%) of the respondents indicated that radio stations use social media to provide behind-the-scenes content, enhancing authenticity while majority 93 (93%) of the respondents social media enhances the credibility of information presented on radio programs.
Furthermore, item 4 revealed from the opinion of the majority 92(92.0%) that social media enhances the credibility of information presented on radio programs. While in item 5, majority of the responds 87(87%) agreed radio stations actively communicate how they verify information obtained from social media. The study reveals that the social media have impact on the authenticity and credibility of radio content. 
4.3	Discussion of Findings
The advent of social media has revolutionized the traditional media landscape, including radio broadcasting. At Royal FM Ilorin, a prominent radio station in Nigeria, social media's influence is significantly reshaping content and programming. This article explores the multifaceted impact of social media on Royal FM's operations, emphasizing audience engagement, content diversification, and programming strategies.
One of the most notable impacts of social media on Royal FM is the enhancement of audience engagement. Platforms like Facebook, Twitter, and Instagram allow the station to interact with listeners in real-time, fostering a two-way communication channel. This interaction extends beyond the airwaves, enabling listeners to participate in discussions, polls, and contests. Consequently, Royal FM can gauge audience preferences and feedback more effectively, leading to more responsive and listener-centric programming. This dynamic interaction helps build a loyal listener base and fosters a sense of community among listeners.
Social media has also contributed to the diversification of content at Royal FM. By leveraging user-generated content and trending topics, the station can provide a broader range of programming that appeals to different demographic segments. For example, social media trends often inspire new segments or thematic shows, ensuring the station remains relevant and contemporary. Furthermore, social media platforms serve as valuable tools for sourcing news and information, allowing Royal FM to offer timely and diverse content. This adaptability is crucial in a fast-paced media environment where audience interests constantly evolve.
The integration of social media analytics has enabled Royal FM to make strategic adjustments to its programming. By analyzing data on listener interactions and preferences, the station can identify popular topics and optimal broadcasting times. This data-driven approach allows for the fine-tuning of show schedules and content focus, ensuring maximum listener engagement and satisfaction. For instance, if a particular show garners significant attention on social media, Royal FM might extend its airtime or introduce similar segments. This strategic use of analytics ensures that programming is continuously aligned with audience interests.
While the impact of social media on Royal FM's content and programming is predominantly positive, it also presents challenges. The rapid pace of social media can sometimes lead to the spread of misinformation, necessitating stringent verification processes. Additionally, balancing social media content with traditional radio standards requires careful planning to maintain the station's credibility and professionalism. Social media has profoundly impacted Royal FM Ilorin by enhancing audience engagement, diversifying content, and enabling data-driven programming strategies. As the digital landscape continues to evolve, Royal FM's ability to adapt and integrate social media insights will be crucial for maintaining its relevance and appeal in the competitive broadcasting industry.


CHAPTER FIVE
SUMMARY CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY
The first chapter introduces the research topic, highlighting the pervasive influence of social media on traditional media, specifically radio broadcasting. It outlines the objectives of the study, which include examining how social media affects radio content and programming at Royal FM Ilorin. The chapter also presents the research questions aimed at understanding the extent of social media’s impact, the benefits and challenges it brings, and how it shapes audience engagement and content creation. 
Chapter Two delves into existing literature on the relationship between social media and radio broadcasting. It discusses the theoretical frameworks underpinning the study, such as the Uses and Gratifications Theory and the Media Convergence Theory. The literature review explores various dimensions of social media’s impact, including enhanced audience interaction, real-time feedback mechanisms, and content diversification. It also examines case studies of other radio stations that have successfully integrated social media into their operations, providing a comparative backdrop for analyzing Royal FM’s experience.
This chapter details the research methodology employed in the study. It describes the qualitative and quantitative methods used to gather data, including surveys, interviews, and content analysis. The chapter explains the sampling techniques and the criteria for selecting participants, ensuring a representative cross-section of Royal FM’s audience and staff. The methodology section also outlines the data analysis procedures, emphasizing the triangulation approach to validate findings through multiple data sources.
Chapter Four presents the findings from the data collected. It reveals that social media has significantly enhanced audience engagement at Royal FM, allowing for real-time interaction and feedback. The data shows that social media trends heavily influence the station’s content and programming, leading to more diverse and dynamic shows. The analysis highlights the strategic use of social media analytics to adjust programming schedules and content focus. However, it also identifies challenges, such as the risk of misinformation and the need for rigorous content verification processes.
5.2	Conclusion
The integration of social media into the fabric of radio broadcasting has brought about a transformative shift, particularly evident at Royal FM Ilorin. This study has comprehensively explored the myriad ways in which social media has impacted the station’s content and programming, presenting a nuanced understanding of both the opportunities and challenges this integration entails. Social media has unequivocally enhanced audience engagement at Royal FM, creating a vibrant, interactive community. Platforms such as Facebook, Twitter, and Instagram have enabled real-time communication between the station and its listeners, fostering a dynamic two-way interaction. This engagement not only builds listener loyalty but also provides immediate feedback, allowing Royal FM to tailor its content more effectively to audience preferences. The ability to gauge listener reactions instantly and adapt accordingly is a significant advantage in maintaining a relevant and responsive programming schedule.
Moreover, social media has driven the diversification of content at Royal FM. By harnessing trending topics and user-generated content, the station can produce a wider variety of programming that appeals to a broader demographic. This adaptability ensures that Royal FM remains contemporary and in tune with the evolving interests of its audience. The station's responsiveness to social media trends allows for the introduction of new segments and thematic shows, enhancing the overall richness of its content. The strategic use of social media analytics has further refined Royal FM’s programming decisions. By analyzing data on listener interactions and preferences, the station can identify peak engagement times and popular topics, enabling more informed and strategic programming adjustments. This data-driven approach ensures that the station’s content is not only engaging but also scheduled for maximum listener reach and impact.
However, the integration of social media into radio broadcasting also presents challenges. The rapid pace of social media can lead to the spread of misinformation, necessitating stringent verification processes to maintain the station’s credibility. Additionally, balancing the spontaneity and immediacy of social media content with traditional radio standards requires careful management and editorial oversight. Social media has significantly impacted Royal FM Ilorin, enhancing audience engagement, diversifying content, and enabling data-driven programming strategies. While the benefits are substantial, the challenges must be addressed through careful planning and management. By continuing to leverage social media insights and maintaining rigorous content standards, Royal FM can sustain its relevance and competitive edge in the dynamic landscape of modern broadcasting. The station's ability to adapt to digital innovations will be crucial in maintaining its appeal and effectiveness in engaging a diverse and ever-evolving audience.
5.3	Recommendations
To optimize the benefits of social media on radio content and programming, Royal FM Ilorin should consider several strategic recommendations. These recommendations focus on enhancing audience engagement, diversifying content, leveraging analytics, and addressing challenges associated with social media integration.
Enhance Audience Engagement: Royal FM should continue to foster robust audience engagement by actively utilizing social media platforms for real-time interaction. Establishing dedicated social media teams can ensure prompt responses to listener feedback and queries. The station should also create interactive content such as live polls, Q&A sessions, and contests to keep the audience engaged. Regularly scheduled social media posts, coupled with behind-the-scenes content, can help build a stronger connection with listeners, making them feel more involved with the station.
Diversify Content: To cater to a broader demographic, Royal FM should leverage social media trends and user-generated content for program ideas. Incorporating segments that reflect current social media discussions can make the content more relatable and timely. Additionally, the station could collaborate with influencers and content creators to bring fresh perspectives and attract new audiences. By experimenting with various content formats such as podcasts, video snippets, and live streaming, Royal FM can diversify its offerings and keep the programming vibrant and relevant.
Leverage Social Media Analytics: Utilizing social media analytics is crucial for data-driven decision-making. Royal FM should invest in advanced social media monitoring tools to gain deeper insights into audience preferences and behavior. Regular analysis of engagement metrics, such as likes, shares, comments, and views, can help identify popular content and optimal posting times. This information can guide programming adjustments, ensuring that shows are scheduled when the audience is most active and interested. The station can also use these insights to tailor content to specific audience segments, enhancing overall engagement and satisfaction.
Address Challenges: To mitigate the risk of misinformation, Royal FM should establish stringent content verification protocols. A dedicated team should fact-check user-generated content and trending topics before they are incorporated into programming. Additionally, training staff on digital literacy and ethical social media practices can help maintain the station’s credibility. It’s also essential to balance the spontaneity of social media with traditional broadcasting standards. Developing clear guidelines for social media content can ensure consistency and professionalism across all platforms.
Foster Continuous Learning and Adaptation: The digital landscape is constantly evolving, and Royal FM must stay ahead by fostering a culture of continuous learning and adaptation. Regular training sessions on new social media tools and trends can equip staff with the skills needed to effectively engage with the audience. Encouraging experimentation with new formats and platforms can also help the station discover innovative ways to connect with listeners. 
By enhancing audience engagement, diversifying content, leveraging analytics, addressing challenges, and fostering continuous learning, Royal FM Ilorin can maximize the positive impact of social media on its content and programming. These strategic recommendations will help the station maintain its relevance and competitive edge in the dynamic world of modern broadcasting.
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QUESTIONNAIRE
Department of Mass Communication,  
Institution of Information and Communication Technology,
 Kwara Sate Polytechnic, Ilorin.
						 2025.
Dear Respondent,
LETTER OF INTRODUCTION
I am a final year student of the above mentioned institution conducting a research on topic titled “IMPACT OF SOCIAL MEDIA ON RADIO CONTENT AND PROGRAMMING AMONG LISTENERS IN ILORIN METROPOLIS.”
Kindly assist by providing honest opinions on the various issues raised in this questionnaire. Your confidentiality is highly assured as the information given will be used for purely academic purpose. 
Thank you for the anticipated co-operation.

Yours faithfully,

QUESTIONAIRE
SECTION A.
i. Sex:    Male        (a) (      )   (b) Female (     )
ii. Age: 	(a) Under  20 years old (   )   (b) 21-30 years old (     ) (c) 31-40 years old (    ) (d) 41  years and above (   )
iii. Marital status:   (a) Single   (      ) (b) Married (     )  (c)  divorce (    )
iv. Educational qualification: SSCE (   )  ND/HND (  ) Degree/B.Sc. (   )  Post graduate (    ) 
v. Religion : (a) Muslim  (    )  (b) Christian (    ) 
SECTION B
Please tick in (  ) appropriate column which best expresses your choice of opinion using the indicated format:
	RQ1
	Social Media Influence the Type and Diversity of Content Aired On Radio Stations
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree

	1. 
	Social media has a significant influence on the variety of content aired on radio stations
	
	
	
	

	2. 
	Radio stations actively use social media to introduce diverse content to their audience
	
	
	
	

	3. 
	Social media plays a role in determining the types of content that radio stations broadcast
	
	
	
	

	4. 
	Radio stations adapt their content based on trending topics on social media
	
	
	
	

	5. 
	Social media encourages radio stations to engage with a more diverse audience
	
	
	
	



Please tick in (  ) appropriate column which best expresses your choice of opinion using the indicated format:
	RQ2
	Discernible Trends in Radio Content that can be Directly Attributed to Social Media Influence
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree

	1. 
	Radio content adapts to current social media trends
	
	
	
	

	2. 
	Social media directly influences the programming trends on radio stations.
	
	
	
	

	3. 
	Radio content tends to align with popular hashtags and discussions on social media
	
	
	
	

	4. 
	Radio stations actively experiment with content styles popularized on social media platforms
	
	
	
	

	5. 
	There is a noticeable correlation between trending topics on social media and radio content changes.
	
	
	
	



Please tick in (  ) appropriate column which best expresses your choice of opinion using the indicated format:
	RQ3
	Social Media Have Impact on the Authenticity and Credibility of Radio Content?
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree

	1. 
	Social media positively contributes to the authenticity of radio content.
	
	
	
	

	2. 
	Radio stations use social media to provide behind-the-scenes content, enhancing authenticity.
	
	
	
	

	3. 
	Social media enhances the credibility of information presented on radio programs.
	
	
	
	

	4. 
	Social media enhances the credibility of information presented on radio programs.
	
	
	
	

	5. 
	Radio stations actively communicate how they verify information obtained from social media
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