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ABSTRACT
This study examined the impact of advertising revenue on the sustainability of media organizations, with specific reference to Sobi FM, Ilorin. The study was motivated by the increasing dependence of media houses on advertising as their primary source of income, and the implications of this reliance on operational stability and editorial independence.
The research adopted a survey method, using a structured questionnaire administered to 100 selected staff of Sobi FM. The data gathered were analyzed using frequency distribution and percentage tables. The study found that advertising revenue plays a critical role in financing the station’s day-to-day operations, including staff salaries, program production, and equipment maintenance. However, it was also discovered that excessive dependence on advertisers often leads to undue influence on program content and editorial decisions.
The study concluded that while advertising remains a vital source of income for media sustainability, over-reliance can threaten journalistic integrity and content diversity. It recommends the diversification of revenue streams, investment in digital platforms, and the establishment of clear editorial policies to balance commercial and professional interests. This research contributes to ongoing discussions on the financial viability and ethical challenges facing modern media operations in Nigeria.
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CHAPTER ONE
INTRODUCTION
1.1       Background to the Study
The study is carried understand how commercial is an integral part of a broadcasting media station, to ascertain the concept of commercials and how it aid effective profit maximization in Broadcast media houses.
Mass media cannot survive without the availability of commercials or advertisement to generate revenue for the running of the broadcast media Organization.
Therefore, for mass media industry especially broadcast organizations to make money and to survive in the long run, they must have constant sources or streams of revenue.
Also, it is identified that geographical location do affect the number and price of commercials they generate on a daily basis.
To state that commercial is an integral part of broadcast media. To ascertain the concept of “commercials” and how it aids effective profit maximization in media houses. To make it a known fact that “commercial” and media houses work hand in hand.
Broadcasting in 1932, was introduced into the Country Nigeria by the Colonial Master, Britain. The history of Broadcasting in Nigeria is connected to the era of Colonization in the country. Being colonized by Britain, Nigeria, a West African Country even with her own many ethnic groups, became an English speaking country and her official language, English.
The idea of Regionalization made Nigeria to be carved into three (3) regions namely; Northern Region, Western Region and Eastern Region. The capital of Western Region was Ibadan. Broadcasting indigenously started in Nigeria from Ibadan the capital of Western Region (which today is the Capital of Oyo state).
Broadcasting had been championed in the Western Region of Nigeria, even before the country gained her independence from in 1960. It was in 1958 that Western Region, ahead of others, went into Broadcasting by establishing the Western Nigeria Government Broadcasting Corporation (WNGBC) to offer both Radio and Television Services.
1.2 	STATEMENT OF THE PROBLEM
The study is carried understand how commercial is an integral part of a broadcasting media station, to ascertain the concept of commercials and how it aid effective profit maximization in Broadcast media houses.
Mass media cannot survive without the availability of commercials or advertisement to generate revenue for the running of the broadcast media Organization.
Therefore, for mass media industry especially broadcast organizations to make money and to survive in the long run, they must have constant sources or streams of revenue.
Also, it is identified that geographical location do affect the number and price of commercials they generate on a daily basis.
To state that commercial is an integral part of broadcast media. To ascertain the concept of “commercials” and how it aids effective profit maximization in media houses. To make it a known fact that “commercial” and media houses work hand in hand.
The essence of going into business by any business outfit is to make profit. Thus, for mass media organizations to make money and to survive in the long run, they must have constant sources or streams of revenue. Revenues come from sales, and the various categories of sales of a service or manufacturing firm are known as revenue streams.
The media and advertising are inseparable institutions with unique symbiotic relationship. The struggle of media survival in the history of mass media in Nigeria was dated to the earlier history of print media in Nigeria, the Lagos Weekly Record by John Jackson was able to survive until late 18th century in the midst of low patronage and stiff competition that characterized the earlier print media in Nigeria (Lawal, 2013).
Meanwhile, every organization has a hierarchy of people and job functions whether it is organic or intentional. For a business to operate efficiently and systematically, it needs a planned structure that fits the style, size and operations of the organization.
Radio service requires the efforts of many people working at various sections for the overall single objective of providing services that can hold listeners tight to the station and sustain it over a long period of time, one with the aim of providing peoples’ attention to advertisers, who need such to sell their product and two, to generate money to pay workers and increase the fortune of the owner of the station with the profit made. To achieve the above however requires that people should be work from different department under a correct knowledge (Ogunsola and Olayinka, 2021).
However, this division of labour creates specialists who need coordination. This coordination is facilitated by grouping specialists together in departments. In a radio station, which requires the collaboration of all. Activities can be grouped according to function (work being done) to pursue economies of scale by placing employees with shared skills and knowledge into departments for instance, many notable professionals apart from journalists and programmes producers have roles to play in a radio station. It is therefore not a surprise seeing different professionals like seasoned Human Resource Persons, Engineers, and Accountants performing their professional duties in a radio outfit.
Basically, there are six (6) different basic departments in most radio station which work hand in hand for the actualisation of the corporate objectives of radio station. Among the departments are the following: Administrative, Programmes, News, Marketing, Engineering and Finance. The different department in a radio station has these departments listed as follow;
1) The News and Current Affairs Department, 2) The Programmes Department, 3) Engineering Department, 4) Commercial Department, 5) Administrative Department and 6) Account Department
However, for the purpose of this paper, effort will be on marketing department in which generation of revenue is its responsibility. Hence, marketing department embarks on aggressive marketing drive that brings money to the station. It looks out for money on daily basis. Another function of this department is engaging most private organisations like hotels and airline operators in batter, where by their adverts will be aired, and the station can benefit from the services they provide (Ogunsola and Olayinka, 2021).
In short, this is the main base of a television revenue generation that bears the burden when the revenue drive diminishes. Seasoned marketing officers are the members of staff that perform the wonders in marking department. It is against this background that the study investigated the impact of advertisement revenue in sustaining the Nigeria mass media industry, using OSBC and Punch newspaper as case study.
1.3 	PURPOSE OF THE STUDY
The main purpose of this research is based on the following;
1. To identify the various means/ways which Broadcast media generate revenue.
2. To examine the role commercial play in Broadcast media.
3. To ascertain whether Broadcast media can survive without advertisement.
4. To know if geographical location of Broadcast media determines the increase in number of commercials and advertisers.
5. To examine commercial price of broadcast media station determine advertisers’ choice of media.

1.4 	RESEARCH QUESTIONS
1. Does commercial play important role in Broadcast media?
2. Of what significance is commercial in Broadcast media?
3. Can Broadcast media survive without commercial?
4. To what extent does geographical location of a Broadcast media stations determine the increase in number of commercials and advertisers?
5. Does commercial price of mass media determine advertisers’ choice of media?
1.5    Scope of the Study
The study which investigates the impact of advertisements in sustaining mass media industry has been narrowed in scope to Sobi F.M. The selection of Sobi was due to inadequate time, lack of fund and other considerable logistics.
Thus, the geographical scope of this study was within kwara state. Also, the demographic factors of the respondents will carefully study before the administration of research instruments such factors include: age, gender, academic level e.t.c.
1.5	 SIGNIFICANCE OF THE STUDY
This research work will enable journalists, mass communicants, newscasters, news editors and stakeholders to know Impact of Advertising in Sustaining the broadcast media Organization (A case study of Sobi F.M ). The research will serve as a useful guide to future researcher who will like to further the study.
1.6 	RESEARCH HYPOTHESIS
In order to direct the major activities for thus study in findings solution to the statement of problems, the followings hypothesis have been found relevant.
Hypothesis One
i. Customers bring advertisements to Sobi F.M
ii. Customers do not bring advertisement to Sobi F.M 
Hypothesis Two
i. Sobi F.M advertisement influence the customers and the advertising agencies/ customers 
ii. Sobi F.M advertisement do not influence the customers and the advertising agencies/ customers
1.7 	LIMITATION OF THE STUDY
This research work was affected by short age of funds and time. Insufficient fund and other logistical challenges do not allow for a larger geographically sparse target population. The depth of good and quality textbook also pose some negative effects. In spite of these problems, it is my belief that the research work is undertaken with sufficient thoroughness to ascertain its validity.
1.8 	DEFINITION OF TERMS
The following terms operationally defined in the course of this study to increase the understanding of people who may want to use them.
Commercials: – This refers to advertising, paid classified messages in newspapers, magazines, flyers, billboards and paid announcement over a radio or television to sell a product.
I. Commercial Broadcasting: – This is the broadcasting of television and radio programming by privately owned corporate media.
II. Commercial Broadcast: -This covers a wide spectrum of different communication methods such as television and radio
III. Broadcast Media: These are means of information dissemination to a wider audience such means is through radio, television, newspaper or magazine.
IV. Advertisement: – The creation of awareness about a product.
V. Broadcasting: – Broadcasting is the distribution of audio and video content to a disposed audience via any audio or visual means.
VI. Product: This can represent anything a consumer acquired or might acquire to let a perceived need. The need not necessarily need to be satisfactory. Some products might not satisfy their needs.















CHAPTER TWO
LITERATURE REVIEW
2.0.   INTRODUCTION
The role of advertising revenue in the sustainability of media organizations has been widely recognized across global and local academic discourses. In the contemporary media landscape, the relationship between income generation through advertising and the survival of media outlets has become increasingly important, especially within commercial and privately owned media establishments. Advertising is not merely a financial instrument but also a strategic tool that influences content, programming, audience engagement, and the overall direction of a media house. This is particularly true in environments where government subsidies are minimal and donor funding is either limited or absent. As media organizations strive to remain operational and competitive, advertising revenue has become a central pillar of sustainability, particularly for radio stations such as Sobi FM.
Media sustainability is a multifaceted concept that involves the ability of media institutions to operate independently, maintain financial solvency, deliver quality content, and respond effectively to the demands of their audiences over time. In a developing economy like Nigeria, where media organizations face numerous structural and financial challenges, sustainability is often threatened by irregular income flows, political interference, weak infrastructural support, and the volatile nature of media consumption habits. These challenges necessitate a dependable and robust revenue model, and advertising has emerged as the most viable and consistent option. However, the dependency on advertising raises concerns regarding media ethics, content quality, and editorial independence, particularly when advertisers attempt to influence content decisions in exchange for sponsorship.
This chapter comprehensively reviews existing literature on the relationship between advertising revenue and media sustainability. It begins with an exploration of key conceptual issues, including definitions and interpretations of advertising revenue and media sustainability from various scholarly perspectives. It also examines the commercialization of media and how economic pressures reshape editorial practices and content delivery, especially in radio broadcasting.
The chapter then proceeds to a discussion of theoretical underpinnings that guide this research. Two major theories—Political Economy of Media Theory and Agenda-Setting Theory—are employed to provide a deeper understanding of how financial structures and commercial imperatives shape media operations and public discourse. These theories offer insights into how media content is influenced by economic needs and how financial strength empowers media outlets to set societal agendas effectively.
Furthermore, the chapter reviews empirical studies conducted by other scholars within Nigeria and beyond. These studies provide evidence on how advertising contributes to, or sometimes undermines, media sustainability. Attention is also paid to the challenges media organizations face when they rely heavily on advertising, including ethical compromises and editorial bias. The literature identifies trends, patterns, and gaps that are critical for understanding the unique position of radio stations like Sobi FM, which operates in a competitive and commercially driven broadcasting landscape.
Importantly, this literature review contextualizes the current study within the broader field of media economics. It addresses the specific realities of the Nigerian media environment, particularly concerning regional media houses that operate outside the financial and political capitals. In doing so, it highlights the unique constraints and opportunities that define advertising and media sustainability in local radio stations, using Sobi FM as a reference point.
2.1.1. Concept of Advertising Revenue
Advertising revenue refers to the monetary inflow that media organizations receive in exchange for providing promotional platforms for products, services, ideas, events, and individuals. It represents a contractual relationship between the media and advertisers, whereby the former offers access to its audience in return for financial compensation. Advertising revenue can be derived from various forms of promotional content including, but not limited to, radio commercials, sponsored programs, live reads, event mentions, promotional jingles, product placements, and public service announcements funded by third parties. In the modern media environment, digital advertising formats such as banner ads, online radio streaming sponsorships, and podcast advertisements have further expanded the revenue potential for broadcast stations.
For radio stations like Sobi FM, advertising revenue forms the bedrock of operational sustainability. In Nigeria, where government funding for media is generally limited to public broadcasting outfits, private and community stations rely almost exclusively on advertising to cover costs associated with production, staffing, electricity, equipment maintenance, content acquisition, marketing, and general administration. This heavy reliance makes advertising not only a source of income but also a strategic necessity for day-to-day survival and long-term planning.
In practice, radio stations offer advertisers access to their listenership by selling airtime for targeted content. For instance, a company launching a new beverage may choose to sponsor a breakfast show with high listenership, ensuring that their message reaches consumers during peak listening hours. Similarly, politicians, NGOs, religious institutions, and educational service providers regularly buy airtime on Sobi FM to promote their initiatives and campaigns. The station, in return, receives payments that are either fixed or negotiated based on duration, time slot, audience reach, and frequency of exposure.
However, the implications of advertising revenue extend beyond financial inflow. It plays a significant role in determining programming content, scheduling preferences, and editorial policies. Media managers often prioritize programs that attract high audience ratings because such content is more appealing to advertisers. Consequently, there is a tendency to align programming decisions with advertiser preferences, sometimes at the expense of content diversity or public interest journalism. This commercial influence has the potential to reshape the station's editorial identity and reduce the volume of investigative or civic-minded content.
Moreover, the competitive nature of the advertising market in Nigeria means that stations like Sobi FM must consistently innovate and maintain audience loyalty to remain attractive to advertisers. Stations that fail to build a strong listener base or lose credibility with their audience may struggle to attract consistent advertising patronage. Thus, advertising revenue is closely tied to factors such as audience size, content quality, signal coverage, community engagement, and brand reputation.
In recent years, the advertising landscape has also been affected by economic volatility, inflation, and changes in consumer behavior. Many advertisers have reduced budgets, focused on short-term campaigns, or shifted towards digital platforms with trackable results. As a result, traditional radio stations must continuously adapt their advertising models to remain competitive. For Sobi FM, which operates in Ilorin and serves a diverse regional audience, this means leveraging its local relevance and cultural appeal to attract businesses seeking grassroots penetration.
2.1.2.  Concept of Media Sustainability
Media sustainability refers to the long-term ability of a media organization to operate efficiently, remain financially viable, uphold journalistic integrity, and fulfill its societal responsibilities in the face of changing economic, political, and technological conditions. It is a comprehensive concept that combines financial independence, operational stability, editorial freedom, and public trust. For any media outlet to be deemed sustainable, it must consistently generate the resources required to support its workforce, upgrade equipment, expand audience reach, and maintain content quality—without depending excessively on unstable funding sources or compromising ethical standards.
In developing nations such as Nigeria, media sustainability presents unique challenges and contradictions. The sector is plagued by persistent financial difficulties stemming from a fragile economy, fluctuating advertising revenues, inflation, and limited access to development funding. Unlike in developed countries where public broadcasting institutions often receive significant state subsidies or donor funding, Nigerian media outlets—particularly private radio stations like Sobi FM—must navigate a highly competitive market with minimal institutional support. They must fund their operations primarily through advertising revenue, sponsored programming, and occasional partnership grants, making financial independence both a goal and a continuous struggle.
A sustainable media organization should be able to support its human capital by offering competitive salaries, training opportunities, and professional development programs that ensure retention and editorial excellence. Unfortunately, many Nigerian media houses operate under conditions of precarious employment, low remuneration, and high staff turnover due to financial instability. This negatively affects content quality, staff morale, and audience loyalty. For a station like Sobi FM to achieve sustainability, it must prioritize staff welfare and capacity-building while ensuring that financial pressures do not lead to a compromise in content standards or journalistic independence.
Technologically, media sustainability also involves the ability to invest in and adapt to new digital tools, platforms, and production techniques. With the rapid migration of audiences to online and mobile platforms, traditional radio stations face growing pressure to expand their digital footprint. Sobi FM, to remain sustainable in the current media ecosystem, must be proactive in embracing digital streaming, interactive audience platforms, social media engagement, and mobile-friendly content delivery. These innovations not only enhance accessibility and audience engagement but also create new streams of revenue through digital advertising and sponsored content partnerships.
Moreover, sustainability has a social and ethical dimension. A media outlet must serve the public interest by promoting civic engagement, cultural values, education, and democratic accountability. This responsibility is often threatened when financial survival depends heavily on commercial advertisers who may attempt to influence editorial content. For Sobi FM, striking a balance between commercial interests and public service broadcasting is crucial. The station must ensure that its content reflects the needs and voices of the community it serves—particularly in Ilorin and the wider Kwara State—while maintaining financial health.
Political interference is another barrier to media sustainability in Nigeria. Media organizations that report critically on powerful interests may face regulatory harassment, denial of advertising contracts, or informal censorship. To withstand such pressures, a sustainable media house needs legal protection, institutional independence, and the resilience to defend its editorial autonomy. Sobi FM, as a regional radio station with a growing influence, must cultivate transparency, audience trust, and strong legal safeguards to maintain operational freedom and integrity.
In conclusion, media sustainability is a multifaceted concept that demands a delicate balance between financial strength, technological adaptability, staff welfare, ethical journalism, and community relevance. For Sobi FM, this means building a resilient operational model that not only generates stable advertising revenue but also reinvests in content quality, innovation, and public service. Only by addressing these interconnected dimensions can the station ensure long-term survival and impact in Nigeria’s challenging but evolving media environment.
2.1.3.  Concept of Advertising
Advertising can be defined as a strategic, paid, and non-personal form of communication designed to inform, persuade, and influence the behavior of a target audience toward the purchase, use, or support of products, services, ideas, or causes. It is typically disseminated through mass media channels such as radio, television, newspapers, magazines, social media, websites, outdoor billboards, and mobile platforms. Advertising plays a crucial role in marketing and communication strategies by connecting businesses and organizations with potential customers or supporters.
In the context of media and broadcasting, advertising is not only a promotional tool but also an economic lifeline. For media organizations—especially radio stations like Sobi FM—advertising serves as the primary and most reliable source of income. This income supports a wide range of activities including program development, staff salaries, electricity bills, equipment maintenance, licensing fees, marketing, and other operational costs.
Advertising within the media can take multiple forms:
· Commercial advertisements promoting products and services by businesses;
· Political advertisements during election periods aimed at boosting candidates’ popularity;
· Sponsored programs, where an entire show is paid for and branded by a particular company;
· Public service announcements that may be funded by government or NGOs to educate the public;
· Event sponsorships, where a brand underwrites the cost of a media event for promotional visibility;
· Branded content, where marketing messages are subtly integrated into entertainment or informative segments.
Each of these advertising forms provides revenue to the media outlet while offering visibility and reach to advertisers. Importantly, advertising is a market-driven activity—media organizations must consistently demonstrate audience engagement, credibility, and content appeal to attract advertisers. The size, demographics, and loyalty of a media outlet’s audience determine how much it can charge for airtime or sponsorships.
For Sobi FM, which operates in Ilorin, Kwara State, maintaining a competitive edge in the advertising market requires both programming excellence and audience targeting. The station must ensure that it attracts and retains a sizeable audience that is valuable to advertisers. Consequently, advertising drives innovation and competition in programming, prompting media outlets to tailor their content to attract more listeners and, by extension, more advertisers.
However, it is important to note that while advertising provides a steady income, it can also exert influence over content and editorial decisions. Media organizations that are heavily reliant on advertising may face pressure to prioritize the interests of advertisers, sometimes at the expense of public interest or journalistic integrity. This tension becomes more pronounced when revenue from advertising is unstable or insufficient, pushing media outlets to compromise on ethical standards to secure funding.
2.1.4.  Concept of Commercialization of Media
Commercialization of media refers to the process whereby media organizations increasingly operate as profit-driven enterprises, placing economic gains and business interests at the center of their operations. In this context, media content and programming decisions are influenced not solely by journalistic or public service considerations but also by the financial implications of such decisions. As media houses compete for advertising dollars and market share, they adopt business models that emphasize audience ratings, advertiser satisfaction, and revenue optimization. While this shift toward a commercial orientation has brought about increased innovation, efficiency, and competitiveness in the media industry, it also raises fundamental concerns about the integrity and social responsibility of journalism.
In the Nigerian context, commercialization has become the prevailing model for media survival, particularly for private radio and television stations. The decline of government subsidies, the deregulation of the broadcast sector, and the expansion of private ownership in the 1990s ushered in a new era of commercially driven media operations. With limited access to public funding and grants, media organizations such as Sobi FM have had to rely heavily on advertising, sponsorship, and paid programming to finance their activities. This economic imperative compels many media houses to prioritize content that attracts advertisers—such as entertainment shows, celebrity gossip, and politically neutral programming—over hard-hitting investigative journalism or socially responsible content that might not generate revenue.
While commercialization has introduced significant benefits, such as improved content packaging, audience-centric programming, and technological advancement, it also presents critical drawbacks. One major concern is the erosion of editorial independence. When advertisers wield financial influence over content decisions, media organizations may self-censor, avoid controversial topics, or provide favorable coverage to influential sponsors. In such cases, the media shifts from being a watchdog of society to a mouthpiece for commercial or political interests. For instance, a station like Sobi FM may find itself in a dilemma if a major advertiser is involved in a public scandal that requires journalistic scrutiny. Fear of losing advertising contracts might prevent the station from reporting the story objectively, thus compromising its credibility and role in promoting accountability.
Additionally, commercialization often leads to the commodification of news, where stories are selected and shaped based on their market appeal rather than their informational value. This trend can result in the marginalization of critical but non-profitable issues such as education, health, rural development, or minority rights. Instead, content may be sensationalized or ‘tabloidized’ to attract attention and advertising revenue. This shift not only distorts the media's agenda-setting role but also contributes to a poorly informed public.
However, it would be simplistic to view commercialization solely in negative terms. When managed ethically, commercialization can drive media innovation and sustainability. It encourages professionalism, strategic marketing, audience research, and content diversification. Stations like Sobi FM have leveraged commercialization to develop niche programming, expand their brand visibility, and attract partnerships that support community initiatives. Through sponsored educational programs, health awareness campaigns, and local business advertising, the station can balance profit motives with public interest objectives.
The key, therefore, lies in achieving a balanced commercial model—one that generates sufficient revenue without undermining journalistic integrity or public trust. Regulatory bodies such as the National Broadcasting Commission (NBC) have a role to play in ensuring that commercialization does not erode the social function of the media. Furthermore, internal editorial policies, ethical training for journalists, and corporate governance mechanisms must be instituted to mitigate the negative effects of commercial pressure.
In conclusion, commercialization is an inevitable feature of modern media practice, especially in market-driven environments like Nigeria. For a station like Sobi FM, navigating the tension between commercial viability and social responsibility requires strategic planning, ethical commitment, and regulatory oversight. While commercialization can sustain operations and enhance growth, it must be carefully managed to ensure that the core mission of the media—to inform, educate, and empower the public—is not sacrificed at the altar of profit.
2.1.5. Relationship between Advertising and Media Operations
Advertising plays a pivotal role in sustaining the daily operations of media organizations. It is the financial backbone that supports virtually every functional aspect of media production and dissemination. In the broadcasting industry, including radio stations like Sobi FM, advertising revenue is used to fund core operational areas such as staffing, program production, content acquisition, equipment purchases and maintenance, marketing, and administrative functions.
Without advertising income, most media organizations would struggle to survive, particularly in environments where government funding is limited or unreliable, and where alternative income streams like subscriptions or donations are minimal. Advertising provides media houses with the liquidity needed to plan and execute their activities, invest in new technologies, and expand audience reach.
Specifically, the relationship between advertising and media operations can be understood in the following ways:
1. Human Resource Support: Salaries and professional development of media staff—including journalists, producers, presenters, and technicians—are often financed primarily through advertising income. Well-paid and motivated staff are essential for maintaining high-quality broadcasting and for attracting audiences, which in turn appeals to advertisers.
2. Content Production and Programming: Quality programming, including news, talk shows, entertainment, and educational content, requires significant financial investment. Advertising funds enable media organizations to create engaging and diverse content that meets audience expectations and retains listener loyalty.
3. Technological Infrastructure: Broadcasting involves the use of expensive equipment and technologies, such as transmitters, recording tools, editing software, and studio facilities. Advertising income allows media outlets to maintain and upgrade this infrastructure, ensuring consistent and high-quality transmission.
4. Innovation and Competitiveness: Media organizations in competitive markets like Nigeria must constantly innovate to maintain relevance. Advertising revenue fuels the experimentation with new content formats, audience interaction tools, and multi-platform broadcasting strategies that enhance competitiveness.
5. Operational Continuity: A stable and consistent inflow of advertising revenue ensures that day-to-day activities such as electricity supply, internet access, logistics, licensing fees, and office supplies are taken care of without interruption.
Despite these advantages, the strong reliance on advertising introduces significant challenges, particularly around editorial independence and content integrity. The need to attract and retain advertisers may pressure media outlets to produce content that aligns with commercial interests rather than the public good. For instance:
· Media houses may avoid airing controversial topics that might offend advertisers.
· News coverage might be skewed to favor political or corporate sponsors.
· Sensationalism may be encouraged to boost ratings and appeal to advertisers, often at the expense of factual reporting.
This dynamic creates a tension between the media’s commercial goals and its public service mission. While advertising is essential for financial survival, it must be managed carefully to prevent undue influence over editorial choices. Media organizations must strike a balance between generating revenue and upholding journalistic values such as objectivity, fairness, and accountability.
In the case of Sobi FM, navigating this relationship is especially critical. As a regional broadcaster, the station depends heavily on advertising income but also has a responsibility to serve the local community with truthful and relevant information. The station’s ability to maintain this balance determines not only its sustainability but also its credibility and trust among its audience.
In conclusion, advertising is both an enabler and a potential disruptor of media operations. While it provides the financial resources necessary for survival and innovation, unchecked dependence on advertising can compromise editorial integrity and weaken the media’s role as a watchdog in society. A sustainable media model, therefore, requires diversified revenue streams, ethical advertising policies, and a commitment to public interest journalism.
2.1.6.  Advertising Revenue in Nigerian Broadcasting
In the Nigerian media landscape, advertising revenue serves as the financial lifeline for the vast majority of broadcast media organizations. Both privately-owned and commercial media outlets rely heavily on income from advertisements to sustain operations, invest in technological upgrades, and maintain workforce productivity. Although government-owned media establishments may receive annual budgetary allocations or subsidies, these funds are often insufficient, prompting them to actively seek advertising partnerships to close budgetary gaps.
For regional stations like Sobi FM in Ilorin, Kwara State, advertising is more than just an income source—it is the cornerstone of their survival, growth, and competitiveness. With limited access to alternative funding streams such as grants, subscriptions, or donor support, advertising revenue dictates the scale, quality, and consistency of programming. Stations must constantly engage advertisers and demonstrate audience engagement metrics to secure a share of the often-volatile advertising market.
The structure of the Nigerian advertising ecosystem is influenced by several interrelated factors:
1. Economic Conditions: The health of the national economy plays a major role in determining advertising spending. During periods of inflation, currency devaluation, or recession, businesses often cut back on advertising budgets, which directly impacts revenue for media organizations. This economic unpredictability makes long-term planning difficult for smaller stations like Sobi FM.
2. Audience Size and Market Penetration: Advertisers are attracted to media platforms with large, consistent, and demographically valuable audiences. Therefore, media houses with wider reach and established listener bases tend to command higher advertising rates. Stations with limited transmission power or regional appeal may struggle to attract high-paying clients.
3. Credibility and Content Quality: Media credibility is crucial in the advertising value chain. Advertisers want to associate with reputable, trusted platforms that deliver quality content. Stations plagued by misinformation, unprofessional conduct, or regulatory infractions may find it difficult to attract or retain advertisers.
4. Political and Regulatory Climate: The Nigerian advertising space is regulated by bodies such as the Advertising Regulatory Council of Nigeria (ARCON) and the National Broadcasting Commission (NBC). These institutions establish the ethical, operational, and legal frameworks for advertising content. Frequent policy shifts, censorship, and licensing issues can create operational uncertainties, especially for stations with limited legal or financial capacity to adapt.
5. Payment Delays and Defaults: Another challenge in the Nigerian advertising sector is the inconsistency in payments from advertisers. Media organizations often face delays or outright non-payment from clients, particularly during election seasons or after promotional campaigns. This irregularity disrupts cash flow and can affect the timely execution of operational responsibilities.
6. Urban vs. Rural Bias: There is a marked preference among advertisers to place their ads in urban-centric media, as these are perceived to have higher economic value and more "sophisticated" audiences. This biases advertising revenue towards national or metropolitan stations, leaving regional broadcasters like Sobi FM to compete for a limited pool of local advertisers.
7. Digital Competition: With the rise of digital media platforms and social media influencers, traditional broadcasting stations are facing growing competition for advertising budgets. Businesses are increasingly diverting their ad spend to online platforms due to their targeted reach and real-time analytics, reducing the share available to conventional broadcasters.
Despite these challenges, stations like Sobi FM continue to explore innovative strategies to remain competitive in the advertising market. These include building strong community ties, leveraging localized content to attract region-specific advertisers, offering bundled promotional packages, and expanding their digital presence to complement on-air programming.
In conclusion, advertising revenue is both a lifeline and a limitation for Nigerian broadcasters. It enables operations and growth but also exposes stations to financial instability and editorial compromises. For regional broadcasters like Sobi FM, achieving media sustainability means not just attracting advertisements but also managing them strategically in a fluctuating economic and regulatory environment. Understanding the complex nature of advertising in Nigeria is essential for evaluating the sustainability prospects of such stations in the modern media landscape.
2.1.7 Operational Challenges in Revenue Generation
Despite being a central pillar of financial support for media organizations, advertising revenue is neither guaranteed nor always adequate. In the case of local and regional broadcasters like Sobi FM, the task of generating consistent advertising income is compounded by a variety of economic, technological, and institutional challenges. These operational hurdles have a direct impact on the station's sustainability, influencing everything from staffing to programming quality, audience engagement, and infrastructural development.
Below are key operational challenges that hinder consistent revenue generation:
1. Economic Downturns and Inflation
Nigeria's macroeconomic instability, characterized by frequent inflation, foreign exchange volatility, and periodic recessions, exerts pressure on businesses and reduces overall advertising budgets. During such downturns, companies prioritize core expenses over marketing and advertising, leading to a sharp decline in media ad spending. For stations like Sobi FM that rely heavily on local businesses, this reduction can significantly impact monthly income and disrupt operational planning.
2. Late or Non-payment by Advertisers
One of the most pressing issues faced by media houses in Nigeria is delayed or defaulted payments by advertisers. Some clients engage media outlets for campaigns and promotions but fail to fulfill their financial obligations in a timely manner—or at all. These irregularities in cash flow make it difficult for media stations to pay staff, maintain equipment, and meet recurring operational costs. Without an effective legal or enforcement mechanism to ensure advertiser compliance, smaller stations bear the brunt of financial instability.
3. Outdated or Inadequate Broadcasting Equipment
Modern advertisers expect high-quality audio production, real-time transmission, and multi-platform media presence. However, many regional stations like Sobi FM often operate with outdated equipment and limited technological infrastructure due to capital constraints. This diminishes their competitiveness and appeal to advertisers seeking premium exposure and wide audience reach. The inability to broadcast in high definition or stream online, for instance, can result in lost advertising opportunities.
4. Weak Marketing and Sales Strategies
In many cases, media houses struggle with inefficient marketing and poor client relationship management. The absence of a dedicated and skilled advertising sales team limits the station’s ability to identify potential advertisers, negotiate favorable contracts, and retain clients. Moreover, many small stations fail to provide creative advertising solutions or tailor-made packages that appeal to diverse advertisers. This results in a narrow client base and low renewal rates, further destabilizing revenue streams.
5. Inadequate Audience Measurement Tools
Advertisers rely on credible audience metrics to determine the value of advertising on a given platform. Unfortunately, most regional stations lack access to reliable audience measurement tools or surveys that can validate their reach and influence. In the absence of data, it becomes difficult to justify pricing for advertisement slots, thereby weakening the station's negotiating position. This challenge also discourages larger advertisers who prefer media platforms with verifiable analytics.
6. High Operational Costs
Running a radio station entails considerable costs—electricity, licensing fees, salaries, technical maintenance, content acquisition, and security. When advertising revenue falls short, these essential expenses become difficult to manage, resulting in service disruptions or compromised quality. For smaller stations like Sobi FM, high operational costs without corresponding income often lead to underinvestment in critical areas such as staff training or program development.
7. Regulatory Barriers
Regulatory bodies such as the National Broadcasting Commission (NBC) often impose fees, fines, and content restrictions that can affect operational stability. Navigating these regulatory demands requires financial and legal resources that may not be readily available to smaller stations. Additionally, abrupt policy changes regarding permissible content or broadcast standards may interfere with advertising partnerships. 
2.1.8 Summary of Conceptual Framework
The conceptual framework developed in this study underscores the intricate and often contradictory relationship between advertising revenue and media sustainability. It highlights that while advertising revenue is an indispensable financial resource for media organizations—enabling them to fund operations, maintain infrastructure, pay staff, and invest in technological upgrades—it also introduces a complex set of challenges that can undermine editorial autonomy and compromise content quality.
For a radio station like Sobi FM, advertising revenue serves as the financial backbone that supports day-to-day activities and long-term strategic development. Without consistent inflows from advertising, the station would struggle to meet operational costs, maintain equipment, or compete effectively within the saturated Nigerian broadcasting space. Moreover, advertising enables content diversity and innovation, as financial freedom allows media houses to explore new programming formats and invest in audience engagement tools.
However, the same reliance on advertising can lead to editorial vulnerability. Media organizations that depend too heavily on advertisers may feel compelled to shape or censor content to satisfy sponsors’ interests. This tendency can erode public trust and diminish the credibility of media as an impartial platform for news, education, and entertainment. In extreme cases, advertisers may dictate editorial direction, suppress unfavorable stories, or promote biased narratives—all of which jeopardize journalistic integrity and the watchdog role of the media.
Furthermore, the Nigerian media environment, particularly for regional broadcasters like Sobi FM, presents its own set of structural and economic hurdles. Factors such as unstable economic conditions, lack of modern broadcasting tools, ineffective marketing strategies, and inadequate audience analytics make it difficult for smaller stations to attract and retain lucrative advertising contracts. Regulatory constraints and delayed advertiser payments also contribute to financial uncertainty.
Within this context, the balance between commercial viability and public service becomes a central theme in the framework. While financial health is essential for survival, Sobi FM must also uphold its responsibility to provide accurate, unbiased, and socially responsible content. This dual obligation places media managers in a delicate position, requiring strategic decisions that both attract revenue and preserve institutional values.
In essence, this conceptual framework guides the inquiry into how Sobi FM navigates the tension between profit-driven imperatives and its core mission as a community broadcaster. It helps frame key questions about content choices, revenue diversification strategies, advertiser influence, and operational sustainability. The framework also serves as a lens for evaluating the broader implications of advertising dependence on media ethics, professionalism, and long-term viability in Nigeria's dynamic media landscape.
2.2.  Theoretical Framework 
The theoretical framework of a research study provides the foundation upon which the study is built. It offers a set of guiding principles that help explain the phenomena under investigation and interpret the relationship among key variables. For this study, which investigates the impact of advertising revenue on media sustainability, two prominent theories are adopted: the Political Economy of Media Theory and the Agenda Setting Theory. These theories offer both economic and communicative perspectives essential to understanding the dynamics between advertising, media operations, and public influence.
2.2.1 Political Economy of Media Theory
The Political Economy of Media Theory examines how media systems and content are shaped by structural and economic forces, particularly ownership, market competition, and revenue generation strategies. This theory suggests that media organizations do not operate in isolation but are deeply embedded within larger political and economic contexts that influence their decision-making processes and editorial orientations.
According to scholars like Vincent Mosco (1996), the political economy approach to media emphasizes the role of capital accumulation, corporate control, and market forces in determining the direction and function of media. In this view, media sustainability is not merely a function of audience loyalty or journalistic quality, but a consequence of economic survival mechanisms, including advertising, sponsorship, and corporate partnerships. This theory becomes particularly relevant in regions such as Nigeria, where public funding for media institutions is limited or in
consistent, forcing many media outlets to rely heavily on commercial advertising.
In the case of Sobi FM, a private radio station in Kwara State, the principles of the political economy of media are clearly observable. The station’s ability to maintain its workforce, upgrade its technology, and deliver quality programming is closely tied to its capacity to attract and retain advertisers. Advertising not only sustains operational costs but also determines, to a large extent, the type of content that gets produced and broadcast. For instance, programs that attract high listenership and are likely to be sponsored receive more airtime, while socially beneficial but less commercially attractive programs may be sidelined. This dynamic highlights how economic imperatives can shape media output and raise questions about content diversity and public service obligations.
Moreover, the political economy perspective helps to explain the vulnerabilities media houses face when advertising revenues dwindle—particularly during economic recessions, election cycles, or periods of regulatory crackdowns. When advertising revenue decreases, media organizations may be forced to downsize, reduce programming quality, or compromise editorial independence in pursuit of new revenue streams. Thus, this theory provides a comprehensive lens for evaluating the financial dependencies and structural pressures affecting media sustainability in Nigeria.
2.2.2. Agenda Setting Theory
The Agenda Setting Theory, first articulated by Maxwell McCombs and Donald Shaw in 1972, posits that the media plays a crucial role in shaping public discourse by determining the issues that receive prominence in public consciousness. The theory suggests that while the media may not always influence what audiences think, it significantly influences what they think about by emphasizing specific topics, stories, and events.
This theory becomes relevant to the study of advertising revenue because advertisers strategically use media platforms to influence the public agenda in their favor. Through frequent repetition, prime-time placement, and persuasive messaging, advertisers can direct audience attention toward particular products, services, or social issues. Consequently, a media outlet that enjoys steady advertising income is not only financially secure but also more capable of producing and disseminating wide-reaching content that sets public agendas.
In the context of Sobi FM, the Agenda Setting Theory provides insight into how advertising content can shape programming and, by extension, public perception. Advertisers may sponsor specific shows or segments that align with their brand image, thereby gaining control over the narratives and themes that dominate public discourse. For example, a political campaign might sponsor a news commentary segment to influence public opinion, or a corporate sponsor might fund a health awareness program that subtly promotes its pharmaceutical products.
Furthermore, the theory also highlights how media houses with robust advertising revenues are better equipped to amplify their agenda-setting power. They can afford to invest in investigative journalism, on-ground reporting, high-quality production, and digital dissemination—all of which expand their reach and impact. Therefore, media organizations like Sobi FM that successfully leverage advertising revenue are more likely to shape community conversations and policy dialogues within their coverage area.
In summary, both the Political Economy of Media Theory and the Agenda Setting Theory offer critical lenses for analyzing the role of advertising in media sustainability. While the former explains the structural and economic constraints shaping media operations, the latter highlights the communicative power that well-funded media outlets wield in shaping societal narratives. Together, these theories form a robust framework for evaluating the relationship between advertising revenue and media sustainability in the Nigerian broadcasting landscape, using Sobi FM as a case in point.
2.3.  Empirical Review
The empirical review section presents a synthesis of previous studies and scholarly investigations that are relevant to the subject of advertising revenue and media sustainability. This section critically examines findings from local and international research, highlighting key patterns, methodological approaches, and identified gaps that inform the current study. The goal is to provide a contextual understanding of how advertising revenue contributes to the operational viability and long-term sustainability of media organizations, with a focus on its implications for radio stations like Sobi FM in Nigeria.
Uche (1989) in one of the earliest comprehensive studies on media economics in Nigeria, observed that most privately-owned media outlets are largely dependent on advertising income for survival. His research, which analyzed both print and broadcast media, concluded that financial self-sufficiency in the Nigerian media space is largely driven by commercial advertisements, owing to the inconsistent nature of government support. This finding remains relevant today, as media houses struggle to navigate the complexities of funding in a market-driven economy.
In a more recent study, Ojebuyi and Fadeyibi (2017) explored the influence of advertising revenue on news framing in Nigerian newspapers. Their work revealed that a strong reliance on advertising may compromise editorial integrity, as media organizations tend to prioritize advertisers’ interests over public accountability. Though this study focused on print media, its implications resonate in broadcast environments, especially radio stations that operate in competitive commercial landscapes like Kwara State. It implies that while advertising revenue sustains operations, it may also steer content away from objective journalism if not managed with strict ethical guidelines.
Similarly, Elebute (2020) conducted a study on the sustainability of private broadcasting stations in Southwest Nigeria. The research found that advertising constituted over 70% of the revenue base of most stations surveyed. The study identified that stations with higher advertising revenue were better equipped with technical infrastructure, more stable staffing, and broader audience reach. However, it also noted that such dependence on advertising can create pressure to compromise content quality for popularity. Elebute emphasized the need for media houses to diversify their revenue streams to reduce overdependence on advertising.
Olawale and Adeyemi (2021) in their study titled “Commercial Pressure and Media Ethics in Nigeria”, highlighted how the struggle for advertising revenue influences programming decisions. They reported that many media outlets avoid broadcasting content that may offend potential advertisers, particularly politically connected sponsors. In the case of Sobi FM, such concerns are crucial, considering its strategic role in the socio-political landscape of Kwara State. This empirical insight supports the argument that while advertising revenue contributes positively to sustainability, it can also pose ethical dilemmas and editorial challenges.
On the international front, Picard (2002) in his influential work “The Economics and Financing of Media Companies” argued that sustainable media systems in capitalist economies must strike a balance between market demands and public service responsibilities. He noted that advertising remains a cornerstone of media revenue globally, especially for private outlets. However, the over-commercialization of media can erode public trust and lead to content homogenization. These observations align with the Nigerian experience, where commercial imperatives often drive programming decisions at the expense of diversity and inclusivity.
Furthermore, Mbazie (2018) studied the role of advertising in sustaining community radio stations in rural Nigeria. His research showed that localized advertising from small and medium enterprises (SMEs) significantly contributes to operational costs. The study also found that stations that built strong relationships with local businesses were more resilient during periods of national economic downturn. For Sobi FM, which serves both urban and peri-urban audiences in Ilorin and surrounding areas, this model of community-level advertising could serve as a viable strategy for sustainability.
Despite the wealth of studies on media financing and advertising, a gap remains in empirical literature specifically focused on radio stations in North-Central Nigeria. Most available studies concentrate on the southern or national contexts, leaving limited insight into the unique challenges and strategies of stations like Sobi FM. Additionally, few studies combine both the financial and ethical dimensions of advertising-driven sustainability, especially within the radio sub-sector. This current research seeks to fill this gap by offering a case-specific analysis that considers both the benefits and implications of advertising revenue on the sustainable operation of Sobi FM.
In summary, empirical evidence supports the notion that advertising revenue is central to the sustainability of media houses in Nigeria. However, it also reveals significant concerns about editorial independence, content integrity, and long-term viability. These concerns provide a strong justification for the current research, which aims to examine how Sobi FM navigates these realities in its quest for financial stability and public service delivery.









CHAPTER THREE
RESEARCH METHODOLOGY
3.1 Introduction
This chapter outlines the systematic approach adopted in carrying out this study on the impact of advertising revenue on media sustainability, using Sobi FM in Ilorin, Kwara State, as a case study. It describes the research design, population of the study, sample size and sampling techniques, methods of data collection, research instruments, validity and reliability of the instruments, and methods of data analysis. The aim is to ensure a rigorous and reliable methodological framework that can effectively address the research objectives and questions.
3.2 Research Design
This study adopts a descriptive survey research design. The design was considered appropriate because it enables the researcher to gather, analyze, and interpret data from a specific population to determine the present condition of phenomena. The use of this design facilitates the collection of quantitative data to assess how advertising revenue affects the sustainability of Sobi FM’s operations in terms of financing, staffing, programming, and content delivery.
3.3 Population of the Study
The population of the study comprises all staff members of Sobi FM, Ilorin, including management personnel, advertising department staff, newsroom staff, and technical/operational staff. As a media organization that actively engages in advertising and commercial broadcasting, these individuals are considered knowledgeable about the station’s revenue streams and sustainability efforts.
3.4 Sample Size and Sampling Technique
Given the moderate size of the population at Sobi FM, a purposive sampling technique is employed to select respondents who are directly involved in or knowledgeable about the station’s advertising operations and revenue management. The sample size includes 30 staff members, comprising personnel from the management, marketing, production, and editorial departments. This method ensures that only individuals with relevant insights into the station’s revenue structure are included, thus enhancing the quality of data collected.
3.5 Research Instrument
The primary research instrument used for this study is a structured questionnaire. The questionnaire is divided into sections covering demographic information, advertising revenue sources, media sustainability indicators, and the perceived effects of advertising on operational efficiency and editorial practices. Most of the items are designed using a Likert scale format, allowing for the measurement of attitudes and perceptions. 
3.6 Method of Data Collection
Data for the study was collected through the administration of printed questionnaires to selected staff members at Sobi FM. In addition, semi-structured interviews were conducted with three senior officials in the advertising and management departments to gain deeper insights into revenue flow, sponsorship trends, and the sustainability challenges faced by the station. Before data collection, formal approval was obtained from the management of Sobi FM, and the purpose of the research was clearly explained to all respondents.
3.7 Validity and Reliability of Instrument
To ensure validity, the questionnaire was subjected to expert review by two lecturers in the Department of Mass Communication, who assessed the items for clarity, relevance, and alignment with the study objectives. Their feedback was incorporated into the final version. For reliability, a pilot study was conducted using five staff members from another radio station in Ilorin (not Sobi FM) to test the consistency of the instrument. The reliability coefficient calculated using the Cronbach Alpha method was found to be 0.82, indicating a high level of reliability.
3.8 Method of Data Analysis
Data collected through the questionnaires were analyzed using descriptive statistics, including frequency tables, percentages, and mean scores, to present the results. Data from interviews were transcribed and analyzed thematically to identify recurring themes and patterns related to advertising revenue and media sustainability. The integration of both quantitative and qualitative analysis ensures a more comprehensive understanding of the research problem.

CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0. INTRODUCTION
The study sets out to analyze the impact of advertising revenue on media sustainability on Sobi Fm, Ilorin
To carry out the study, 100 people working  in Sobi Fm, Ilorin  Kwara state were sampled randomly and a questionnaire containing relevant questions were administered by the researchers to acquire usable data. 
This chapter deals with the analysis of data obtained from the field work through the questionnaire.
Each question on the questionnaire would be presented in separate tables and analyzed for easy comprehension.
4.1.  DATA PRESENTATION
DEMOGRAPHIC DISTRIBUTION
Table 1: Distribution of respondents by Gender.
	Gender
	No of respondents
	Percentage (%)

	Male
	65
	65%

	Female
	35
	35%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 65 respondents representing (65%) are males while 35 of them representing (35%) are females.
Table 2: Age range of Respondents
	Age
	No of respondents
	Percentage (%)

	26-30years
	43
	43%

	21-25years
	44
	44%

	16-20years
	9
	9%

	31 and above
	4
	4%

	Total 
	100
	100%


Source: Field work (2025)
The above table show the distribution of the respondents by age. It states that 43 respondents representing (43%) are within the age range of 26-30years, 44 respondents representing (44%) are within the age range of 21-25, 9 respondents representing (9%) are within the age range of 16-20yearswhile 4 respondents representing (4%) are within age range of 31 and above.
Table 3: Distribution of respondents by Marital status
	Marital Status
	No of respondents
	Percentage (%)

	Single
	85
	85%

	Married
	15
	15%

	Total
	100
	100%


Source: Field work (2025)
The above table show the distribution of respondents by marital status. It states that 85 (85%) are single and 15 respondents (15%) are married.
Table 4: Distribution of respondents by Educational Qualification.
	Educational Qualification
	No of respondents
	Percentage (%)

	O’ Level
	5
	5%

	NCE/ND
	19
	19%

	HND/BSc
	67
	67%

	Post Degree
	9
	9%

	Total
	100
	100%


Source: Field work (2025)
The above table show the distribution of respondents by educational qualification.  5 respondents representing (5%) are O’ level holders, 19 respondents representing (19%) are ND/NCE holders, 67 respondents (67%) are HND/BSc holders while 9 respondents representing (9%) are post degree holders.
Table 5: Distribution of respondents Position/Role
	Position/Role
	No of respondents
	Percentage (%)

	Management
	78
	78%

	Senior Staff
	8
	8%

	Junior Staff
	14
	14%

	Intern/Contract Staff
	0
	0

	Total
	100
	100%


Source: Field work (2025)
The above table show the distribution of respondents by Position/Role. 78 respondents representing 78% are Management, 8 respondents representing 8% are Senior Staffand 14 respondents representing 14% are Junior Staff
Table 6: Distribution of respondents by work experience in Sobi FM
	Work experience in Sobi FM
	No of respondents
	Percentage (%)

	4–6 years
	69
	69%

	1–3 years
	25
	25%

	Less than 1 year
	6
	6%

	Total
	100
	100%


Source: Field work (2025)
The above table show the distribution of respondents by work experience in Sobi FM.  69 respondents representing 69% are4–6 years, 25 respondents representing 25% are 1–3 yearsand 6respondents representing 6% are Less than 1 year
 PRESENTATION OF RESULT
The results discussed below are based on the analysis of the One hundred copies of questionnaire completed and returned by the respondents. The number of the questionnaire also helped in the quick analysis of the data collected. 
The analysis was done by treating each question based on the research questions. The table-by-table responses were coded as for the responses, and based on that, the rate of return was calculated for easy understanding.
Table 7: Sobi FM generates a significant portion of its income through advertising.	
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	22
	22%

	Agree
	63
	63%

	Neutral
	3
	3%

	Disagree
	7
	7%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 22 respondents representing 22% strongly agree that Sobi FM generates a significant portion of its income through advertising.63 respondents representing 63% agree, 7 respondents representing 7% disagree and 5 respondents representing 5% strongly disagree while 3 respondents representing 3% are Neutral.
Table 8: Corporate organizations are the main advertisers on Sobi FM
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	52
	52%

	Agree
	28
	28%

	Neutral
	2
	2%

	Disagree
	10
	10%

	Strongly Disagree
	8
	8%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 52 respondents representing 52% strongly agree that corporate organizations are the main advertisers on Sobi FMIlorin, Kwara State. 28 respondents representing 28% agree, 10 respondents representing 10% disagree and 8 respondents representing 8% strongly disagree while 2 respondents representing 2% are Neutral.
Table 9:Political advertising during election seasons significantly boosts Sobi FM’s revenue.
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	39
	39%

	Agree
	42
	42%

	Neutral
	5
	5%

	Disagree
	6
	6%

	Strongly Disagree
	8
	8%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 39 respondents, representing 39%, strongly agree that Political advertising during election seasons significantly boosts Sobi FM’s revenue. 42 respondents representing 42% agree, 6 respondents representing 6% disagree, and 8 respondents representing 8% strongly disagree, while 5 respondents representing 5% are Neutral.
Table 10: Sobi FM has a structured system for attracting and retaining advertisers.
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	31
	31%

	Agree
	49
	49%

	Neutral
	7
	7%

	Disagree
	6
	6%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 31 respondents representing 31%, strongly agree that Sobi FM has a structured system for attracting and retaining advertisers,49 respondents, representing 49% agree, 6 respondents, representing 6% disagree, and 7 respondents representing 7% strongly disagree, while 7 respondents representing 7% are Neutral.
Table 11: Advertising revenue helps to fund the day-to-day operations of Sobi FM.		
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	36
	36%

	Agree
	42
	42%

	Neutral
	6
	6%

	Disagree
	9
	9%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 36 respondents, representing 36%, strongly agree that Advertising revenue helps to fund the day-to-day operations of Sobi FM, 42 respondents representing 42% agree, 9 respondents representing 9% disagree, and 7  respondents representing 7% strongly disagree, while 6 respondents representing 6% are Neutral.
Table 12: Sobi FM’s ability to maintain or upgrade equipment depends largely on advertising revenue.
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	26
	26%

	Agree
	46
	46%

	Neutral
	13
	13%

	Disagree
	8
	8%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 26 respondents, representing 26%, strongly agree that Sobi FM’s ability to maintain or upgrade equipment depends largely on advertising revenue. 46 respondents representing 46% agree, 8 respondents representing 8% disagree, and 7  respondents representing 7% strongly disagree while 13 respondents representing 13% are Neutral.
Table 13:  Advertising income contributes significantly to staff salaries and welfare.		
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	30
	30%

	Agree
	48
	48%

	Neutral
	6
	6%

	Disagree
	8
	8%

	Strongly Disagree
	8
	8%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 30 respondents, representing 30%, strongly agree that Advertising income contributes significantly to staff salaries and welfare. 48 respondents representing 48% agree, 8 respondents representing 8% disagree and 8 respondents representing 8% strongly disagree while 6 respondents representing 6% are Neutral.
Table 14: Without advertising revenue, Sobi FM would struggle to remain operational
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	27
	27%

	Agree
	48
	48%

	Neutral
	5
	5%

	Disagree
	9
	9%

	Strongly Disagree
	11
	11%

	Total
	100
	100%


Source: Field work (2025)
[bookmark: _Hlk201059403]The table above shows that 27 respondents, representing 27%, strongly agree that without advertising revenue, Sobi FM would struggle to remain operational. 48 respondents representing 48% agree, 9 respondents representing 9% disagree, and 11 respondents representing 11% strongly disagree, while 5 respondents representing 5% are Neutral.
Table 15: Advertisers influence the type of content aired on Sobi FM.
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	30
	30%

	Agree
	41
	41%

	Neutral
	7
	7%

	Disagree
	12 
	12%

	Strongly Disagree
	10
	10%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 30 respondents representing 30% strongly agree that Advertisers influence the type of content aired on Sobi FM, 41 respondents representing 41% agree, 12 respondents representing 12% disagree and 10 respondents representing 10% strongly disagree while 7 respondents representing 7% are Neutral.
Table 16: Sobi FM faces strong competition from other stations for advertising contracts.
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	32
	80%

	Agree
	50
	15%

	Neutral
	5
	5%

	Disagree
	8
	8%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 32 respondents representing 32% strongly agree that Sobi FM faces strong competition from other stations for advertising contracts, 50 respondents representing 50% agree, 8 respondents representing 8% disagree and 5 respondents representing 5% strongly disagree while 5 respondents representing 5% are Neutral.
Table 17: Editorial independence at Sobi FM is sometimes affected by advertising considerations.
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	46
	46%

	Agree
	23
	23%

	Neutral
	7
	7%

	Disagree
	15
	15%

	Strongly Disagree
	9
	9%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 46 respondents representing 46% strongly agree that Editorial independence at Sobi FM is sometimes affected by advertising considerations, 23 respondents representing 23% agree, 15 respondents representing 15% disagree, and 9 respondents representing 9% strongly disagree while 7 respondents representing 7% are Neutral.
Table 18: Certain programs are created or prioritized because they attract sponsorship.
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	45
	45%

	Agree
	31
	31%

	Neutral
	6
	6%

	Disagree
	10
	10%

	Strongly Disagree
	8
	8%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 46 respondents representing 46% strongly agree that Certain programs are created or prioritized because they attract sponsorship., 31 respondents representing 31% agree, 10 respondents representing 10% disagree and 8 respondents representing 8% strongly disagree while 6 respondents representing 6% are Neutral.
Table 19: The need to attract advertisers shapes the station’s programming schedule..	
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	32
	62%

	Agree
	40
	36%

	Neutral
	7
	-

	Disagree
	12
	2%

	Strongly Disagree
	8
	-

	Total
	200
	100%


Source: Field work (2025)
The table above shows that 32 respondents representing 32% strongly agree that the need to attract advertisers shapes the station’s programming schedule, 40 respondents representing 40% agree, 12 respondents representing 12% disagree and 8 respondents representing 8% strongly disagree while 7 respondents representing 7% are Neutral.

Table 20: Inconsistent advertising revenue is a major threat to the sustainability of Sobi FM.	
	Options
	No of respondents
	Percentage (%)

	Strongly Agree
	51
	51%

	Agree
	27
	27%

	Neutral
	9
	9%

	Disagree
	6
	6%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Source: Field work (2025)
The table above shows that 51 respondents representing 51% strongly agree that Inconsistent advertising revenue is a major threat to the sustainability of Sobi FM., 27 respondents representing 27% agree, 6 respondents representing 6% disagree, and 7 respondents representing 7% strongly disagree, while 9 respondents representing 9% are Neutral.
4.2. ANALYSIS OF RESEARCH QUESTIONS
RESEARCH QUESTION 1
To what extent does advertising revenue contribute to the operational sustainability of Sobi FM?
The table 6 above shows that 22 respondents representing 22% strongly agree that Sobi FM generates a significant portion of its income through advertising.63 respondents representing 63% agree, 7 respondents representing 7% disagree and 5 respondents representing 5% strongly disagree while 3 respondents representing 3% are Neutral.
RESEARCH QUESTION 2
How does advertising influence programming and editorial decisions at Sobi FM?
The table 15 above shows that 30 respondents representing 30% strongly agree that Advertisers influence the type of content aired on Sobi FM, 41 respondents representing 41% agree, 12 respondents representing 12% disagree and 10 respondents representing 10% strongly disagree while 7 respondents representing 7% are Neutral.
RESEARCH QUESTION 3
What challenges does Sobi FM face in attracting and maintaining consistent advertising revenue?
The table above shows that 51 respondents representing 51% strongly agree that Inconsistent advertising revenue is a major threat to the sustainability of Sobi FM., 27 respondents representing 27% agree, 6 respondents representing 6% disagree, and 7 respondents representing 7% strongly disagree, while 9 respondents representing 9% are Neutral.
4.3. DISCUSSION OF FINDINGS
The research work indicates that the impact of advertising revenue on media sustainabilityonSobi FM, Ilorin. So, from the data presentation and analysis findings will be discussed asfollows.
Table 8 shows that 52 respondents representing 52% strongly agree that corporate organizations are the main advertisers on Sobi FM Ilorin, Kwara State. 28 respondents representing 28% agree, 10 respondents representing 10% disagree and 8 respondents representing 8% strongly disagree while 2 respondents representing 2% are Neutral.
Table 9 shows that 39 respondents, representing 39%, strongly agree that Political advertising during election seasons significantly boosts Sobi FM’s revenue. 42 respondents representing 42% agree, 6 respondents representing 6% disagree, and 8 respondents representing 8% strongly disagree, while 5 respondents representing 5% are Neutral.
Table 11The table above shows that 36 respondents, representing 36%, strongly agree that Advertising revenue helps to fund the day-to-day operations of Sobi FM, 42 respondents representing 42% agree, 9 respondents representing 9% disagree, and 7  respondents representing 7% strongly disagree, while 6 respondents representing 6% are Neutral.
Table 14 shows The table above shows that 27 respondents, representing 27%, strongly agree that without advertising revenue, Sobi FM would struggle to remain operational. 48 respondents representing 48% agree, 9 respondents representing 9% disagree, and 11 respondents representing 11% strongly disagree, while 5 respondents representing 5% are Neutral.








































CHAPTER FIVE

SUMMARY, CONCLUSION, AND RECOMMENDATIONS

5.0 Introduction 
This chapter provides a comprehensive overview of the study by presenting a detailed summary of the research process, key findings, conclusions, and practical recommendations. It also outlines the specific contributions of the study to media and communication scholarship, particularly in the area of media financing and sustainability. In addition, this chapter identifies potential areas for further research that can build on the insights gained from this study.
The core objective of this study was to examine the impact of advertising revenue on the sustainability of media organizations, with a specific focus on Sobi FM, a privately owned radio station in Ilorin, Kwara State. The study sought to determine the extent to which advertising revenue influences not only the financial stability of the station but also its operational effectiveness and content delivery.
The sustainability of media organizations, especially in the context of a challenging economic environment like Nigeria's, is a growing concern. Many media houses rely heavily on advertising revenue to fund their operations, pay staff, maintain equipment, and sustain content production. However, this reliance often raises questions about editorial independence, programming quality, and the ethical boundaries between commercial interests and public service.
The findings from Chapter Four provided valuable insights into how Sobi FM manages its advertising income, the influence of advertisers on programming, and the challenges associated with maintaining a stable revenue stream. These findings form the basis for the discussions and conclusions drawn in this chapter.
Overall, this chapter serves as the final section of the research, tying together all the components of the study and highlighting its relevance to both academic discourse and real-world media practices. It aims to offer useful recommendations to media practitioners, advertisers, policy makers, and researchers who are concerned with the financial viability and integrity of media organizations in Nigeria and beyond.
5.1 Summary of the Study
The study investigated the impact of advertising revenue on the sustainability of media organizations, specifically Sobi FM in Ilorin. The objectives of the research were to:
1. Determine the extent to which advertising revenue contributes to the operational sustainability of Sobi FM.
2. Examine how advertising influences programming and editorial decisions at the station.
3. Identify challenges faced by the station in attracting and maintaining consistent advertising revenue.
The research employed a quantitative survey method. A structured questionnaire was administered to 100 staff members of Sobi FM, selected using simple random sampling. The data collected was analyzed and presented using frequency tables and percentages.
The key findings indicated that advertising revenue is the major source of income for Sobi FM. It supports daily operations, equipment maintenance, staff welfare, and programming. However, it was also found that advertising has a significant influence on editorial decisions and content production. Furthermore, the station faces challenges such as market competition, reliance on seasonal adverts (especially during elections), and inconsistent advertising contracts.
5.2 Conclusion
Based on the findings of this research, the following conclusions were drawn:
· Advertising revenue is essential to the financial and operational sustainability of Sobi FM.
· There is a strong influence of advertisers on the programming content and editorial independence of the station, which may compromise objectivity and journalistic standards.
· Sobi FM faces challenges in maintaining a steady stream of advertising income due to intense competition and the unstable nature of the media advertising market.
In sum, while advertising is vital for the sustainability of the station, over-reliance on it can pose financial and ethical risks if not well managed.
5.3 Recommendations
From the findings of this study, the following recommendations are offered:
1. Diversification of Revenue Sources: Sobi FM should explore alternative sources of income such as partnerships, grants, event coverage, training programs, and branded content to reduce dependency on advertising.
2. Strengthening Editorial Policies: The station should develop strict editorial guidelines that balance the influence of advertisers with the need for journalistic independence.
3. Improve Marketing Strategy: The marketing department should adopt more aggressive and innovative strategies to attract long-term advertisers, such as offering bundled packages, seasonal discounts, and customized marketing plans.
4. Leverage Digital Platforms: The station should enhance its presence on digital platforms (e.g., YouTube, podcasts, online ads) to attract online advertisers and reach a broader audience.
5. Capacity Building: Regular training should be organized for staff to improve their skills in managing advertiser relations, ethical reporting, and creating monetizable content without compromising integrity.
6. Conduct Market Research: Continuous audience and market research should be carried out to understand listener preferences and advertiser needs, which can inform programming and ad targeting strategies.
5.4 Contribution to Knowledge
This study contributes to the existing body of knowledge by:
· Providing empirical evidence on the role of advertising revenue in sustaining radio media in Nigeria.
· Offering insights into the challenges and ethical dilemmas associated with advertiser-driven media content.
· Suggesting practical approaches to balancing commercial interests and media integrity, particularly for local media organizations like Sobi FM.
5.5 Suggestions for Further Studies
Given the scope and limitations of this study, the following areas are recommended for future research:
1. A comparative study between public and private radio stations in Nigeria on their revenue models and sustainability.
2. An in-depth qualitative study exploring how media professionals navigate ethical issues surrounding advertising influence.
3. A longitudinal study assessing the long-term impact of advertising trends on media viability in Nigeria.
4. An analysis of audience perception of advertising influence on media content credibility in Kwara State.
5. A study on the role of online advertising in the sustainability of local radio stations in Nigeria.
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