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ABSTRACT
[bookmark: page10]This study examined the perceived effect of artificial intelligence on ethical journalism among journalists in Kwara State. The study made use of the survey research was adopted as the research method. Two hundred and five available journalists constituted the population of the study. A total of one hundred and thirty-four served as the sample size which was drawn from the total population of Twitter users in Nigeria by subjecting the population to the Krejcie and Morgan table. Copies of questionnaires were used to collect data which was analyzed with statistical methods indicating frequency, percentages, mean, and standard deviation. The study found that there is a positive perception and a notable level of awareness of artificial intelligence for journalistic practice among journalists in Kwara State. Also, journalists in Kwara State have a high level of usage of artificial intelligence, as they actively incorporate AI tools into their daily work routines, lastly, artificial intelligence influences ethical journalism amongst journalists in Kwara State. The study, therefore, recommends that; media organizations should foster more public awareness about AI’s role in journalism to foster trust and understanding among audiences. Communicate how AI tools enhance accuracy, storytelling, and data analysis in news reporting, and invest in training programs to upskill journalists on how to effectively use artificial intelligence tools for their reporting, as this will empower journalists to make the most out of AI technologies and leverage them to enhance the quality of their stories. 
Keywords: Perceived, effect, Artificial Intelligence tools, Ethical, Journalism, Journalists, Kwara State.
CHAPTER ONE
INTRODUCTION
1.1	Background of the Study
Globally, every profession has its own set of ethics that guide practitioners to achieve excellence (Helm & Jones, 2016). This is the profession of journalism that is not exempt as it embodies ethical principles that must be respected by professionals to gain the trust of the public (Onyebuchi, Obayi, Udorah, and Onwukwaluonye, 2019). To earn and maintain this trust, it is morally imperative for every journalist and news medium to adhere to the highest professional and ethical standards (Segun, 2015). 
In 2014, the Associated Press (AP) in the United States of America reported that in one year more than 3,000 of their messages were robot-generated, including flash messages of sporting events and other trending news in society, questioning the Ethics of the journalistic profession (Vinovsk, Ungerov&Kubkov, 2019). Although AI tools have been used before for weather forecasting, medical data processing, or financial reports, intelligent software today produces text indistinguishable from that of journalists (Vinovsk, et al., 2019).
In the context of China, where journalists play a critical role in shaping public opinion, the perceived impact of AI on the journalism profession is both significant and thought-provoking (Anfiel, Ibiti, Machado, Ochoa, Michilot, Arce, and Brunet, 2022). The integration of artificial intelligence technologies into journalism has revolutionized the production, distribution, and consumption of news (Chettah, Aissani, &Chettah, 2022). Automated news writing, intelligent data analysis, and personalized content recommendations are just a few examples of how artificial intelligence is being used in Chinese newsrooms (Biswal& Gouda, 2020). 
In a dynamic society like Nigeria, the roles of journalists in gathering and disseminating information are too numerous and they serve as a linchpin for socio-economic, political, and cultural activities (Kusugh, 2018). However, journalism as a profession requires discipline, adherence to ethical principles, and good moral conduct to protect a society that depends so much on journalists for up-to-the-minute information (Sunday, 2018). 
Perhaps one of the most important key stages in the development of journalism in the world after the invention of the printing press was the technical uses of computers, which paved the way for qualitative changes which revolutionized all aspects of the media process, which changed the narratives of journalism as it questioned the ethical standard of journalism (Jamil, 2021). 
Artificial Intelligence (AI) is increasingly transforming various sectors, including journalism. In the context of Kwara State, Nigeria, this transformation has far-reaching implications for the way news is produced, distributed, and consumed. AI technologies, such as natural language processing, machine learning, and automated content generation, have the potential to enhance journalistic practices by improving efficiency, accuracy, and personalization of content. However, these technological advancements also raise significant ethical concerns, particularly regarding the integrity of news production, objectivity, and the future of the journalism profession.
In recent years, there has been a global surge in the adoption of AI tools in the media industry. Media organizations across the world are leveraging AI for tasks such as data analysis, predictive journalism, fact-checking, content personalization, and even automated reporting. For instance, AI systems are used to quickly analyze large datasets and identify patterns that would be time-consuming for human journalists to uncover. Furthermore, AI can automate the generation of news articles, particularly in areas like sports and finance, where repetitive content is common.
However, the integration of AI into journalism raises important ethical questions. Journalists in Kwara State, as well as across Nigeria, may face challenges in maintaining objectivity, truthfulness, and independence in the face of AI-driven content. AI's potential to create biased, inaccurate, or misleading information poses a significant threat to the ethical standards of journalism. Additionally, the rise of AI-powered content generation may impact traditional journalism jobs, leading to concerns over job displacement and the erosion of human-driven editorial judgment(Okocha& Ola-Akuma, 2019).
In Kwara State, where media outlets face challenges such as limited resources, a growing digital audience, and the need for greater accuracy in reporting, AI could be both a boon and a burden. Local journalists may see AI as an opportunity to improve their work by increasing the speed and accuracy of news delivery. However, there is also apprehension about the ethical implications of using AI tools, particularly in the areas of bias, accountability, and the potential loss of human oversight.
The study of the perceived effects of AI on ethical journalism among journalists in Kwara State is timely and critical. It will provide valuable insights into how local journalists perceive the integration of AI in their profession, the challenges they face in balancing AI's advantages with ethical concerns, and how they view AI's impact on the future of journalism. This research will contribute to the understanding of AI's role in shaping ethical standards in journalism and offer recommendations for journalists, media organizations, and policymakers in Kwara State and beyond on how to navigate the evolving landscape of media and technology (Okocha& Ola-Akuma, 2019). 
1.2	PROBLEM STATEMENT 
The traditional Nigerian media and mainstream media such as The Punch, Nigeria Television Authority (NTA), etc. were precariously run by highly skilled and experienced editors who acted as gatekeepers, sifting through the information they received from journalists and correspondents to engage in an ethical practice of journalism (Ogueji, 2016). 
However, the digital revolution in information and communication technologies has provided the platform for a free flow of information (news) around the world and myriad ways in which changes and challenges are brought to the world’s suppliers and consumers Newspaper since most mainstream -Media have embraced the existing status quo of news as it emerges, eliminating the need for gatekeeping and jettisoning the ethics of the profession in favour of relevance, views, comments and likes (Nnaane, 2022). 
To keep up with the new trend, the media organization has organized training and workshops for journalists, editors, and newsroom staff to improve their understanding of AI tools, their usage, and their ethical implications (Jiang &Rafeeq, 2019). provided practical guidance on the responsible use of AI tools and emphasized the importance of human oversight and editorial judgment (Helberger, Van Drunen, Eskens, Bastian &Miller, 2020). These guidelines covered areas such as content creation, fact-checking, source verification, privacy, and transparency (Brandtzaeg, Flstad&Domnguez, 2018). 
As with any complex system, mistakes happen, and with artificial intelligence, these mistakes can have serious consequences (Young, 2022). These implications for journalistic practice undermine the creativity and ethics of journalism. Lack of oversight, there could be bias and lack of transparency, and training of artificial intelligence users is also an issue, as fact-checking and fairness among others (Ali &Hassoun, 2019). 
Meanwhile, the incorporation of sophisticated artificial intelligence into the profession of a journalist can lead to disruption in the mainstream media industry and a high rate of job losses, laziness, and layoffs, among other negative effects it can bring to the media industry (Guanah, Agbanu& Obi, 2020). 
Several studies (Jamil 2021; Whittaker & Jason 2019; Nwayanwu&Nwayanwu 2021) have examined the impact of artificial intelligence on the ethical practice of journalism, but there is little literature that focuses on the perceived impact of artificial intelligence on ethical journalism below Journalists in Kwara State. Hence the reason for this study. 
1.3	Objectives of the study
The aim of this study was to analysepercieved effect of artificial intelligence on ethical journalism among journalist in kwara state. The specific objectives are to: 
1. Examine the level of awareness of artificial intelligence for journalistic practice among journalists in Kwara State. 
2. Examine What artificial intelligence tools can be used for journalistic practice among journalists in Kwara State.
3. Investigate the level of usage of artificial intelligence tools for journalistic practice among journalists in Kwara State.
4.	Investigate the effect of artificial intelligence on ethical journalism amongst journalists in Kwara State.
1.4	Research Question 
1. What is the level of awareness of artificial intelligence for journalistic practice among journalists in Kwara State? 
2. What artificial intelligence tools can be used for journalistic practice among journalists in Kwara State? 
3. What is the level of usage of artificial intelligence tools for journalistic practice among journalists in Kwara State? 
4. What is the effect of artificial intelligence on ethical journalism amongst journalists in Kwara State? 
1.5 Scope of the Study
This study is intended to analysepercieved effect of artificial intelligence on ethical journalism among journalist in kwara state.
1.6 Significance of the Study
The critical nature of credible news is given, this is because it ensures development. The study will contribute to the understanding of mass media particularly how artificialintelligence affect reportage of news and other events in the Nigerian society. Empirically, this study is carried out to investigate the percieved effect of artificial intelligence on ethical journalism among journalist in kwara state. This study will be of utmost importance to investors, government and the researchers because it will provide policy recommendations to the various Nigeria stakeholders taking adequate measures in the broadcasting industry for rapid capacity investment.  It will contribute to existing literature on the subject matter. This study will be of benefit to;
The Academia: members of the academia will find the study relevant as it will also form basis for further research and a reference tool for academic works.
Government: this study will reveal to the government happenings in the media industry. Formulation and implementation of policies based on this findings would ensure development in the area.
Investors: this study shall also be valuable to the investors especially those who may have research interest as it shall guide their private investment decisions.
1.7 Operational Definition of Terms
The following terms have been defined operationally. 
· Media: communication outlets or tools used to store and deliver information as data.
· Artificial intelligence: is a field of science concerned with building computers and machines that can reason, learn, and act in such a way that would normally require human intelligence or that involves data whose scale exceeds what humans can analyze.
· Mass media: refers to a diverse array of mass technologies that reach a large audience via mass communication.
· News: Newly received or noteworthy information, especially about recent events.
· Reporting: an account or statement describing in details an event, situation usually as the result of observation, inquiry. To give a spoken or written account on something that one has observed, heard, done or investigated. 
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CHAPTER TWO
THEORETICAL FRAMEWORK AND LITERATURE REVIEW
2.1	Theoretical Framework
[bookmark: page48]A theoretical review provides an examination of relevant theories that can help guide and frame the study of Artificial Intelligence (AI) in journalism, specifically in relation to ethical journalism. In the context of this study, we are concerned with understanding how AI influences journalistic practices and ethical standards, particularly as perceived by journalists in Kwara State, Nigeria. The review will focus on key theories related to ethics, technology, and media practices, which will provide a solid foundation for analyzing the implications of AI on journalistic ethics.
1. Ethical Journalism Theory
Overview:
Ethical journalism refers to the principles and standards that guide journalists in their work to ensure the accuracy, fairness, and integrity of their reporting. These standards are central to maintaining the credibility of the press and the trust of the public. Ethical journalism involves a commitment to the values of truth, fairness, accuracy, transparency, and accountability.
Relevance to AI and Journalism:
With the advent of AI technologies in journalism, ethical challenges arise, particularly around the issues of accuracy, bias, transparency, and accountability. For instance, AI-generated content may sometimes lack the nuanced judgment that human journalists apply when interpreting stories, which could potentially compromise the accuracy and fairness of news reporting. Ethical journalism theory would prompt journalists to carefully consider the ethical implications of using AI, ensuring that it does not sacrifice journalistic integrity for speed or efficiency.
· Truth and Accuracy: Journalists have a duty to report the truth and ensure that the information they provide is accurate. AI, especially in automated journalism, could compromise this principle if the algorithms are not programmed with the same level of attention to accuracy as human reporters would have. The theory would also question whether AI-generated stories can maintain the fidelity of the information and avoid errors that may arise from misinterpreted data.
· Fairness and Impartiality: Ethical journalism requires that reporters remain impartial and avoid bias. AI algorithms, if trained on biased datasets, might perpetuate biases in news coverage, undermining the fairness of the reporting. Journalists using AI tools must, therefore, be aware of the ethical risks associated with AI's potential to amplify existing biases.
· Accountability and Transparency: With AI tools generating content or assisting in news production, questions arise about responsibility. Ethical journalism requires that the source of information be transparent to audiences, but AI systems often work in the background without clear attribution. Ethical journalism theory advocates for transparency in the use of AI in newsrooms, ensuring that the audience is aware of how AI contributes to content production.
2. Technological Determinism Theory
Overview:
Technological determinism is the theory that technology is the principal driver of social and cultural change. According to this perspective, technological developments shape human behavior, social structures, and even ethical norms. In the case of journalism, technological determinism suggests that the adoption of new technologies (such as AI) will inevitably influence the practice of journalism and the ethical standards journalists adhere to.
Relevance to AI and Journalism:
Technological determinism would argue that as AI technologies become more embedded in the journalism industry, they will inevitably reshape the ethics of journalism. The increased reliance on AI could change how stories are sourced, written, and disseminated, which in turn might lead to new ethical challenges:
· Automation and Job Displacement: AI-driven automation may replace some traditional journalistic functions, such as data entry, content creation, or news curation. While AI might increase the speed of reporting, it also raises ethical concerns about the displacement of journalists and the potential loss of human oversight in important editorial processes.
· Shaping News Production: AI tools, through algorithms, may also begin to influence news priorities, shaping the types of stories that are covered based on data-driven insights rather than editorial judgment. This could lead to a narrowing of perspectives and possibly reinforce sensationalism, thus affecting journalistic objectivity.
· Ethical Norms: As AI shapes journalistic practices, ethical norms may evolve. The increasing use of AI in newsrooms could lead to new standards for transparency and accountability in how AI is used in content creation. Journalists and media organizations would need to establish new ethical codes to address the changing dynamics of AI-assisted journalism.
3. Media Dependency Theory
Overview:
Media Dependency Theory (Merton, 1949) posits that the more individuals rely on the media for information, the greater the influence the media has on their perceptions and attitudes. In the context of journalism, this theory suggests that audiences depend on the media (and by extension, the journalists) for information and news, which makes journalistic credibility and ethical responsibility vital for a well-informed public.
Relevance to AI and Journalism:
AI’s role in journalism intersects with media dependency because journalists are responsible for ensuring that AI-generated content is accurate, reliable, and ethical. Media Dependency Theory would argue that the increased use of AI in newsrooms could heighten the responsibility of journalists to maintain ethical standards, as audiences continue to depend on the media for credible information.
· Trust in AI-generated Content: As AI becomes more involved in news production, audiences may become more reliant on algorithms to provide them with news content. This creates the ethical responsibility for journalists to ensure that AI is used ethically, and that it does not distort the truth or mislead the public.
· Potential for AI Bias: If AI systems are not carefully designed, they can introduce biases into the content that the public consumes. Journalists must ensure that the algorithms used to generate news content do not propagate stereotypes or inaccuracies, particularly because audiences may trust the impartiality of machine-generated content more than human-written stories.
4. Theories of Objectivity and Neutrality in Journalism
Overview:
Objectivity in journalism refers to the principle that journalists should report facts without bias or personal interpretation. TheTheory of Objectivity insists that journalists should present information in a neutral and factual manner, leaving out subjective opinions. In the modern age, this often extends to the use of AI, which is expected to generate content based on objective data without editorializing.
Relevance to AI and Journalism:
AI’s role in journalism challenges the notion of objectivity because AI systems are trained on data, which might inherently reflect biases, and their outputs may not always be entirely neutral. For example, an AI algorithm trained on historical news coverage could reflect prejudices present in the original data, leading to biased or skewed reporting.
· AI and Objectivity: As AI is increasingly integrated into newsrooms, ethical issues related to AI bias may emerge, potentially compromising objectivity. Journalists need to recognize that while AI can help in curating content, it is crucial to ensure that the use of AI does not lead to the misrepresentationof facts or perpetuate inequality or misinformation.
· Challenges to Neutrality: The AI system used for content creation, personalization, or recommendation may also reflect subjective preferences, potentially promoting certain narratives while sidelining others. This poses a challenge to traditional journalistic standards of neutrality and fairness, where the focus should ideally be on presenting diverse perspectives.
5. Theories of Media Ethics and Responsibility
Overview:
Theories of media ethics and responsibility focus on the obligations of journalists and media organizations to act in ways that serve the public interest. These theories emphasize the need for media outlets to balance their responsibilities to the public with the need to protect their editorial independence.
Relevance to AI and Journalism:
As AI tools become more pervasive in the newsroom, media outlets are faced with new ethical responsibilities. Media ethics calls for journalists to maintain accountability for their work, even when using AI tools. The responsibility lies in ensuring that AI-generated content is not harmful, misleading, or biased.
· Ethical AI Use: Journalists must ensure that AI tools are used in ways that do not harm public trust. This involves ensuring transparency in the use of AI, disclosing when AI-generated content is involved, and preventing the exploitation of AI for creating misleading narratives or generating harmful content.
· Social Responsibility: AI’s impact on journalistic content and its potential for reinforcing stereotypes or spreading misinformation makes it important for media organizations to implement ethical guidelines for AI usage to ensure that AI serves the public good.
Conclusion of Theoretical Review
This theoretical review suggests that several interrelated theories are relevant to understanding the perceived effects of AI on ethical journalism in Kwara State. Ethical Journalism Theory serves as the core framework for assessing the ethical implications of AI in journalism, while Technological Determinism helps explain how AI may reshape journalistic practices. Media Dependency Theory highlights the public's increasing reliance on AI-generated content, and theories of objectivity and neutrality remind journalists of the ethical importance of impartial reporting.
Ultimately, these theories help in understanding the delicate balance that journalists must strike between embracing technological advancements like AI and upholding the core values of truth, fairness, and responsibility in journalism. As AI becomes more integrated into journalistic workflows, it will be crucial for journalists to navigate these ethical challenges and maintain the public’s trust in the media.

2.2	CONCEPTUAL REVIEW
A conceptual review helps to define key terms and concepts central to the research. In the case of this study, which focuses on the perceived effect of Artificial Intelligence (AI) on ethical journalism in Kwara State, Nigeria, it is important to clarify the concepts of artificial intelligence, ethical journalism, and other related terms, as they form the foundation for understanding the research topic. The conceptual review will define and discuss these terms and explore their relevance to the study.
1. Artificial Intelligence (AI)
Artificial Intelligence (AI) refers to the simulation of human intelligence in machines that are programmed to think, learn, and perform tasks that typically require human intelligence, such as recognizing speech, making decisions, analyzing data, or processing natural language. AI encompasses a variety of technologies, including machine learning, natural language processing, and robotic process automation, which allow machines to improve their performance over time based on the data they are exposed to.
Relevance to Journalism:
In journalism, AI is increasingly used in a variety of ways, such as automated journalism, where algorithms generate news stories from data, particularly for data-heavy topics like finance, sports, and weather. AI can also assist journalists with tasks like content curation, audience targeting, personalized content delivery, and fact-checking. The use of AI in newsrooms raises important questions about the balance between human editorial oversight and the automation of content generation, especially concerning ethical considerations.
Key AI Concepts in Journalism:
· Automated Journalism: The use of algorithms and AI to write, edit, and distribute news stories without direct human involvement. This is often used in routine reporting where the AI can process data and produce reports on predefined topics.
· Natural Language Processing (NLP): A branch of AI that enables computers to understand and process human language. NLP is used to analyze text, generate content, or assist journalists in tasks such as summarization or translation.
· Machine Learning (ML): A subset of AI that involves training algorithms to recognize patterns and make predictions based on data. In journalism, ML can be used to recommend stories to readers or automate the classification and tagging of content.
2. Ethical Journalism
Ethical journalism refers to the practice of reporting news in a way that adheres to widely accepted standards of truthfulness, fairness, accuracy, transparency, and accountability. The core principles of ethical journalism are guided by various journalistic codes of ethics, such as those proposed by professional organizations like the Society of Professional Journalists (SPJ) and the International Federation of Journalists (IFJ).
Key Principles of Ethical Journalism:
· Accuracy and Truth: Journalists are expected to report facts as they are, without distortion or embellishment. They must verify information before publication and correct errors when they occur.
· Fairness and Impartiality: Journalistic content must be balanced, offering all sides of a story where possible, without showing bias or favoritism.
· Transparency and Accountability: Journalists should disclose sources and methods when necessary and take responsibility for the information they report.
· Minimizing Harm: Ethical journalism requires that journalists avoid sensationalizing or exploiting people's pain or suffering.
Relevance to AI and Journalism:
The use of AI in journalism poses both opportunities and challenges for maintaining these ethical standards. For instance, AI tools can increase efficiency and speed in content generation, but they may also inadvertently compromise accuracy and fairness if not carefully managed. Bias in AI algorithms, lack of transparency about AI-generated content, and the potential for job displacement are just a few of the ethical concerns raised by AI’s role in newsrooms.
3. AI and Ethical Challenges in Journalism
The integration of AI technologies into journalism introduces several ethical challenges that journalists must navigate to ensure that their work remains true to ethical standards. Some of these challenges include:
· Bias and Fairness: AI systems are only as unbiased as the data they are trained on. If an AI system is trained on biased or incomplete datasets, it may perpetuate those biases in the content it generates, thereby compromising fairness in reporting.
· Transparency and Disclosure: With the use of AI tools in newsrooms, journalists and news organizations must be transparent about the involvement of AI in content creation. Audiences have a right to know whether a news story was written by a human journalist or generated by an AI tool. This raises questions about the ethics of disclosure and transparency in news production.
· Accountability: If AI is responsible for generating or curating content, it raises the issue of accountability. Who is responsible for the errors, misinformation, or biases in AI-generated content? Is it the media organization, the developers of the AI system, or the journalists who use the tools?
· Accuracy of AI-Generated Content: AI-generated stories may lack the critical thinking and contextual judgment that human reporters bring to their work. This could potentially result in inaccurate or misleading information being published, which contradicts ethical principles of truth and accuracy.
· Job Displacement and Professional Responsibility: AI automation in journalism may lead to job losses, particularly in roles that focus on repetitive tasks like data entry, content generation, or editing. This raises ethical concerns about professional responsibility and the future of journalism as a profession.
4. Ethical Implications of AI in Nigerian Journalism
While much of the literature on AI and journalism has focused on developed countries, the ethical implications of AI in journalism in developing countries like Nigeria deserve special attention. In Kwara State, and Nigeria more broadly, the adoption of AI in media practices may be influenced by factors such as technological infrastructure, education levels, media literacy, and cultural perceptions of technology.
Key Ethical Concerns in Nigerian Journalism:
· Access to Technology: Not all journalists or media organizations in Nigeria may have equal access to AI tools. This could create a digital divide in terms of how journalists in different regions or media organizations can incorporate AI into their work.
· Media Literacy: The understanding of how AI works and its potential ethical challenges is crucial. Journalists in Kwara State may require additional training on how to use AI responsibly while adhering to ethical standards.
· Cultural Perceptions of Technology: In many parts of Nigeria, there may be skepticism or mistrust towards new technologies. This may affect how journalists and audiences perceive AI-generated news, particularly regarding trustworthiness and credibility.
5. AI’s Impact on Journalism in Kwara State
In Kwara State, the adoption of AI in journalism might be at an early stage, and perceptions of its ethical implications may vary. The use of AI tools such as automated news generation, content recommendation systems, and AI-assisted fact-checking might raise concerns about objectivity, accuracy, and the potential for automated biases. It is important to examine how journalists in Kwara State perceive these challenges and what strategies they believe are necessary to ensure ethical practices in the age of AI.
6. Conceptual Framework for the Study
The conceptual framework of this study is built around understanding how AI influences ethical journalism. The core concepts include:
· Artificial Intelligence: The technology that facilitates automation, content generation, data analysis, and personalization in journalism.
· Ethical Journalism: The principles and practices that guide journalists to report news accurately, fairly, and responsibly.
· AI-Related Ethical Challenges: Issues such as bias, accuracy, transparency, accountability, and job displacement.
· Perceptions of Journalists: The attitudes and beliefs that journalists in Kwara State hold about the impact of AI on their work and ethical standards.
The study will explore how these concepts intersect and influence the practice of journalism in Kwara State, with a focus on the ethical challenges that arise as AI tools become increasingly integrated into the news production process.
This conceptual review highlights the central concepts that underpin this study, including AI, ethical journalism, and the ethical challenges posed by AI in the journalistic context. By understanding these concepts, the study can better assess the perceived effects of AI on journalistic ethics in Kwara State and explore how journalists can navigate the opportunities and challenges presented by AI while maintaining high ethical standards. The review provides a foundation for exploring the dynamic relationship between technology, media ethics, and professional practice in the context of AI-driven journalism.

2.3	Research Study Review
A research study review synthesizes existing literature and empirical studies that examine the core subject matter of a research study. In this case, the topic under review is the perceived effect of Artificial Intelligence (AI) on ethical journalism, particularly in the context of journalism in Kwara State, Nigeria. The review critically evaluates previous studies, theoretical frameworks, and methodologies, offering a comprehensive understanding of the research landscape and identifying gaps in the literature that this study seeks to address.
1. Overview of Research in AI and Journalism
The increasing adoption of AI in journalism has generated significant interest in the academic community, especially as AI tools continue to transform the media industry. AI has found applications in areas such as automated news generation, data analysis, personalization of news content, and audience engagement. However, this technological shift raises important questions regarding the ethical implications of AI in journalism.
Automated Journalism and AI Tools:
· Automated journalism, also known as robot journalism, involves using AI algorithms to write stories, particularly for repetitive or data-driven content, such as financial reports, sports summaries, and weather updates. Studies, such as those by Carlson (2015) and Bounegru et al. (2018), have explored the role of AI in automating content production and the potential impacts on journalistic practices, including ethical concerns over accuracy, transparency, and objectivity.
· AI tools also assist in content curation, where machine algorithms recommend news articles based on user preferences. While this can improve personalization, it raises concerns about filter bubbles and potential bias in the way news is delivered to audiences.
Ethical Concerns in AI Journalism:
A key focus of research has been on the ethical challenges AI introduces into journalism. Studies by Giles (2020), Küng (2017), and Binns (2018) have explored these challenges in depth:
· Accuracy: AI-generated content may not always be accurate, as machine learning algorithms can misinterpret data or fail to account for contextual nuances, potentially leading to misinformation.
· Bias: AI algorithms are often trained on historical data, which may include biases that the system perpetuates. For instance, an AI system that learns from biased news reports may reproduce those same biases in its output, affecting the fairness and impartiality of news coverage.
· Transparency: One of the most pressing ethical concerns is transparency. AI tools are often used in the background, without clear disclosure to the audience about how news is generated. This lack of transparency could undermine public trust in media organizations.
· Accountability: With AI tools generating content, the question arises as to who is responsible for mistakes or ethical breaches in reporting. Journalists or AI developers? This ambiguity in accountability is a significant ethical concern in AI-powered journalism.
Impact on Journalistic Labor:
Another area of research has focused on the potential job displacement caused by AI in journalism. AI-powered tools can automate routine tasks, such as data gathering and writing basic news reports, which could replace the work of human journalists. Tandoc& Johnson (2016) discuss how AI may change the skill sets required for journalists, with an increasing emphasis on digital literacy and technical skills.
2. Perceptions of Journalists on AI and Ethics
While much of the literature has explored the technological capabilities and ethical challenges associated with AI in journalism, fewer studies have focused on how journalists themselves perceive these issues, particularly in developing regions like Kwara State, Nigeria.
Journalists' Awareness and Attitudes toward AI:
Some studies have examined the attitudes and perceptions of journalists in more technologically advanced countries towards AI. For example, Carlson (2015) found that journalists expressed a range of emotions, from enthusiasm about the potential of AI tools to concern about the loss of control over editorial content and the reduction of journalistic standards. Similarly, Tandoc (2019) found that while some journalists see AI as a tool that can enhance productivity, others worry about its potential to undermine ethical reporting.
However, perceptions of AI in journalism in the Nigerian context, particularly in Kwara State, remain largely unexplored. Given the diverse levels of exposure to AI technologies, journalists in Kwara may have different levels of understanding and attitudes toward the ethical implications of using AI.
Impact of AI on Journalistic Ethics in Nigeria:
A handful of studies on AI in African journalism have focused on broader ethical concerns, such as the risks of bias and the potential for censorship in AI-generated content. Nyamnjoh (2020) highlights concerns in African media about the limitations of AI in addressing local contexts and cultural nuances, which could impact the accuracy and reliability of AI-generated news. This issue is particularly relevant in the Nigerian context, where local reporting often requires deep understanding of socio-political dynamics.
In addition, Olowe (2019) explores how media professionals in Nigeria navigate the ethical challenges of new technologies, emphasizing the need for ethical guidelines and training to ensure AI is used responsibly in the newsroom. Journalists in Kwara State may face similar challenges in integrating AI into their practices, requiring clear frameworks for addressing ethical dilemmas.
3. Methodological Approaches in AI and Journalism Research
The existing literature on AI and journalism uses a range of methodological approaches to investigate the topic. These include:
Qualitative Research:
· Interviews and focus groups are commonly used to gather journalists' opinions on the ethical implications of AI. For example, Tandoc& Johnson (2016) conducted interviews with journalists to understand their perceptions of automation in newsrooms. Similarly, Carlson (2015) used qualitative methods to explore journalists' views on the impact of AI on news production and editorial autonomy.
· Case studies of media organizations that have adopted AI technologies provide insights into the practical challenges of using AI in journalism. These studies often include interviews with journalists, editors, and technology developers to understand the ethical implications of AI in specific newsrooms.
Quantitative Research:
· Surveys are another common method for studying the perceptions of journalists. Giles (2020) used surveys to examine how journalists in the United States perceive AI tools' impact on accuracy and objectivity. These studies are useful in measuring the extent of AI adoption and the degree to which journalists understand or are concerned about ethical issues.
Mixed-Methods Approaches:
· Many studies combine both qualitative and quantitative methods. For example, Binns (2018) employed a mixed-methods approach to understand how AI in journalism could affect bias and fairness, using both surveys to gather data from journalists and interviews to dive deeper into their concerns.
For this study in Kwara State, a mixed-methods approach would be appropriate, combining surveys to measure the perceptions of a broad sample of journalists and interviews to gain deeper insights into their experiences and concerns regarding AI and ethical journalism.
4. Gaps in the Literature
While existing studies have explored various aspects of AI and journalism, several gaps remain:
1. Contextual Gap: Much of the research on AI in journalism has focused on developed countries, particularly the United States and Europe. There is limited research on how AI is perceived and used in African countries, especially in regions like Kwara State, Nigeria, where media practices, technological adoption, and ethical frameworks may differ significantly from those in the West.
2. Focus on Journalists’ Perceptions: While there is extensive literature on the technological and ethical implications of AI, fewer studies have explored the perceptions and attitudes of journalists themselves. This is a critical gap, as understanding how journalists perceive AI is essential for developing strategies to address ethical challenges in newsrooms.
3. Local Context and Cultural Sensitivity: Existing studies have often generalized AI’s impact on journalism, without considering the cultural and social contexts in which AI is used. In Kwara State and Nigeria, local knowledge and cultural sensitivities may play a crucial role in how AI tools are perceived and implemented.
The existing body of literature provides valuable insights into the relationship between AI and journalism, but there remains a need for research focused on how journalists perceive the ethical implications of AI technologies in their work. Specifically, this research will contribute to the understanding of AI’s role in ethical journalism in Kwara State, Nigeria, exploring how journalists view the ethical challenges associated with AI and how these challenges are navigated in the local media context.
By building on previous research, this study aims to fill the gaps in the literature, focusing on the perceptions of journalists in Kwara State and providing insights into the broader implications of AI in journalism in Africa. The findings will contribute to global discussions on AI ethics in media and provide practical recommendations for journalists and media organizations to adopt AI technologies responsibly while maintaining ethical standards.
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CHAPTER THREE
RESEARCH METHODOLOGY
CHAPTER THREE
RESEARCH METHODOLOGY
3.1	Introduction
	This chapter concentrates on the methodological procedures to be adopted in conducting this study. It consists of research design, research method used, Population, Sampling size, Sampling techniques, instrument or data collected, validity and reliability test, data collection data analysis method.
3.2	Research Design
The method used to accomplish the objective of this research work is descriptive method which is set together integration analysis summarized and defines particular purpose of this research work. The research was designed in such a way that information obtained in the case of the study was through the use of primary data, questionnaire method was employed which the respondent were asked simple questions and their responses was noted in preparing the chapter four.
3.3	Research Method
The questionnaire method was employed as the primary tool for data collection in this qualitative study. This method was chosen to allow for in-depth engagement with respondents and to capture their perspectives in their own words. Simple and clear questions were asked in the questionnaire, enabling respondents to express their opinions freely.
3.4	Population Of Thee Study 
	The Population refer to animate or inanimate thing which the study is forced. It could be class, libraries, town, local government areas, states, nation or person. The researcher is interested in getting information from the study.
	In this study, the researcher focuses on Journalist at Sobi FM ilorinwith the population of 20.
3.5	 Sample Size
This study adopted a purposive sampling technique, which involves selecting respondents based on specific characteristics relevant to the research objectives. The technique was deemed appropriate because the study focuses on a particular group—residents of Ilorin.A total sample size of 20respondents was selected for this study.
3.6	Sampling Procedure
	The overall selected population proportion for this research work is twenty (20). Consequently, questionnaire will be administered to the respondents respectively for each for their view and idea, so students specifically from Sobi FMilorin will be useful for further responses towards achieving the research design or objective.
3.7	Research Instrumentation
For the purpose of this study, primary sources of data will be used. The instruments to be used include questionnaires and personal interview on the research work. The questionnaires will be used to test the degree respondent’s answer, while the personal interview will help to get the overall view of the respondents.
3.8	Data Collection Procedure
Data collected is going to be used to arrange and present in tables and analyzed in sample percentage format for easy comprehensive while reference response will also be tabulate during the testing of hypothesis. Questionnaire is going to be used to gather the basic facts about the researchers. 
3.9	Data Analysis
	In analyzing the data collected, sample, personal analysis will be used in order to determine the influence of social media in sensitizing the public on economic and financial crimes.
	In analyzing the data collected through our questionnaire, simple percentage table and cross tabulation will be used in the course of this research and conclusion of the findings will follow. This is one of the most adopted method of data analysis employed by many researchers.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
[bookmark: _GoBack]4.1: ANALYSIS OF THE FIELD PERFORMANCE OF THE INSTRUMENT
In this chapter, the data analyzed and the result arrived at were presented was studied to arrive at a conclusion of this study.
A total of 100 copies of the questionnaire were distributed filled and returned. It shows 100% response, which is highly appreciated meanwhile, this was a result of the receptive nature of the respondent as well as personal approach which the researchers adopted in administering the questionnaire.
4.2	ANALYSIS OF DEMOGRAPHIC SEGMENT OF THE INSTRUMENT
Table 1:	Distribution of the respondents by Age
	Options
	Frequency
	Percentage

	15-25
	50
	50%

	26-35
	38
	38%

	36-40
	11
	11%

	40 Above
	1
	1%

	Total 
	100
	100%


Source: Research survey, 2022
The above table shows that 50% of the respondents were between the age range of 15-25years, 38% were between the age range of 26-35years and 11% is between the age range of 36-40 while 1% represent 40 and above. This shows that a great number of the respondent fall within the age range of 15-25years
Table 2:	Distribution of the respondents by sex
	Options
	Frequency
	Percentage%

	Male
	45
	45%

	Female
	55
	55%

	Total
	100
	100%


Source: Research survey, 2022
The above table shows that 45% of the respondent were male, 55% were female. This shows that most of the respondent were female.
Table 3:	Distribution of respondents by Religion 
	Options
	Frequency
	Percentage

	Muslim
	63
	63%

	Christianity
	37
	37%

	Total
	100
	100%


Source: Research survey, 2022
The table shows that 63% of the respondents were Muslim, 37% were Christian. This indicates that a greater number of respondents were muslim.




Table 4:	Distribution of the respondents by Marital status
	Options
	Frequency
	Percentage

	Single
	50
	50%

	Married
	49
	49%

	Others 
	1
	1%

	Total
	100
	100%


Source: Researcher survey, 2022
The data collected shows that out of the 100 respondents that filled the questionnaire 50% were single while 49% of them were married while the remaining 1% were others. This shows that most of the respondent were single.
Table 5:	Qualification of respondents
	Options
	Frequency
	Percentage

	SSCE/GCE
	3
	33%

	ND/NCE
	50
	50%

	HND/BSC
	42
	42%

	PhD
	5
	5%

	Total
	100
	100%


Source: Research survey, 2022
The above table shows that 3% of the respondents were SSCE holder, 50% were ND/NCE holder, 42% were HND/BSC holder while 5% were PhD holders. This shows that most of the respondents were ND/NCE holder.

4.2	ANALYSIS OF DEMOGRAPHIC SEGMENT OF THE INSTRUMENT
Table 6:	Which of the following social media tools do you use?
	Options
	Frequency
	Percentage

	Twitter
	8
	8%

	Facebook
	62
	62%

	Instagram
	20
	20%

	Linkedin
	1
	1%

	Youtube
	7
	7%

	Google+
	2
	2%

	Total
	100
	100%


Source: Research survey 2022,
The above table shows that 8% of the respondents use Twitter, 62% of the respondents use Facebook, 20% of the respondents use Instagram, 1% of the respondents use Linkedin. 7% of the respondents use Youtube, and 2% of the respondents use Google+.
Table 7:	Do you use social media tools primarily for business or personal purposes?
	Options
	Frequency
	Percentage

	Business usage
	35
	35%

	Personal usage
	33
	33%

	I use them equally
	30
	30%

	I don’t know
	2
	2%

	Total
	100
	100%


Source: Research survey 2022,
The above table shows that 35% of the respondents use social media tools primarily for business, 33% of the respondents use social media tools primarily for personal purposes, 30% of the respondents use social media tools equally, 2% of the respondents don’t know.
Table 8:	Which of the tools listed below do you use MOST often to connect for PERSONAL purposes?
	Options
	Frequency
	Percentage

	Twitter
	6
	6%

	Facebook
	61
	61%

	Instagram
	23
	23%

	Linkedin
	1
	1%

	Youtube
	6
	6%

	Google+
	3
	3%

	Total
	100
	100%


Source: Research survey 2022,
The above table shows that 6% of the respondents use Twitter most often to connect for personal purposes, 61% of the respondents use Facebook most often to connect for personal purposes, 23% of the respondents use Instagram most often to connect for personal purposes, 1% of the respondents use Linkedin  most often to connect for personal purposes 6% of the respondents use Youtube most often to connect for personal purposes 3% of the respondents use Google most often to connect for personal purposes.
Table 9:	Which of the tools listed below do you use MOST often to connect for BUSINESS purposes?
	Options
	Frequency
	Percentage

	Twitter
	6
	6%

	Facebook
	61
	61%

	Instagram
	23
	23%

	Linkedin
	1
	1%

	Youtube
	6
	6%

	Google+
	3
	3%

	Total
	100
	100%


Source: Research survey 2022,
The above table shows that 6% of the respondents use Twitter most often to connect for business purposes, 61% of the respondents use Facebook most often to connect for business purposes, 23% of the respondents use Instagram most often to connect for business purposes, 1% of the respondents use Linkedin  most often to connect for business purposes 6% of the respondents use Youtube most often to connect for business purposes 3% of the respondents use Google most often to connect for business purposes.
Table 10 	How long have you been using social media for business purposes?
	Options
	Frequency
	Percentage

	Less than a year	
	20
	20%

	A year
	32
	32%

	Two years
	20
	20%

	Five years 
	13
	13%

	Over five years
	15
	15%

	Total
	100
	100%


Source: Research survey 2022,
The above table shows that 20% of the respondents have been using social media for business purposes for less than a year, 32% of the respondents have been using social media for business purposes for a year, 20% of the respondents have been using social media for business purposes for two years, 13% of the respondents have been using social media for business purposes for five years while 15% of the respondents have been using social media for business purposes for over five years.
Table 11:	Social media account can be used primarily to post information.
	Alternative
	Response
	Percentage
	Valid percentage
	Cumulative percentage

	Strongly Agreed
	70
	70
	70
	70

	Agreed
	20
	20
	20
	90

	Neutral
	10
	10
	10
	100

	Disagreed
	-
	-
	-
	100

	Strongly Disagreed
	-
	-
	-
	100

	Total
	100
	100
	100
	


Source: SPSS Computation, 2022
From the table above, 70% of respondents accept that Social media account can be used primarily to post information, 20% agreed while 10% were neutral about the statement.
Table 12: Social media account used for business purpose should be accessed daily.
	Alternative
	Response
	Percentage
	Valid percentage
	Cumulative percentage

	Strongly Agreed
	65
	65
	65
	65

	Agreed
	25
	25
	25
	90

	Neutral
	10
	10
	10
	100

	Disagreed
	-
	-
	-
	100

	Strongly Disagreed
	-
	-
	-
	100

	Total
	100
	100
	100
	


Source: SPSS Computation, 2022
From the above table, 65% of the respondents strongly agreed that Social media account used for business purpose should be accessed daily, 25% agreed while 10 were neutral.
Table 13:Social media is also used for personal purpose. 
	Alternative
	Response
	Percentage
	Valid percentage
	Cumulative percentage

	Strongly Agreed
	50
	50
	50
	50

	Agreed
	10
	10
	10
	60

	Neutral
	5
	5
	5
	65

	Disagreed
	15
	15
	15
	80

	Strongly Disagreed
	20
	20
	20
	100

	Total
	100
	100
	100
	


Source: SPSS Computation, 2022
50% (50) of the respondent strongly agreed to the assertion that Social media is also used for personal purpose, 10% (10) agreed on the terms, 5% (5) were Neutral, 15% (15) disagreed while 20% (20) strongly disagreed.
Table 14: Social media tools should be used frequently to obtain information about products.
	Alternative
	Response
	Percentage		
	Valid percentage
	Cumulative percentage

	Strongly Agreed
	80
	80
	80
	80

	Agreed
	15
	15
	15
	95

	Neutral
	5
	5
	5
	100

	Disagreed
	-
	-
	-
	100

	Strongly Disagreed
	-
	-
	-
	100

	Total
	100
				
	100
	


Source: SPSS Computation, 2022
The result of the table shows that Social media tools should be used frequently to obtain information about products because majority of the respondents strongly agreed to the statement. 
Table 15: Social networking accounts are used to obtain information about product.
	Alternative
	Response
	Percentage
	Valid percentage
	Cumulative percentage

	Strongly Agreed
	60
	60
	60
	60

	Agreed
	15
	15
	15
	75

	Neutral
	5
	5
	5
	80

	Disagreed
	10
	10
	10
	90

	Strongly Disagreed
	10
	10
	10
	100

	Total
	100
	100
	100
	


Source: SPSS Computation, 2022
From the table above, it shows that 60% (60) strongly agreed that Social networking accounts are used to obtain information about product, 15% (15) agreed 5% were undecided, 10% disagreed and 10% strongly disagreed. 
Table 16: Business benefited from the use of social media tools.
	Alternative
	Response
	Percentage
	Valid percentage
	Cumulative percentage

	Strongly Agreed
	40
	40
	40
	40

	Agreed
	20
	20
	20
	60

	Neutral
	-
	-
	-
	60

	Disagreed
	25
	25
	25
	85

	Strongly Disagreed
	15
	15
	15
	100

	Total
	100
	100
	100
	


Source: SPSS Computation, 2022
Greater percentage of the respondents (40%) considered that Business benefited from the use of social media tools, 20% agreed, 25% disagreed while 15% strongly disagreed.
Table 17: Social media use for business helps to increase sales.
	Alternative
	Response
	Percentage
	Valid percentage
	Cumulative percentage

	Strongly Agreed
	80
	80
	80
	80

	Agreed
	20
	20
	20
	100

	Neutral
	-
	-
	-
	100

	Disagreed
	-
	-
	-
	100

	Strongly Disagreed
	-
	-
	-
	100

	Total
	100
	100
	100
	


Source: SPSS Computation, 2022
Social media use for business helps to increase sales because all the respondent agreed to the assertion.
Table 18: Facebook, Twitter, Instagram, Linkedin are examples of social media tools.
	Alternative
	Response
	Percentage
	Valid percentage
	Cumulative percentage

	Strongly Agreed
	75
	75
	75
	75

	Agreed
	15
	15
	15
	90

	Neutral
	-
	-
	-
	90

	Disagreed
	5
	5
	5
	95

	Strongly Disagreed
	5
	5
	5
	100

	Total
	100
	100
	100
	


Source: SPSS Computation, 2022
Virtually, most of the respondent agreed that Facebook, Twitter, Instagram, Linkedin are examples of social media tools.
Table 19: Social media can also be used for social purpose.
	Alternative
	Response
	Percentage
	Valid percentage
	Cumulative percentage

	Strongly Agreed
	80
	80
	80
	80

	Agreed
	15
	15
	15
	95

	Neutral
	-
	-
	-
	95

	Disagreed
	5
	5
	5
	100

	Strongly Disagreed
	-
	-
	-
	100

	Total
	100
	100
	100
	


Source: SPSS Computation, 2022
From the table above, 80% of the respondents strongly agreed that Social media can also be used for social purpose, while 15% agreed and only 5% disagreed.
Table 20: Companies that use social media tools to interacts with their prospect and customers are more likely to have a significant competitive advantage over those that do not.
	Alternative
	Response
	Percentage
	Valid percentage
	Cumulative percentage

	Strongly Agreed
	40
	40
	40
	40

	Agreed
	20
	20
	20
	60

	Neutral
	-
	-
	-
	60

	Disagreed
	25
	25
	25
	85

	Strongly Disagreed
	15
	15
	15
	100

	Total
	100
	100
	100
	


Source: SPSS Computation, 2022
Greater percentage of the respondents (40%) considered that Companies that use social media tools to interacts with their prospect and customers are more likely to have a significant competitive advantage over those that do not, 20% agreed, 25% disagreed while 15% strongly disagreed.
[bookmark: page6]
4.3	ANALYSIS OF RESEARCH QUESTIONS (And Or Hypothesis)
HYPOTHESIS ONE
Hypothesis 1 (Ho): There is no significant relationship between audience perception of the use of social media in promoting small scale business.
Hypothesis 1 (H1): There Is significant relationship between audience perception of the use of social media in promoting small scale business.

	RESPOND
	O!
	E!
	O!- E!
	(O!- E!)2
	(O! – E!)2/E!

	Yes
	80
	50
	30
	900
	18

	No
	20
	50
	-30
	900
	18

	
	100
	100
	0
	1800
	36


 Source: survey 2022
X2=(o! – E!)2=  1800
          E!	       100
			=18
Degree of freedom = (r-1)  (c-1)
		          (2-1)  (2-1)
		          1 x 1 = 1
Level of significant    = 5% = 0.05
		           (0.05) =  3.841
DECISION RULE:
The value of x2 of the table (18) is greater than the critical value at 3.841 level of significant, the null hypothesis (H0) will be rejected while (h1) will be accepted therefore from the above test, Concluded value is greater than the critical value  so, H0 is accepted while H1 is rejected meaning that there is a significant relationship between audience perception of the use of social media in promoting small scale business.
HYPOTHESIS TWO
Ho: There is no significant relationship between social media promote small scale business.
Hi: There is a significant relationship between social media promote small scale business.
	RESPONSE
	O!
	E!
	O!-E
	(O!-E!)2
	(O!-E!)2/E!

	Yes
	60
	50
	10
	100
	2

	No
	40
	50
	-10
	100
	2

	
	100
	100
	0
	200
	4



X2=  (O!- E!)2=  200
	      E!	      100
			= 2
Degree of freedom = (r-1) (c-1)
		          (2-1) (2-1)
			1 x 1 = 1
Level of significant = 5% = 0.05
		(0.05)  = 3.841 
DECISION RULE:
The value of x2 of the table (2) is greater than the critical value at 3.841 level of significant, the null hypothesis (H0) will be rejected while (h1) will be accepted therefore from the above test, critical value is greater than the concluded value so, H0 is accepted while H1 is rejected meaning that there is a significant relationship between economic development and organizational development



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	Summary
The following are the findings of this study: Entrepreneur makes use of social media to promote their businesses especially Facebook. The youth and young adult are more social media inclined than older generation Educated Small scale business make use of social media than the less educated Small scale business. Small scale business benefit from the use of social media. Companies that use social media platform have competitive advantage over those that don’t.
[bookmark: page63]The purpose of carrying out this study stems from the desire to know the role social media play in the growth of business among Small scale business in ilorin.
The introduction gives an insight to the introduction of the study by giving adequate background information on the phenomena being studied. Also inclusive is the aim of this study, the statement of problem and formulated research questions that would serve as parameters for conducting the research. The purpose and significance of this study are clearly stated in this introduction that also contain the scope covered by the study, the limitations encountered in the course of this research as well as definitions of relevant operational terms of the study.
The Literature review is built upon the appraisal and reviewing of previous literature and scholarly work that this study hinges on. Examination of relevant literature which helps to identify the role social media in the growth of business and the social media handle used thereby providing this study with theoretical backing. 
The methodology adopted to gather and analysis data. The method used was in-depth survey. The how and why of selecting the research method, population of study, variable of study, sampling technique, sample size, data collection, and statistical tools employed in carrying out this study. It goes further to relate the data generated in a logical manner so as to provide valid answers to the research questions generated.
5.2	Limitation Of The Study
	This study is restricted to Kwara state polytechnic in Ilorin, Kwara state. Due to the time frame scheduled for the research work to be carried out, it’s not sufficient to study more than one institution.
	In addition, the researchers are still expected to meet other academic demands within the scheduled range of time. This will make the researcher to strive for other source to get other necessary materials for the work financial constraints has also limited the sample sizes, these has made the researchers to reduce the number of questionnaire and those has reduced the study to more people.
	Despite all these limitations and challenges, the research work is still relevant valid and reliable.
5.3	Conclusion
[bookmark: page64]It has been variously established in various studies that the social media have a great influence on the mass audience. This study has established that the use of social media is of great benefit for entrepreneur and has great potential of growing business. Many educated Small scale business have realized this and are exploiting this advantage to a great extent. In fact, some Small scale business do not have any physical office as their office is on social media and delivery of service is at door step. Though there are conflicting report from past researchers on the most used and effective social media platform for business, but unarguably they all agree that the social media is a viable and productive tool for business especially in term of marketing.
5.4	Recommendations
This study provides a basis for other researchers to investigate on how tools in different social media app like Facebook, Twitter, LinkedIn etc. can be properly used by Small scale business. Future researchers should carry out experimental research on this topic to further solidify the claim of this study, or otherwise get fact and detail between Small scale business who used social media and those that don’t. Further research on appropriate use of social media platforms for business purposes. Government and multinational companies should encourage young entrepreneur coming up by training them on how to effectively use social media for marketing strategy and how to maximize their presence online.
Most of all in our county Nigeria there are many indigenous business men and women in Aba, Eko and different geographical area of Nigeria but language barrier is a limitation for them in using social media. It will be awesome if a software can be developed that will break the barrier of language in the use of social media.
[bookmark: page65]
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QUESTIONNAIRE
Department	of	Mass Communication, IICT, Kwara state polytechnic, Ilorin
Dear Respondent,
We are Students in the Department of Mass Communication of the above named institution carrying out a research on “ROLE OF SOCIAL MEDIA IN THE GROWTH OF SMALL BUSINESSES” This questionnaire is designed as a research tool purely for academic purposes; therefore, it will be highly appreciated if you objectively answer the questions in the questionnaire.
Thanks for your anticipated cooperation.
	The question will be in three sections, section (A), (B) and (C)
SECTION A
1. Age: 
 (a) 15  -25   (   )    (b) 26   -35   (    ) 	(c) 36-40	(    )	(d) 40 above	(  )
2. Sex:	
(a) Male	(   ) 	(b) Female	(   )
3. Religion:	
(a) Muslim	(  )	(b) Christian		(  )
4. Marital Status: 	
(a) Single (   ) 	(b) Married (  ) 	(c) Others  (  ) 
5. Educational Qualificationw
(a) SSCE/GCE    (  )	(b) OND/NCE   (  )	(c) HND/BSc   (  )	(d) Phd    (  )
SECTION B
6. Which of the following social media tools do you use? (Choose all that apply)	
Twitter				[	]
Facebook			[	]
Instagram			[	]
LinkedIn			[	]
YouTube			[	]
Goggle+			[	]
7. Do you use social media tools primarily for business or personal purposes? (Choose only one)
Business usage		[	]
Personal usage			[	]
I use them equally		[	]
I don’t know			[	]
8. Which of the tools listed below do you use MOST often to connect for PERSONAL purposes?
Twitter				[	]
Facebook			[	]
Instagram			[	]
Linked in			[	]
YouTube			[	]
Goggle+			[	]
9. Which of the tools listed below do you use MOST often to connect for BUSINESS purposes?
Twitter				[	]
Facebook			[	]
Instagram			[	]
Linked in			[	]
YouTube			[	]
Goggle+			[	]
10. How long have you been using social media for business purposes?
Less than a year		[	]
A year				[	]
Two years			[	]
Five years			[	]
Over Five Years		[	]

SECTION C
Key words: Strongly Agreed (SA), Agreed	(A), Neutral (N)	Strongly 
Disagreed (SD), Disagreed (D)
	S N
	QUESTIONS
	SA
	A
	N
	D
	SD

	11.
	Social media account can be used primarily to post information
	
	
	
	
	

	12.
	Social media account used for business purpose should be accessed daily
	
	
	
	
	

	13.
	Social media is also used for personal purpose

	
	
	
	
	

	14.
	Social media tools should be used frequently to obtain information about products
	
	
	
	
	

	15.
	Social networking accounts are used to obtain information about product
	
	
	
	
	

	16.
	Business benefited from the use of social media tools
	
	
	
	
	

	17.
	Social media use for business helps to increase sales
	
	
	
	
	

	18.
	Facebook, Twitter, Instagram, Linkedin are examples of social media tools`
	
	
	
	
	

	19.
	Social media can also be used for social purpose
	
	
	
	
	

	20.
	Companies that use social media tools to interacts with their prospect and customers are morelikely to have a significant competitive advantage over those that do not.
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