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ABSTRACT
This project is focused on the significance of media house in tourism industry. A self-developed validated questionnaires and intervention was use as a research instrument and data was analysed using statistical formulation the result of the project show the significant of the media houseon tourism industry which include promotion enlightenment educating people about tourism industry the result also revealed the problems facing media house in tourism industry such as lack of financial capacity to carry out the tour to various tourism industry within the country and outside the country.
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CHPATER ONE
INTRODUCTION 
1.1 BACKGROUND OF THE STUDY 
	Media communication technologies imperative for frontline investment for sustainable globalized tourist development indicators,the powerful efforts of media communication can bring sweeping changes of attitudes and behavior among the key actors in local action and global tourism for peaces security and sustainable development. The social cultural economics political and environment benefit of tourism world usher in monument and historical changes in the country. Development in communications one of the best way togo in developing eco-tourism, strategy invest the planned communication component of programmer designed to change the attitude and behavior specific group of people in specific ways through person communication mass media tradition media or community communication (ussalim 2012) 
	It aims at the delivery of services and the interface between service delivers and by informed choice motivation and facilitation effecting the expected changes. This can be done by media advocacy targeting all key stake holders involve in the tourism industry. Effectively use of communication techniques can brake barriers and promote better use of participatory message design which combines both traditional and modern media. The intruded granted the freedom enjoyed by print media and common carriers such as letters mails and cable to the public media. Through audio streaming it is possible to enhance the reach of radio signals to any part of the world. The vast capacity of internet enables each media house to exhaustively investment and publishes depth analyses. Internal radio is not limited to audio as pictures images digital files and graphic are accessible to the users. Advertisers and their audiences can easily internet via the internet broad cast (uysalim 2012)
	The communication out lets or tools use to store deliver information or data the term refer to components of the mass media communication industry such as print media publishing the news media photography cinema broad casting (radio and television) and advertising (ezoburo, 2013) 
	The years media have contributed towards shaping tourism into a responsible industry by promoting the following good practices it protect the environment and minimizes the negative social impact of tourism it generates greater economic benefits for local people and enhances the well being of host communities it make positive contribution to the conversation of natural and cultural heritage and promote the world diversity. It provides more enjoyable expiable for tourist through more meaningful connection with local people it help to understand local cultural social and environment issues (Christian eze 2011) tourism industry. Tourism is decline and understood as the activity of traveling and touring it is basically a set of inter connected activities of tourism while travelling to a place and so tourist as an industry means and covers the same things but from an economic and monetary point of view (Luttan 2012).
Media house is the communication outlet or tools use to store and deliver information or data the term refer to component of the media publishing the news media cinema broad  casting (radio and television ) and advertising (usysalm 2012)
The development of early writing one paper enable longer distance communication system such as mail including in the person empire chaparkhanch and augacriun) and roam empire which can be interpreted as easily forms of mediawrites such as however phi gold have frame early forms of human communication as easily form of media such as the lascars cave printing as early writing. Another framing of the history of media starts with chalet cave painting and continue with other way to carry human communication beyond the short range of voice smoke signals trail markers and sculpture (Hendry, 2010)
Nigerian television authority (NTA) is a Nigerian government owned and party commercial broad caster originally known as Nigerian television (TV) it was inaugurated in 1977 with a monopoly on national television broad casting after a takeover of regional television stations by military governmental authorities in 1976 after declining interest from the public in government. Influenced programming it lost it is monopoly over television broad casting in Nigeria in the 1990s the NTA runs the largest televisionnetwork in Nigeria with stations in several parts of the country. It is widely viewed as the authentic voice of the Nigerian government www.natanigerian (www, nta.com)
ALUBARIKAFM  is a radio station based ion the city of Ilorin kwara state Nigeria. The radio station broad casts on free of 89.9fm mega hertz (www.alubarikafm)
HERAD NEWS PAPER is owned by the kwara state printing and publishing cooperationoffa road exit GRA bringkwara state since its establishment in 1973 as fill of the operation of kwara state printing and publishing or portion
	The herald rivaled older titles and onguered the highly competitive Nigerian news paper markets (www.heradnewspaper)
1.1 STATEMENT OF RESEARCH 
In view of this discussion this study looks at the operation of media house ion tourism industries using Nigeria television authority NTA, alubarikafm and herald newspaper. Most media house are faced with a lot of problem in their operation this is because since they are not owned by the government and they serve as the mouth piece and to some extent the after them because the government is not responsible for their finance the are only sponsored up their owners and in case of fundamental constraint the will survey be affected most media house lack the tactures in the management of it is staffs and resources available to them and this causes lack of commitment by it is however there by causing lack of ammitment by its however there by causing more harm than good to the organization most media house ar effaced with impediment thatelad to ineffective coverage which leads to distortion in their operation.
1.2 AIMS AND OBJECTIVES OF THE STUDY 
The study tends in achieving the following aims and objectives 
· To access the significanceof  media house on tourism industry 
· To identify the media using in media house to promoting tourism industry 
· To document problem facing the media house on tourism industry 
· To proffer possible solution in solving the problem facing media house in tourism industry 
1.3 RESEARCH QUESTIONS
· During the course of this research work the researcher will proffer answers to the following research question 
· What are the significance of media house in tourism industry 
· Does the selected media house promote tourism industry 
· What are the problem facing the media house in tourism industry 
· Are there any possible solutions for problems facing the media house?
1.4 SCOPE OF THE STUDY
The scope of the study is media house in tourism industry of a particular interest here are accessing the significant of media house in tourism industry a study of selected media house in Ilorin kwara state.

1.5 SIGNIFICANCE OF THE STUDY 
The significance of the study media house can barriers and promote better uses particular message design which combines both that traditional and modern media like that the internet grafted in freedom enjoyed by print media and common carriers such as letters mails and cableto the public media. Through audio streaming it is possible to enhance the reach of radio signal to any part of the world. The internet vast capacity enables each media house to exhaustively enable each media house to exhaustively investigate and publishes in depth analyses internet radio is not limited to audio as picture images digital files and graphics areaccessible to the users. Advertises and their audiences can easily interact via the internet broad casts. 
Media house have a crucial role to play in putting emerging destination the relationship between tourism and the media is vital and complex tourism is highly dependent on media reporting because the majority of travellers decision are made by people who have never seen the destination for the first hand for them sexes. When there is bad news or a crisis the impact on tourism canbe divesting tourist are scared away from destination caught in the glare of round. The clock disaster coverage causing communities depends it on tourism to lose their sources of livelihood
1.6 DEFINITION OF TERMS 
The following key concepts and terms used in this research work are hereby explained as following 
Accessing : according to Webster dictionary accessing is freedom or ability to obtain or make use of something 
Significance something that is conveyed as a meaning often obscurely or indirectly or the quality of conveying or implying 
Tourism industry :tourism is defined and understood as the activities of traveling and touring. It is basically as a set of inter connected activities of tourist while traveling to a place. And so tourism as an industry means things but from on economics and monetary point of view.


CHAPTER TWO
REVIEW OF RELATED LITERATURE 
2.0 INTRODUCTION 
	This chapter focus on the review of source related literature reviewed have included that following brought subtitle
2.1 Concept of media house in general 
2.2 Significance of media house in general 
2.3 Significance of media house to tourism industry
2.4 Tourism industry 
2.5 NTA Television in view 
2.6 Heraldnewspaper in view 
2.7 Alubarikafm in view 
2.8 ilorin in view
2.9 kwara state 
2.1 CONCEPT OF MEDIA HOUSE IN GENERAL 
	According to jafari (2016) media house is a network of media communication specialization operating in batik states media house was found n 1994 as the every first media agency in Baltic soon after it become a leader not only in delivery of service standard but also in volume of client investment in advertising media house is a genius agency with a value such as a common owner consistent management and office staff with an consistent management and office staff with an eminent experience in coordination. The leading position in the region demonstrates the leverage in ability to development media house is known as a company that sets industry service bench marks and effects development of the industry service beach mark and effects development of the industry as whole for the client our agency offers effective communication solution together with advice on smart media investment creative approach ensures additional return on investment media agency that got nominated and awarded in Baltic advertisement festival golden hammer as early as in ijear 2000. Last but not least is the ability to provide this best price for client as well as progressive compensation systems. This media house has become one of the biggest media buyers in ethnic counties and has ensured it market position in the future. Si the ability to provider the west price for clients as well as progressive compensation system thismedia house has become one of the biggest media buyers in ethniccountries has ensured its market position in the future.
2.2 SIGNIFICANCE OF MEDIA HOUSE IN GENERAL 
	According to orlu (2013) the media no doubt are pivotal instrument in society development as well as promoters of culture. The media functions within the next of society just and like the media cannot function effectively without the enabling environment provided by the society the society itself cannot function well without the media the media are important shapers of our perception and ideas they are conscious industries which provide not simple information about the world, but ways of seeing and understand it one of the relationship between the media and the society,  (wislon2006).
	The communication enterprise gets all kind of inputs are used for the production of media product. The communication enterprise must respond to socially approved value and emphasize those held in high esteem in other words it must correspond with or reflect the economic moral cultural and political tradition of the society (GP80).reformed prejudice in some quarters thing also has an important role in stimulating government to take action.
2.4 TOURISM INDUSTRY 
	According to camiller, M.A (2018) the tourism industry an over view in travel marketing tourism economics and the airline product (chapter 1pp 327) change this chapter introduces its readers to the concept of tourist it sheds light on the rationale for tourism as it explanation tourist inherit motivation to travel. It also describe different aspect that together make up the tourism industry tourist travel to destination that are accessible to them they require accommodation if they are visiting a place more than 24 hours leisure and business travellers may as a visit attraction and engage in recreational activities. Hence tourist destinations may after different product to satisfy a wide array of tourist. Tourismproduct can include urban (or city) tourism health tourism educational tourism business tourism (including meetings in conceptive conference and events) among others in conclusion this chapter lists major point destination may be appealing to different product to satisfy a wide array of tourist. Tourism business tourism (including meetings inceptives conference and events) among others in conclusion this chapter lists major point of international may be appealing to different tourist for many reasons.
2.5 NTA NEWS PAPER IN VIEW 
	NTA Nigerian television authority or NTA is a Nigerian government owned and party commercial broad caster originally knows as Nigerian television it was inaugurated in 1977 with a monopoly on national television broad casting after a takeover of regional television stations by militating governmentauthority is in 1976 after declining interest from the public in government influenced programming 
2. It lost monopoly over television broad casting in Nigerian in the 1990 the NTA runs the largess television network in Nigeria with stations in several part of the country it is widely viewed as the authorities’voice of the Nigerian government (www.nta.com)
2.6 HERAD NEWS PAPER 
	Is owned by the kwara state printing and publishing cooperationoff road exit GRA I bring kwara state since it wasestablishment in 1973 as fulsome of the operation of kwara state printing and publishing corporation (www.heradnewspaper .com) 
2.7 ALUBARIKA FM IS A radio station based intoenhcity of Ilorinkwara state Nigeria the radio station broad coasts on frequency of 89.9fm mega (www.alubarika fm)
2.8 ILORIN 
	According to Abdulraheem (2020) explained that Ilorin was funded by the one of the three largest ethnic group in Nigeria in 1450 it become a provincial military head quarter of the ancient oyo empire and later become a northern Nigeria protectorate when shetioalimi an internet Islamic preacher and teacher took control of the city through the spread of Islam the capital was occupied by the royal Niger company in 1897 and its lands were incorporated into the British colony of northern Nigeria in 1900 although  the emirates continued to perform ceremonial functions the city retains a strong Islamic influences although Christianity is non-widely practiced I the cosmopolitan part of the city due to the significant immigration of people from other parts of kwara state and the rest of Nigerian. The current metro area population of Ilorin in 2020 is 960,000 ilorin is the state capital of kwara in western Nigeria and their important tourist attraction in Ilorin while is durbar festival.
2.9 KWARA STATE 
	According to  Hanafi (2019) reviewed that kwara sate was created on 27 may 1967 when the federal military governmental of general Yakubagowon broke the four region heat then constitutes the federation of Nigeria into 12 states. At its creation the state was made up of the northern region and was initially named the west central state but later changed to kwara a local name for the local name for the river Niger.
	Kwara state has five local government area of the 27 august 1991 namely oyisokeneokechi and kogi were also excised form part of the new kogi,Kwara also state while a sixth borgu local government area was merged with Niger state. The major populace local government in kwara state area Ilorin aoffa.
	Kwarastate has numerous mineral resources such as tour malinetanlitate and many mineral deposit in the northern part cocoa and kolanut in the state southern part cocoa and kolanut in the southern part okeeroekiti and is in local government area.
	The important tourist attraction in kwara state include esie museum owu waterfall kajilakesimoleboja rock shelter ogunjokoro national parks and agbona hill awon mass wedding in shao. There is also durba festival which is the most attraction in Ilorin the capital of kwara state.












CHAPTER THREE
RESEARCH METHODOLOGY
3.0 INTRODUCTION 
	This chapter is divided into two first par  composes all the study area on the second part focus on research designing population data collection instrumentvariably or instrument method of the data collected and data analysis techniques.
3.1 STUDY AREA 
	Ilorin is the largest city and capital of kwara state in Ilorin south west Nigeria it is situated south west in Nigeria. It is located on the latitude of 3.30w with the population of a 60000 according to population census it is near a group of Yoruba people. the longitude of 40 c kwara state south west Nigeria is caters an area of about 100km (kilometer) (160m) railway and high via Ibadan which inters in the city and it has an international airport 
3.2 RESEARCH DESIGN 
	The research desing used in the study ws 10 examine the significance of media house in tourism industry in Ilorin kwarastate the research used purpoe design as suggested by aheque to and agu (2003) that purpose can be used to represent the entire population staff in each media house interview and questionnaire making total number of respondents
3.4 DATA COLLECTION INSTRUMENT 
	Interview and questionnaire tagged contribution of media house to tourism promotion Ilorin kwara state was designed by the researcher and used for collection of data for the study.
3.6 VALIDATION OF INSTRUMENT 
The drafted questionnaire was given to the supervisor Mr. Adekunle J.O an expert in the field the reaction and observation were incorporated into final draft. 
3.7 RELIABILITY OF THE INSTRUMENT 
The researcher administered “10” interviewed questionnaire scheduled to people at different location that were not part of the research their it was correlated and the correlation coefficient 0.05 them the instrument was consider reliable.


3.8 METHOD OF DATA COLLECTION 
The researcher interviewed the other staffer that is not part of the research population as to get the necessary information needed for the study. Some of the respondent was reluctant to respond be study some of the responded be with persuasion of the researcher was able to collect enough percentage for the study.
3.9 DATA ANALYSIS TECHNIQUES 
The researcher will employ the descriptive analysis involving single percentage to analyse the data as this is one of the best methods in line with the objectives of the study.
The method of use is 
R X 100
Q       1
Where R represents the response to a given questionnaire 
Where Q represents total number of respondents. The data will be analysed through verbatism questionnaire and spss support the issues being expressed.

CHAPTER FOUR 
DATA PRESENTATION AND INTERPRETATION
4.0 INTRODUCTION 
	This chapter discusses the data analysis and interpretation data presentation and discussion of significant of media house in tourism industry 
DATA ANALYSIS AND INTERPRETATION 
	Data obtained from questionnaire are presented analysed and interpreted in this chapter four, questionnaire were distributed while the thirty questionnaire were returned with the rate of hundred percent.
	This research employed the description analysis including simples’ percentages to analyses objective of the study.
DATA PRESENTATION 
	The presentation of the data is expressed below based on the design of the research guides



SECTION A: BIO DATA OF THE RESPONDENT 
HERAD NEWS PAPER 
TABLE 4.1 DEMOGRAPHIC DATA OF RESPODENTS 
	AGE 
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	Below 20 years
	0
	
	

	21-30 years 
	2
	40
	2ND

	31-40 years 
	3
	60
	1ST

	41 and above 
	-
	
	

	Total 
	5
	100
	

	SEX 
	
	
	

	Male 
	3
	60
	1ST

	Female 
	2
	40
	2ND

	Total 
	5
	
	

	PROFESSIONAL 
	
	
	

	Student 
	0
	
	

	Student civil servant
	5
	100
	

	Entrepreneur 
	0
	
	

	Other
	0
	
	

	Total 
	5
	100
	

	RELIGION 
	
	
	

	Christian 
	0
	
	

	Muslim 
	5
	
	

	Traditional 
	0
	
	

	Total 
	
	
	

	EDUCATIONAL BACKGROUND 
	
	
	

	SSCE
	0
	0
	

	HND/B.SC
	4
	40
	

	ND/NCE
	0
	0
	

	Other specify 
	1
	60
	

	Total 
	5
	100
	

	MARITAL STATUS 
	
	
	

	Single 
	
	
	

	Married 
	4
	40
	

	Divorced 
	1
	60
	

	Total 
	5
	100
	

	Position 
	
	
	

	Accountant 
	2
	40
	1st

	Chief clerical officer 
	1
	20
	2nd

	Staff officer
	1
	20
	2nd

	Higher data processing 
	1
	20
	2nd

	Total 
	1
	20
	

	State kwara
	5
	20
	

	Total 
	5
	100
	


Source; survey field 2025.

	The above table revealed that (40%) of the respondent fall within in 31-40 years while (60%) of the respondent fall within 41 above. 
40% of the  total respondent  are female while (60%) of het respondent are male. The distribution shows that there more male respondent.
	80% of the third rank shows the respondent are married while (20%) of the respondent or widowed.
	Above result show (100%) of the respondent are civil servant.
	(80%) of the respondent are HND/B.sc holders and (20%) of the respondent are others.
	Above result show (100%) of the respondent are muslim (0%) are Christian and (0%) are traditional (40%) of the respondent are accountant (20%) of the respondent are chief clerical officer (20%) of the respondent are staff office and (20%) of the respondent are higher data processing.
TABLE 4.2 SIGNIFICANCEOF MEDIA HOUSE IN TOURISM INDUSTRY 
	RESPONSES  
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	Media house show case and transmit the turn area 
	2
	40
	1st

	Revenue 
	1
	20
	2nd

	Publicity 
	2
	40
	1st

	Total 
	5
	100
	


Sources : survey  field 2025
	The above table show (40%) of the respondent agrees media house show case and transmit the tourist area (20%) of the respondent say revenue while (40%) of the respondent say publicity.

4.3 WAYS IN WHICH HERAD NEWS PAPER PROMOTING TOURISM INDUSTRY 
	RESPONSES  
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	Through our news paper 
	3
	60
	1st

	By publishing some of the tourist area 
	1
	20
	2nd

	Through our educative programme
	1
	20
	

	Total
	5
	100
	

	
	
	
	


sources: survey  field 2025
	The above table show (60%) of the respondent above agreed that say through our news paper (20%) of the respondent said by publishing some of the tourist areas while (20%) of the respondent said through one educative programe.
4.4  PROGRAME ENGAGING IN PROMOTIONG TOURISM INDUSTRY 
	RESPONSES  
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	Celebrating world tourism day 
	2
	40
	1st

	Student  or guest visiting the tourist place 
	1
	20
	2nd

	Show case activities of tourism on newspaper on tvand radio
	1
	20
	

	Government investing on tourism 
	1
	20
	

	Total 
	5
	100
	


sources : survey  field 2025
The above table show that (40%) of the respondent said celebrating the world tourism day (20%) said student or guest visiting the tourist place and (20%) of the respondent said show casing the activities of tourism on newspaper on tv and radio while (20%) of respondent said government investing on tourism.
4.5 PROBLEM FACING MEDIA HOUSE IN TOURISIM INDUSTRY 
	RESPONSES  
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	Yes 
	0
	0
	

	No 
	5
	100
	

	Total 
	5
	100
	


Sources:survey  field 2025
The above table show that (100%) of the respondent agreed that there are problem facing media house in tourism industry and (0%) say yes 
 THE SIGNIFICANCE OF MEDIA HOUSE IN TORUISM INDUSTRY
	RESPONSES  
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	Promotion 
	2
	40
	1st

	Enlightment
	2
	40
	1st

	We educate people about tourism industry 
	1
	20
	2nd

	Total 
	5
	100
	

	
	
	
	


sources : survey  field 2025
	The above table shows that (40%) of the respondent said promotion (40%) of the respondent said enlightenment of the respondent said the educate people about tourism industry. 
4.4 IN WHAT WAY NTA PROMOTING TOURISM INDUSTRY
	RESPONSES  
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	Advertisement 
	2
	40
	1st

	Provide a platform for the industry 
	1
	20
	2nd

	We inform educate and enlighten people about tourism site 
	2
	40
	1st

	Total 
	5
	100
	

	
	
	
	


sources: survey  field 2025
	The above table shows that (40%) of the respondent said advertisement (20%) of the respondent said provide a platform for the industry (40%) said the inform educate and enlightenment people about tourism site in the state.
PROBLEM FACING MEDIA HOUSE IN TOURISM INDUSTRY 
	RESPONSES  
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	YES 
	3
	60
	1ST

	NO 
	2
	40
	2ND

	TOTAL 
	5
	`100
	


sources : survey  field 2025
	The above table shows that (20%) of the respondent agreed the lack of financial capacity to carry out the tour to varioustourismindustry within and outside the country (40%) of the respondent said lack of media equipment to work with and (20%) of the respondent said most media house are financially constraint to promote the tourist industry for free while (20%) of the respondent said how patronage by player of the tourism industry power outage in the country for viewer to be able to watch programs on tv.
4.7 POSSIBLE SOLUTION IN SOLVING THE PROBLEM FACING MEDIA HOUSE?
	RESPONSES  
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	Media house should be adequately founded to enable them carry out their statutory efficiently 
	2
	40
	1st

	Modern equipment should be provide for the effective and efficient means of working 
	1
	40
	1st

	80% involvement of federal government industry 
	1
	20
	2nd

	Increase public power supply for people to be able to watch tourism program on tv
	1
	20
	2nd

	Total 
	5
	100
	


sources : survey  field 2025
	The above table shows that (40%) of the respondent said media house should be adequately founded to enable them carryout their statutory efficiency (20%) of the responded said modern equipment should be provide south effective and efficient means of walking and (20%) of the respondent said 80% involvement of federal government in industry while (20%) of the respondent said increase public power supply for people to be able to watch tourism program on tv.
ALUBARIKA FM 
	AGE 
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	Below 20 years
	2
	40
	2ND

	21-30 years 
	3
	60
	1ST

	31-40 years 
	0
	-
	

	41 and above 
	-
	-
	

	Total 
	5
	100
	

	SEX 
	
	
	

	Male 
	0
	0
	

	Female 
	5
	100
	

	Total 
	5
	100
	

	PROFESSIONAL 
	
	
	

	Student 
	1
	20
	2ND

	Student civil servant
	0
	0
	

	Entrepreneur 
	1
	20
	2ND

	Other
	3
	60
	1ST

	Total 
	5
	100
	

	RELIGION 
	
	
	

	Christian 
	4
	80
	1ST

	Muslim 
	1
	20
	2ND

	Traditional 
	0
	0
	

	Total 
	5
	100
	

	2EDUCATIONAL B3ACKGROUND 
	
	
	

	SS0CE
	0
	0
	

	HND/B.SC
	4
	80
	1ST

	ND/NCE
	1
	20
	2ND

	Other specify 
	0
	0
	

	Total 
	5
	100
	

	MARITAL STATUS 
	
	
	

	Single 
	3
	60
	1ST

	Married 
	2
	40
	2ND

	Divorced 
	
	
	

	Total 
	5
	100
	

	Position 
	
	
	

	Head of news 
	1
	20
	

	Marketing manager 
	1
	20
	

	Student 
	1
	20
	

	Free dancer 
	1
	20
	

	News editor 
	1
	20
	

	Total 
	5
	100
	


source; survey field 2025.

	The above table shows that (40%) of respondent fall within 20 30 years while (60%) of the respondent fall within 31 and 40 years 
	100% of the respondent are male while (0%) of the respondent are female this distribution show the there are more male respondent.
	Above result show that (60%) of the respondent are single (40%) of the respondent are married (0%) of the respondent married (0%) of the respondents are divorced while (0%) of therespondent are widowed.
	20% of the respondent are student )%fo the respondent are civil servant 20% of the respondent entrepreneur while 60% of the respondent are others.
	Above table show that (0%) of the respondent are SSCE 80% of the respondent are HND/B.sc holder and (20%) of the respondent are ND/NCE while 0% of the respondent are others.
	80% of the respondent are Christian and (20%) of the respondent are Muslim while 0% of the respondent are traditional.
	Above table shows that 20% of the respondents are head of news 20% of the respondent are marketing manager 20% of the respondent are student 20% of the respondent are news editor 
SIGNIFICANT OF MEDIA HOUSE IN TOURISM INDUSTRY 
	RESPONSES  
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	To promote the country or state to the world 
	3
	60
	

	To involve the government more on tourism
	2
	40
	


Sources : survey  field 2025
The above table shows that 60% of the respondent said to promote the country or state to the world 40% of the respondent said to involve the government more on tourism.
WAY ALUBARIKA FM PROMOTING TOURISM INDUSTRY
	RESPONSES  
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	Advertisement 
	4
	80
	1st

	Through news 
	1
	20
	2nd

	Total 
	5
	100
	


sources : survey  field 2025
	the above table shows that 80% of the respondent sadi advertisement while 20% of the respondent sadi through news.
WHAT ARE THE PROGRAM ENGAGING IN PROMOTING THE TOURISM INDUSTRY 

	RESPONSES  
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	News 
	4
	80
	1ST

	Entertainment 
	1
	20
	2ND

	Total 
	5
	
	


sources : survey  field 2025
	The above table show that 80% of the respondent said news while 20% of the respondent said entertainment 
PROBLEM FACING THE MEDIA HOUSE IN TOURISM INDUSTRY 
	RESPONSES  
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	YES 
	1
	20
	2ND

	NO 
	4
	80
	1ST

	TOTAL
	5
	100
	


sources : survey  field 2025
	The above table shows that (20% of the respondent said yes while 80% of the respondent said no 
POSSIBLE SOLUTION IN SOLVING THE PROBLEMS FACING MEDIA HOUSE

	RESPONSES  
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	Inadequate information on tv
	1
	20
	1ST

	Advertisement 
	1
	20
	2ND

	Issue of financing 
	2
	40
	

	Government 
	1
	20
	

	Total 
	5
	100
	


sources : survey  field 2025
	The above table shows that 20% of the respondent said in adequate information 20% of the respondent said advertisement 40% of the respondents said issue of finance while 20% of the respondent said government
POSSIBLE SOLUTION IN SOLVING THE PROBLEM FACING MEDIA HOUSE 
	RESPONSES  
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	Availability of information on tv
	2
	40
	1ST

	Promotion of tourism via radio programme
	3
	60
	2ND

	Total 
	5
	100
	


sources : survey  field 2025
	The above table show that (40%) of the respondent said availability of information and (60%) of the respondent said promotion of tourism via radioprogramme.
















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.0 INTRODUCTION 
	This chapter involves the summary conclusion of recommendation which based on the significance of media house in tourism industry.
5.1 SUMMARY 
	This research work was carried out to investigate the significance of most house in tourism industry from the research work majority of the respondent agreed significant of media house in tourism industry it increase revenue media house show case and transmit the tourist area publicity etc also the majority of the respondent agreed that there are problem facing media house in tourism industry lack of media equipment to use or work with lack of financial capacity to carry out the tour to various tourismwithin and outside the country.
5.2 CONCLUSION 
	This study clearly revealed that the significance of media house in tourism industry which is the focus of this research 
5.3 RECOMMENDATIONS 
	Based on the finding of the study the following are hereby programme
(1) Kwara state government should provide stable electricity
(2) Tourism industry should be giving all information in order to be show casing or presenting their programme on tvnewspaper and radio 
(3) Tourism industry should  be ready to pay for the information the media is publishing 
(4) Government should give a good commitment in encouraging the private own station the avenue to have good business without pressurizing or victimizing them.
(5) Media house should give tourism industry quality attention when they are in need of them 
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