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CHAPTER ONE
1.0 Introduction
Nigerian consumers are increasingly becoming uneasily satisfying especially in the area of exposure to advertising messages. This is largely due to their expectation of good value for the money spent Pike (2008) assets that marketer are now faced with escalating media costs, often in tandem with declining advertising budget, thus leading. Them to increased interest in below the line promotional opportunities. According to Kotler (2009), marketing is totally about consumers nees and wants by identifying and meeting them. These are four main factors on which marketing have been built up: these are four elements of the marketing mix. Place, product, price, and promotion. Advertising as a component of the promotional mix further enhance creation of customer’s awareness towards organizational products and them the need to patronize such products if it meets the needs, expectation and satisfaction of the consumers (Belch, 2003) Morden (1991) is of the opinion that advertising is used to establish a basic awareness of the product or service in the mind of the potential customer and to build up knowledge about it Kotler (2002) sees advertising as one of the four major tools companies use to direct persuasive communications to target buyers and public noting that it consists of non-personal forms of communication conducted through paid media under clear sponsorship. According to Kotler (2002) the purpose of advertising is to enhance prospect responses to the organization and its offering streets of our cities without being bombarded by commercial messages. Our counting derives benefit from information about products and senlices on the other side of the fence, companies with products or services to sell regard adverting as a valuable and indeed indispensable marketing tool a proximately 3% of the gross national product is currently devoted to advertising so advertising is a large and essential way of doing business.
Radio commercials hold a marginal share among the main media categories, for example newspaper and radio. However, it is still regarded as an important and useful medium in marketing and advertising in large cities and metropolitans. The broadcast of commercials on radio needs real though the print and radio media has taken the major share of revenue cities. However little research has been published on the impact of radio on small scale business. Most studies did not consider radio and outdoor advertising as principal research agenda, despite their importance in business communication, consumer behavour (Mulhem, 1991, Volley, 2001). This paper aims at analyzing the impact of radio on small scale business in Ilorin East Local Government. The study attempts to determine the role of radio advertising supported by outdoor advertising by retailing films on situational variables on re-dissemination furthermore, advertising is a form of communication through the media about product.
The major purpose of advertising is to communication educated and market a product /service idea or cause, through a channel or media that is accessible to target audience. However the marketing function recognizes the strategic value of advertising as an element of the promotional mix firm use in selling their  goods and services according to Ozoh (1998).
 	Advertising is a distinct promotional element that serves as a bridge between the advertisers and the target market. Through advertising the advertisers deliver his message to the target markets. Also in a market. Where it is quite impossible to reach the multitude or prospects for a brand between the advertising and the target market. Through advertising the advertisers deliver the message to the target market. Also in a mass market where it is quite impossible to reach the multitude of prospects for a brand personally advertising offers not to only cheapest means but an effective way of entering into the targets consciousness to get them acquainted with the products or services so there is need for advertisement in order to get the targets acquainted with the products or services. 
Moreover, many organizations or industries believe that  advertising their products will command or attract many consumer for such product.
Advertising pervades our lives. It is impossible to road newspaper magazine and journal or watch radio, listen to radio or even travel the services, ideas, personalities or organizations paid for by an identified sponsor. It is also a profession, a body of reminisce involved in the conceptualization, planning, creating, packaging and placing of advertising plays a major information role, making known available product and services as attractively possible, thus enabling the consumer to make a choice, Wright and Warner (1997) opine that advertising has the unique function to create differentiation among product brands and services that are otherwise difficult to distinguish. 


1.2	Statement of the Problem 
The primary aim of every business organization is to make profit and this profit achieved through the patronage of the class of people the business organization regard as its primary customers. Advertising is a method of impersonal communication using such media as the press, radio, Billboard, radio and soon. However there are a number of problems which need to be carefully stated before any decision can be made about whether to spend any money on advertising at all, let alone how to spend it. For example many people believe that media expenditure would be better spending on personal selling. All these are issue in radio advertising, hence the need to undergo a study on impact of radio in small scale business.
1.3	Research Objectives
i.	to understand the impact of radio in promoting small scale business on the people of Ilorin east local government area.
ii.	to examine attitude of the people of Ilorin east local government area toward radio advertisement on small scale business. 
iii. to examine whether radio broadcasting positively promote the small scale business in Ilorin 
1.4	Research Question
i.	what are the impact of radio in small scale business 
ii.	What are the attitude of the people of Ilorin east local government area toward radio advertisement in small scale business.
iii.	Does radio broadcasting positively promote the small scale business in Ilorin?
1.5	Significance of the Study 
       The essence for radio advertising is to influence consumers in decision making on their choice of beverages based on what they watch. This study is relevant for advertising agencies and the media who sees the need to receive and disseminate radio advert to the public. Also, the study would help researchers and other scholars in ascertaining the influence or effects of radio advertising on brand choice of audience it will help audience in the selection of products. 
1.6	Scope of the Study
The effects of this work is targeting at determining the responses among radio listeners concerning radio advertising on consumer’s  choice of small scales sales. The study is therefore limited to Ilorin east local government area. 
1.7	Definition of Key Terms
Operational Department of Term
i. Radio: This is use for electronic values to transmit information education and entertainment inform of a signal (sound) for simultaneous reception by large heterogenous and widely altered accidence either by an individual or group using appropriate apparatus. 
ii. Impact: A way of evaluating changes from an intervention or development  programme 
iii. Mass Media: It refers to the mass communication channels. Radio, television, newspaper, magazines, film, book telecommunication, media training, advertising and public relations, news can reach to a large scattered neterogenous society the mass media inform and educate the masses based on the emerge from conflicts of many voice on public issue.
iv. Small Scale: it is a business that employ a small dues not have a high volume of people in the sector.
v. Small Scale Business: small scale business is an enterprise that requires small amount of capital funds for the establishment.      
         











CHAPTER TWO
LITERATURE REVIEW
2.1	Conceptual Review 
2.1.1	 Radio Broadcasting
Mass media’s role in development is undeniable in any society. It plays a significant force to entertain, educate and inform any society. Radio can be signified as the strategic establishment for disseminating knowledge, learning as well as amusement to all kinds of listeners (Folarin, 2000). The concept of the developmental communication through media gained great prominence with the emergence of the new postcolonial countries in the 1960s. The advanced nations and multilateral developmental agencies kike the United Nations and World Bank are believed in the exponents of the theory of modernization. In their view, the best path to bring development in the less developed places was through “the replication” of the tested models of the economic development that had proven their success in the west (Khan, et al., 2013). Mass media especially radio was considered a necessary tool for spreading the models of the west for bringing change in the attitudes of the populations in the less developed nations (Nazari & Hasbullah, 2010).
Stephen Barnard mentioned that leadership played an entirely different role in the media for masses in the newly advanced nations (2000). The western countries as well as the developmental agencies views the media as channels for the developmental communication, and for politicizing local classes. They view the power of the mass media for the advancement of their political agendas (Barnard, 2000). The elite class controls the mass media through legal as well as non-legal means. In the past, they restricted freedom of space for the individuals as well as the community. The elite or the ruling class used media for their own convenience, self-promotion and gain. They used the media to exalt their individual image and demonize images of those that they conceived as their rivals. The rapid growth in the radio industry in the underdeveloped countries geared democratization of the global political as well as the governance systems 1990s onwards (Khan, et al., 2013).
Over the years, the developmental communication models have evolved tremendously as the different schools of thought supported (Abbas, Muhammad, & Ashfaq, 2010). The modernization paradigm holds that diffusion of information is the best of ways to increase the level of the development in not-so-developed countries. The media persuades the public “to embrace the core values” and modern “practices in order to spur economic development” (Besley, Burgess, & Prat, 2002). The modern school of thought believed in the power of mass media in influencing behavior of the people which results in the change through the desired actions. A number of factors such as culture and interpersonal relationships help in measuring the changes or development, as they constantly leave impact on the attitude and behavior of the people (Myers, 2011).
Asia Bashir strongly supports the idea that producers are flooded with emails and letters from listeners and viewers of media that promote all kinds of products, moods and attitudes as well as a sense of what is and what is not important (2010). Arthur Asa Berger says a rapid growth of the broadcasting businesses was observed in Nigeria at the start of the millennium (1998). The drift is particularly an outcome of globalization, mostly liberalization, denationalization socioeconomic expansion, and the market in financial arrangement (Berger, 1998). Government manages the researcheritarian (authoritarian government; dictatorship) bodies to control the process of the digital radio which may be charged with imposing a decent code of broadcasting. The radio programs are funded through advertising and marketing and other sources in Pakistan. Majority of the programs focus on human development and the welfare of the public and some programs focus on the pleasure and entertainment of the public (Bashir, 2010).
Radio has helped in the development of thinking as now the women have entered into broadcasting and they are willingly sharing their views and opinions from which communities are benefitting them. Radio plays an important role for women because it promotes their cultural, political, social and economic vision and empowers women. A number of studies have proved that the radio is a very strong tool in changing the lives of women. Cultural and social restraints as well as the lack of education affect women and their families in many ways. Women bear an uneven burden of the world’s poverty; though south Asian women have been playing a leading role in economic, social, political and cultural fronts (Abbas, Muhammad, & Ashfaq, 2010, pp. 22-25). Their contribution in promotion of the health, nutrition and education of the family is additionally quite visible in western world. Our own Islamic history guides us on women helping out and earning as well as working with their other halves in the betterment of their lives, almost in all the social and economic sectors (Soola, 2002, pp. 9-11).
2.1.2	     Radio and Economic Growth
Though Pakistan’s economy is largely dependent on agriculture, its farmer lacks knowledge of the latest techniques in the farming profession. The absence of the up-to-date system of information is the key cause. The Pakistani farmers rely on Radio Pakistan for such information. Thus, it has broadcast several programs in their own language over the years to educate the peasants about new technologies and techniques in farming which are necessary for the economic wellbeing. For example, the programs: Kisan de Gal (The Farmer’s Voice), Jithayterayhalwagday(Where you plough the fields), and Khet khetharyali(Green fields) are still aired in Punjabi language. These programs were started in late 1980 and continue till date. The content of these programs fulfills their very specific needs and educate them about the latest trends in farming in Pashto, Sindhi and Baluchi languages of the provinces e.g.,Wassanbasi (Play games) is broadcast in Sindhi and Pkahirraghly (May you live in peace) in Baluchi and Karkila(helping you)in Pashto languages in relevant areas (Abbas, Muhammad, & Ashfaq, 2010, pp. 22-25).
2.1.3	    Radio and Development
Ebenezer OludayoSoola says that development programs aim at bringing a better change, reordering process of socioeconomic development in such a manner that may eradicate gross level poverty, improve poor health and living standards for general public (2003, pp. 9-28). Radio is not only used to entertain people but it assists in the development of the general public. It is used all around the globe for instructional commitments. There is absolutely no doubt at all that the broadcast of radio in Pakistan is run efficiently (Curran, &Gurevitch, 1993, pp. 71-76). In Senegal, the establishment of the radio for rural education integrated with the program for development in 1968. The same model was relaunched in Burkina Faso in 1969 which increased knowledge of agriculture, health, livestock, news and culture (Berger, 1998). This diversity of their phases, methods as well as objectives and their styles of the rural radios was good. The communication strategy was the main issue the broadcasters had fixed schedules but still they were not able to measure the impact of their message on the listeners. The scheduling constraints as well pose issues as the managers and broadcasters refuse to give important time slots to education (Berger, 1998, pp. 14-20). In the end there were four phases of radio, the first one was sensitization of the rural public to the radio and then it followed to encouraging the people in the second phase by informing them about the new techniques. Then there was the third phase in which radio allowed the farmers to speak for themselves thus causing a positive impact on the agricultural policies. Then comes “the fourth phase” in which there is the test of democratization, “given the propensity of the radio medium to enable the demanding goal of democracy” (Barnard, 2000, pp. 5-8). This phase is wisely used to converse upon the indigenous radio and to perform as an anesthetic that can open up new perspectives for the farmers’ self-improvement (Barnard, 2000, pp. 5-8). Radio Nigerian emphasizes on farmer’s benefit at all times.
2.1.4	     Link between radio broadcast and Business Performance
broadcast with others is carried out because the entrepreneurs mostly depend on the information, raw materials, technology or knowledge, in order to make their enterprises continuously develop and be acceptable to societies. Numerous researchers found that radio provides many benefits and encourages success of an enterprise. Hite and Hesterly (2001) in their research found that radio increases profit from investment and access to growth, particularly for newly founded companies and made dynamic relationship to these companies.
In another study by Lechner et al. (2005) radio broadcasting is strongly needed to develop entrepreneurial capabilities since broadcasting enhances learning. They argue that broadcasting with others is carried out because the entrepreneur mostly depends on the information, raw materials, technology or knowledge, in order to make their enterprises continuously develop and be acceptable to societies.
The economic literature emphasizes the benefits of radio broadcasting such as the reduction of transaction costs, the reinforcement of collective action, or the generation of learning spinoffs (Fafchamps,2002).
[bookmark: _TOC_250017]Numerous examples illustrate the important related role that radio broadcasting, in particular, the (extended) family, can play in supporting entrepreneurship. Uses and gratification theory provided a good framework for explaining why an entrepreneur would decide to join a particular broadcasting for its gratification, that is, for the benefits of his business.

2.1.5    Types of small and medium scale enterprise
Here, Fasua, 2006 categorized business that fall under small and medium scale as follow in small scale enterprise, firewood supply, packaging of food items, meat retailing, plantain production, restaurant service, small scale poultry raising, rabbit raising, organizing labour squad, operating a nursery school for children, home service, arranging food for parties and host of others.
Business grouped under medium scale according to Fasua, 2006 are: soap production, aqua culture/fish farming, chalk making, foam production, nylon production, concrete block production, hair/body cream productions, chemical production, commercial poultry, professional practice claw, accountancy, education, food and beverage production among others. The following are summary of the general type of SSE:
i. Micro/Cottage Industry: That is an industry with total capital employed of not more than ₦15million(€69,168.94) working capital but excluding cost of land and a labour size of not more than 10 workers.
ii. Small –   Scale   Industry:   An   industry   with   total   Capital   employed   of   over
₦1.5million(€6,916.77)but not more than ₦50million(€228,469.28) including working capital but excluding cost of land and labour size of 11 – 100 workers.
iii. Medium – Scale Industry: An industry with a total capital employed of over
₦50 million (€228,469.28) but not more than ₦200 million (€922,289.89) including working capital but excluding cost of land, and or a labour size of 101 – 300 workers.
iv. Large – Scale Industry: An industry with a total capital employed of over
₦200 million (€922,289.89) including working capital but excluding cost of land or a labour size of over 300 workers. Comparatively, most advanced countries seemed to have agreed on a maximum limit of 500 employees as a small Firm.
2.2.6 Problems of small and medium enterprises
Baadom, 2004 asserted that the following problems militate against the effective operation of small and medium enterprises in Nigeria;
i. Poor Implementation of Policies: there have been many good policies formulated in the past by the government to improve, but weak implementation has made it impossible to realize the goal.
ii. Lack of Continuity: most small scale establishments are sole proprietorship and such establishment often ceases to function as soon as the owner loses interest or dies. This raises the risk of financing such business.
iii. Poor Capital Outlay: inadequate capital outlay has often affected small scale business adversely. Financiers often regard the sector has high risk area and therefore feel skeptical about committing their fund to it.
iv. Poor Management Expertise: Management has always been a problem in this sector as most small scale businesses do not have the required management expertise to carry them through once the business start growing. The situation gets compounded as training is not usually accorded priority in such establishments.
v. Inadequate Information Base: Small scale business enterprises are usually characterized by poor record keeping and that usually starve of necessary information required for planning and management purposes. This usually affects the realization of the sector.
vi. Lack of Raw Materials: In some small scale business enterprises, raw materials are sourced externally, hence the fate of such enterprises to foreign exchange behavior. The fluctuation of foreign exchange may therefore make it difficult to plan and that may precipitate same stock that may destabilize the setup.
vii. Poor Accounting System: the accounting system of most small scale business enterprises lack standard and does not make room for the assessment of their performances. That creates opportunity for mismanagement, which consequently may lead to enterprise failure.
viii. Unstable Policy Environment: Government policy instability has not been helpful to small scale businesses. That has been destabilizing and has indeed sent many SME to early fold-ups.
2.1.7	   Benefits of Radio Broadcasting to Business
Radio broadcasting has become way to keep in touch with other people; especially businesses are using this channels to connect with their consumers with the tools available for business to achieve various goals such as brand management, advertisement and promotion and lead management. Radio broadcasting allows businesses to connect directly to their consumers in an arena they are comfortable, this medium will shape their perception about the company products and services and will change the behaviour and decision making of consumers.
Radio broadcasting and reputation management strategies benefits on marketing strategies include the following according to Sandsiv (2011):
· Reduced cost: If radio broadcasting is implemented rightly, it will help companies in reducing costs of marketing and advertisement. It will save cost, increase  customer service and customer satisfaction.
· Increased revenue: Bridging the gap of communication with consumers can increase revenue. Satisfied consumers can influence others, shaping their opinions and in turn expanding the customer base, driving new business.
· Products feedback: radio broadcasting allow companies to easily retrieve products feedback from consumers with the comments left on their products, examples are Amazon customer reviews, companies can instantly find out what its customers thinking about the products and services the company offers and the company can easily improve their service.
2.1.8	Impact of Radio on Small Scale Business
With more than 2.5 billion people that have access to radio in worldwide, business organizations have found that radio broadcasting is a potential advertising tool that can help them reach their target audience effectively. From restaurant recommendations to grammar lessons, people use the radio to find solutions to their problems. Here’s how radio is impacting small scale businesses. 
i. Easy communication 
Initially, brand-customer interaction was limited to a yearly event hosted by the company to launch their new products. However, with the advent of radio, brand and customer interaction has become more frequent, easy, and quick. Today, customers can reach out to their brand through radio broadcasting platforms like Facebook, Twitter, Instagram, etc. Besides sharing grievances, customers can provide real-time feedback about a product or service without a hassle.
ii. Increased customer power
In radio broadcasting, the customer has more power over the brands. Customers have a voice that resonates with the masses. radio gives customers the ability to publicly share their views about a product without the fear of trial. It takes away the power of influence from businesses and empowers customers. So, while promoting their product or services, brands need to be more conscious.
iii. Attract a bigger audience
Radio broadcasting is a platform that everyone across the globe uses. It enables you to attract customers from different parts of the world, helping your business expand globally with less set-up cost, proving to be a cost-effective audio marketing technique. Moreover, the platform transcends boundaries and connects you to your customers.
iv. Creates word of mouth
Radio helps in spreading the word about a business quickly and effectively. Qualtrics (a business firm), in research, revealed that 65% of people listening to   radio before purchasing a product or service. So, businesses can leverage word of mouth to increase their sales and form a special bond with new customers.
v.  Reducing marketing and promotional costs
Radio marketing applies the concept of targeted marketing and advertising; therefore, it creates maximum brand awareness among the target audience at less cost. It also reduces operating costs and increases the profit margin of the businesses.
2.3 Theoretical Framework 
The study of mass communication has led to the explanation and prediction of some theories of mass communication which are related to the research topic.  Role of radio in promoting religious harmony in Nigeria. The theories are as follows:
2.2.1	Selective Exposure Theory 
Theoretical significant of this study is to understand why people select to watch certain programmes or listen to certain radio programmes based on selective exposure theory.
Severing and Tanlsard (2000). Defined selective exposure as the book of communication theory origins, methods and uses in the mass media as the tendency for individual to expose themselves to those communication that are not in other worlds, selective exposure for people to expose themselves to media mesaages match their attitude and interest (Baran & Davis 2003).
According to Britt and Stevat Henderson, people lend to seek out, see and hear communication congenial to their predisposition in other words, what they want to see and hear and already believe or feel is refer to selective exposure. Britt and John said that selective exposure means that, we choose to come in contact with communication others who we perceive to possess certain believe, this can actually limit the number of people to whom we listen and can be counteracted by three factors, which are:
(1) Perceive usefulness of information
(2) Perceive norms of fairness and curiosity
(3) Interest value of information.
As swell as Iyangar and Lainclen (1987) in Buijzeen and Vattaen Buil 2003) found out  that TV. News exposure can influence the criteria adult use to make political judgment. They also found out that youth rating of the importance of drug issues were realted to the priority given to them in radio programme coverage however, the interest of the study will focus on the exposure to informative radio programmes according to the preference of the respondents by finding out what factor that can influences them to select to watch informative programmes.
2.2.2	     The Uses and Gratification Theory
The Uses and Gratification Theory was propounded in 1974 by Elihu Katz, Jay Blumler and Michael Gurevitch. “The theory was developed to explain why audiences do not passively wait for media messages to arrive, but actively and deliberately seek out forms of content that provide them with information that they need, like and use” (Kur, 2003).
Folarin (2005) observes that the theory perceives the recipient of media messages as actively influencing the effect process, he selectively chooses, attends to, perceives and retains the media messages on the basis of his needs and beliefs. This implies that “members of the public will actively select and use specific forms of media content to fulfill their needs and to provide gratifications of their interests and motives (DeFleur & Dennis 1994).
The uses and gratifications perspective takes the view of the media consumer. It examines how people use the media and the gratification they seek and receive from their media behaviours. Uses and gratifications researchers assume that audience members are aware of and can articulate their reasons for consuming various media content (Wimmer and Dominick 2003).
Consequently, when applied to this study, social media allow for participation as they give the advertisers and customers the opportunity to interact with each other on a one-on-one basis. The implication is that business organisations or entrepreneurs who use social media are active as they willingly create their Facebook page or Twitter account. The business organisation chooses social media as a means to fulfill their wants and goals over other sources. Basically, the business organisation/entrepreneur sign up an account on Facebook or Twitter for a particular purpose. That is, the need to connect with customers to promote a product/service. For other users, it could be the need to connect interpersonally with friends or the need to patronize a product/ service advertised on those social platforms or just to know an organization they are interested in the better.
2.3	Empirical Review
In a study by Anderson Analytics and Marketing Executives Networking Group titled “Marketing Trends 2010,” the report revealed some interesting insights in the minds of marketing executives. When marketing executives were asked to choose the most important trends and buzzwords to pay attention to in 2010, getting a good return on marketing efforts was number one with 58% saying it was the most important trend to keep an eye on. But what is even more interesting is that social media made the top 10 list with 42% choosing it as one of the top trends to watch. In addition, 72% said they work for companies that are planning mass media initiatives in 2010 (Porterfield 2010, March 29).
 “The State of Small Business Report,” sponsored by Network Solutions, LLC and the University of Maryland’s Robert H. Smith School of Business, the study results showed that social media usage by small business owners increased from 12% to 24% in just the last year, and almost 1 out of 5 actively uses mass media as part of their marketing strategy. Here is a breakdown of what the small businesses reported as the main uses of radio broadcasting marketing. 
Stephen Barnard mentioned that leadership played an entirely different role in the media for masses in the newly advanced nations (2000). The western countries as well as the developmental agencies views the media as channels for the developmental communication, and for politicizing local classes.
In another study by Lechner et al. (2005) radio has helped in the development of thinking as now the women have entered into broadcasting and they are willingly sharing their views and opinions from which communities are benefitting them. Radio plays an important role for women because it promotes their cultural, political, social and economic vision and empowers women. A number of studies have proved that the radio is a very strong tool in changing the lives of women.












CHAPTER THREE
RESEARCH METHODOLOGY
3.0	Introduction 
In accordance with nature or the kind of information to be gathered for this research work on the impact of radio in small scale business. The survey research method will be adopted for information gathering to put the study in a better light, the most suitable method to be adopted for information gathering is the survey research methodology.
3.1	Research Method
It is an acceptable fact that research design is the basic plan that guides data collection and the analysis phase of any research work the design of a research can be regarded as the frame- work which specifies the types of information to be gathered including the source of data and the procedure used in collecting them. Research can be define as an attempt to discover something design however, refers to the whole method or technique used in gathering data. Research design therefore entails the frame work or general arrangement that is used in collecting and analyzing a set of data.
  	 Babbie (1983-83) define survey research as “a research method used by social scientist in “collecting  data for describing a population too large to access directly” Osuala (1990-22) says “survey research focuses on people their vital factors on people their vital facts, belief, opinions, altitude, motivation and behavior he described it as a non-experimental descriptive method.
                Moreso the analysis statistical tools of measuring data the primary and secondary data are source of information on the impact of Radio on the promotion of small scale business in Kwara state 
3.2	Population of the Study
The people of Ilorin East Local Government are not over populated but their population is about average compared to other local government in the state.
	They can be said to be about population of 208,691 people in the area, at the 2006 census to 2022. The people in this area are known for trading, farming and other occupation in which they earn their living from. Moreso, the people contribute to the development of the state by putting in their resources (human resources) in other to have efficiencies and effectiveness in the area.
	The people in this Ilorin east local government also interact with other local government by exchange of buying and selling inter marriage e.t.c. they also engage in Islamic and Christianity but mostly they once been dominate by Muslims of which is common in the Ilorin Emirate. They live in peace and harmony.
3.3	Sample Size and Sampling Technique
Trochin (2006) defines sampling as the process of selecting unit (e.g. people, organisations) from a population of interest so that by studying the sample we may fairly generalise the result back to the population from which they are chosen.
Since it is impossible for this research to elicit information from all people of Ilorin east local government area, the sample procedure used is purposive non-probability sample for its initial selection of population.
According to Daramola and Daramola (2011) “purposive sampling indicates selection by design or by choice and not by chance”, it is deliberately chosen and based on the researcher’s judgment the reason for using purposive sampling technique was to meet the study objectives set by the researcher. The population of study constitute entrepreneurs located around Ipata market and Kulende market axis of Ilorin kwara state.
The information that the study seek can only be gotten from educated individual and elite who are incline with the use of radio. One of the places one can have more of educated individual of different tribe, culture is Ipata market and kulende market where there are numerous business outlets own by educated individuals. It is very competitive environment.
Two (200) respondents were chosen for the study. 200 members of the population that would constitute randomly selected entrepreneurs were given the questionnaire. The choice of number is to make sure that population is well represented. 
3.4	Research Instrument 
The type of instrument and research instrument that would be employed in this research is the use of questionnaire because it is a survey method that is employed in the research.
The questionnaire would be administered personally to individual that live in Ilorin east a total of two hundred (200) questionnaires would be distributed to the respondents


3.5	Validity and Reliability of the Instrument
This instrument is valid because the questionnaire is presented and the questions were crossed checked by the supervisor to give the instrument validity on the basis of how to measure what it is designed to measure.
3.6	Method of Administration of Instrument 
The instrument used in this study is questionnaire and it will be distributed, collected through personal visit and consultation. We will consult various respondents at different residence. Therefore, the total of 200 hundred (200) questionnaire paper will be distributed and administered in a timely version.
3.7	Method of Data Analysis
In analyzing the data collected through personal analysis will be used in order to determine the impact of radio on small scale business. 
In analyzing the data collected through our questionnaire, simple percentage table cross tabulation will be used in the findings will follow this is one of the most adopted means of data analysis employed by many researchers.















CHAPTER FOUR
DATA ANALYSIS AND PRESENTATION
4.1	Introduction
	Considering the fact that the data used for this was gathered though the use of questionnaire. It become very important for data in relation of the hypothesis is chapter one. 
	The data analysis will help in giving clear and concern about the data is very important since conclusion can hardly be sown without the outcome of such for clarity and simplicity purpose immediately follows by interpretation of finding.
	Data presented for this study is the recording of the data collected through questionnaire were distributed to the staff available on schedule visit. However,  It is important to note that 200 questionnaires distributed and all were answered and returned.
Analysis of Questionnaire Administration Return  	
	Responses
	Frequency 

	Number of questionnaire returned
	200

	Number of questionnaire not filled
	Nill

	Total number of administered 
	200


Source: Field Survey, 2023
Form the above analysis, the researcher will be making use of the number of questionnaire which is 200.
 This study is based on.
  In the statement of problem, the study poses some question in order to “Impact of radio in small scale business in Ilorin East” To find answer to the research question, questionnaires were designed to seek answer from staff of Radio Kwara FM . It contains a good numbers of questions posed in respondents who are both literate and non-literate.
  It is important to note that 100 questionnaires distributed and all were answered and returned.
4.2	Analysis of the Demographic Segment 
Table 4.2.1: Age Respondents? 
	VERIABLE
	FREQUENCY
	PERCENTAGE (%)

	18-25years
	60
	30%

	26-35years
	80
	40%

	36-45yrs 
	60
	30%

	46 and above
	
	

	Total
	200
	100%


Source: Research Survey 2023
	The table shows that 60 (30%) of the respondents are of age 18-25years, while 80 (40%) of the respondent are of age 26-35years while 60(30%) of the respondents are of age 36-45 years.
Table 4.2.2: Sex of Respondent?
	VERIABLE
	FREQUENCY
	PERCENTAGE (%)

	Male	
	120
	60%

	Female
	80
	40%

	Total
	200
	100%


Source: Research Survey 2023
The table above show 120 (60%) of the respondents are male, while 80(40%) are female
Table 4.2.3: Distribution of the respondent by religion
	VERIABLE
	FREQUENCY
	PERCENTAGE (%)

	Islam
	120
	60%

	Christianity
	80
	40%

	Others
	
	

	Total
	200
	100%


Source: Research Survey 2023
	The table above shows that 120(60%) of the respondents are Muslims, while 80(40%) of the respondents are Christians. 
Table 4.2.4: Distribution of the respondent by marital status
	VERIABLE
	FREQUENCY
	PERCENTAGE (%)

	Single
	120
	60%

	Married
	80
	40%

	Others 
	
	

	Total
	200
	100%


Source: Research Survey 2023
The table shows that 120(60%) of the respondents are single while 80(40%) of the respondents are married.
Table 4.2.5: Do you own a radio set?
	VERIABLE
	NUMBER OF RESPONDENTS 
	PERCENTAGE (%)

	Yes
	160
	80%

	No
	40
	20%

	Total
	200
	100%


Source: Field Survey, 2023
	The table above shows that 160(80%) respondents say Yes while 40(20%) say No. 
Table 4.2.6: How often do you listen to radio?
	VERIABLE
	NUMBER OF RESPONDENTS
	PERCENTAGE (%)

	Regularly 
	70
	35%

	Occasionally 
	50
	25%

	Not at all 
	80
	40%

	Total 
	200
	100%


 Source: Field Survey, 2023
	Form the table above analysis, it can be seen that 70 respondents representing 35% regularly, 50 respondents representing 25% Occasionally, Not at all 80 respondents representing 40%.
Table 4.2.7: What aspect does the station serves the listeners best?
	VERIABLE
	NUMBER OF RESPONDENTS 
	PERCENTAGE (%)

	News
	20
	10%

	Entertainment
	20
	10%

	Security
	10
	5%

	Health
	40
	20%

	Education
	10
	5%

	Agriculture
	20
	10%

	small scale business
	80
	40%

	All of the above
	
	

	TOTAL 
	200
	100%


Source: Research Survey, 2023
	From the above analysis, it can be seen that 20 respondents representing 10% said that they station serves the listeners best, 20 respondents representing 10% were entertainment, 10 respondents represent 5% were security, 40 respondents representing 20% were Health, 10 respondents representing 5% were Education, 20 respondents representing 10% were Agriculture, 80 respondents representing 40% were Small Scale Business while 0 respondents were all of  the above. 
Table 4.2.8: On which of the following radio do you mostly depend for information?
	OPTIONS
	NUMBER OF RESPONDENTS 
	PERCENTAGE (%)

	Radio
	80
	40%

	Television
	20
	10%

	Newspaper
	40
	20%

	Magazine
	10
	5%

	Internet
	50
	25%

	Total
	200
	100%


Source: Research Survey, 2023
	From the above analysis, it can be seen that 80 respondents representing 40% said that radio do you mostly depend for information, 20 respondents representing 10% were television, 40 respondents representing 20% Newspaper, 10 respondents representing 5% were magazine while 10 respondents representing 5% were internet 
Table 4.2.9: How does radio broadcasting promote small scale business?
	OPTIONS
	NUMBER OF RESPONDENTS 
	PERCENTAGE (%)

	Very Well
	150
	75

	Slightly
	50
	25

	Not at all
	
	

	Total
	200
	100


Source: Research Survey, 2023
	From the above analysis, it can be seen that 150 respondents representing 75% were very well, 50 respondents representing 25% were slightly while 0  respondents were Not at all..
Table 4.2.10: Radio play significant role in promoting small scale business?
	OPTIONS
	NUMBER OF RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	144
	72

	Agree
	36
	18

	Disagree
	10
	5

	Strongly disagree
	10
	5

	Total
	200
	100


Source: Research Survey, 2023
	From the table above it shows that 144 respondents representing 72% strongly agree that Radio play significant role in promoting small scale business, 36 respondents representing 18% agree, 10 respondents representing 5% said that they disagree while 10 respondents representing 5% strongly disagree.
Table 4.2.11: Radio provides many benefits and encourages success of an enterprise?
	OPTIONS
	NUMBER OF RESPONDENTS
	PERCENTAGE (%)

	Strongly agree
	72
	36

	Agree
	100
	50

	Disagree
	20
	10

	Strongly disagree
	8
	4

	Total
	200
	100


Source: Research Survey, 2023
	From the above it shows that 72 respondents representing 36% strongly agree that Radio provides many benefits and encourages success of an enterprise 100 respondent representing 50% agree, 20 respondents representing 10% said that they disagree while 8 respondents representing 4% said that they strongly disagree.
Table 4.2.12: Radio increases profit from investment and access to growth, particularly for newly founded companies and made dynamic relationship to small scale businesses?
	OPTIONS
	NUMBER OF RESPONDENTS
	PERCENTAGE (%)

	Strongly agree
	102
	51

	Agree
	74
	37

	Disagree
	20
	10

	Strongly disagree
	4
	2

	Total
	200
	100


Source: Research Survey, 2023
From the above it shows that 102 respondents representing 51% strongly agree that Using internet as marketing tools is less cheaper than any medium, 74 respondent representing 37% agree, 20 respondents representing 10% said that they disagree while 4 respondents representing 2% said that they strongly disagree.
Table 4.2.13: Radio broadcasting is needed to develop entrepreneurial capabilities since broadcasting enhances learning?  
	OPTIONS
	NUMBER OF RESPONDENTS
	PERCENTAGE (%)

	Strongly agree
	72
	36

	Agree
	100
	50

	Disagree
	20
	10

	Strongly disagree
	8
	4

	Total
	200
	100


Source: Research Survey, 2023
	From the above it shows that 72 respondents representing 36% strongly agree that Radio broadcasting is needed to develop entrepreneurial capabilities since broadcasting enhances learning, 100 respondent representing 50% agree, 20 respondents representing 10% said that they disagree while 8 respondents representing 4% said that they strongly disagree.
Table 4.2.14: Radio broadcasting allows businesses to connect directly to their consumers in an arena they are comfortable?
	OPTIONS
	NUMBER OF RESPONDENTS
	PERCENTAGE (%)

	Strongly agree
	80
	40

	Agree
	72
	36

	Disagree
	38
	19

	Strongly disagree
	10
	5

	Total
	200
	100


Source: Research Survey, 2023
The table above shows that 80 respondents representing 40% strongly agree that Radio broadcasting allows businesses to connect directly to their consumers in an arena they are comfortable, 72 respondent representing 36% agree, 38 respondents representing 19% said that they disagree while 10 respondents representing 5% said that they strongly disagree.
Table 4.2.15: Business organizations have found that radio broadcasting is a potential advertising tool that can help them reach their target audience effectively?
	OPTIONS
	NUMBER OF RESPONDENTS
	PERCENTAGE (%)

	Strongly agree
	72
	36

	Agree
	100
	50

	Disagree
	20
	10

	Strongly disagree
	8
	4

	Total
	200
	100


Source: Research Survey, 2023
	From the above it shows that 72 respondents representing 36% strongly agree that Business organizations have found that radio broadcasting is a potential advertising  tool  that can help them reach their target audience effectively, 100 respondent representing 50% agree, 20 respondents representing 10% said that they disagree while 8 respondents representing 4% said that they strongly disagree.
4.2	ANALYSIS OF RESEARCH QUESTION
RESEARCH QUESTION ONE 
	What are the impacts of radio in small scale business?
	Answer to this research question is provided in table 4.2.11 of the analysis, the table shows that 72 respondents representing 36% strongly agree that Radio provides many benefits and encourages success of an enterprise 100 respondent representing 50% agree, 20 respondents representing 10% said that they disagree while 8 respondents representing 4% said that they strongly disagree. 
Table 4.2.12 also contribute to the question that 102 respondents representing 51% strongly agree that Using internet as marketing tools is less cheaper than any medium, 74 respondent representing 37% agree, 20 respondents representing 10% said that they disagree while 4 respondents representing 2% said that they strongly disagree.
RESEARCH QUESTION TWO
What are the attitude of the people of Ilorin east local government area towards radio advertisement in small scale business? 
Answer to this research question is provided in Table 4.2.15 of the analysis, the table shows that 72 respondents representing 36% strongly agree that Business organizations have found that radio broadcasting is a potential advertising tool  that can help them reach their target audience effectively, 100 respondent representing 50% agree, 20 respondents representing 10% said that they disagree while 8 respondents representing 4% said that they strongly disagree.
RESEARCH QUESTION THREE
Does radio broadcasting positively promote the small scale business in Ilorin? 
Answer to this research question is provided in table 4.2.10 of the analysis, the table shows that 144 respondents representing 72% strongly agree that Radio play significant role in promoting small scale business, 36 respondents representing 18% agree, 10 respondents representing 5% said that they disagree while 10 respondents representing 5% strongly disagree.
 4.3	DISCUSSION OF FINDINGS
A number of major conclusions may be drawn from the result and findings of this study. There is statistical significant relationship between how often one tendency to impact of small scale business. This study indicates that  resident of Ilorin east community are listen to radio mostly on daily basis.
	The purpose of the study is to examine the “impact of radio on small scale business” they must obtained the statistical analysis in this study was used to provide an answered to this research study as data were presented into tables using simple percentage tabular presentation in the chapter four of the study. Definite question were asked in the questionnaire to generate answer to each of the question posed in this study. 200 questionnaires were administered to the respondent and all the copies of the questionnaire were returned.
	Our finding confined that  of radio broadcasting is the most use for broadcasting on small scale business in table 10 shows that 144 respondents representing 72% strongly agree that, 36 respondents representing 18% agree, 10 respondents representing 5% said that they disagree while 10 respondents representing 5% strongly disagree.
 	We also noticed our individual considered the purpose and the use of using radio in provides many benefits and encourages success of an enterprise in table 4.2.11 that 72 respondents representing 36% strongly agree, 100 respondent representing 50% agree, 20 respondents representing 10% said that they disagree while 8 respondents representing 4% said that they strongly disagree.





CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	Summary 
This research work is based on the impact of small scale business in Ilorin east local government. This research work is divided into five mains chapters from chapter one to chapter five, this study clearly reviewing some steps for easy presentation of the contents.
Chapter of this study is based on background of the study, statement of the problem, research objective, research questions, significance of the study, scope and limitation of the study.
Chapter two of this research work contain Conceptual Review Radio Broadcasting,  Radio and Development, Link between radio broadcast and Business Performance, Types of small and medium scale enterprise, Problems of small and medium enterprises, Benefits of Radio Broadcasting to Business, Impact of Radio on Small Scale Business, Theoretical Framework , Selective Exposure Theory, The Uses and Gratification Theory and Empirical Review.
Chapter three of this research work however contains research methodology which is adopted by researcher, research design which means to study the views, attitudes an opinion of the audience, area of the study, population of the study, simple sized and sampling techniques, research instrument validity and reliability of the instrument, method of administration of instrument, method of data analysis.
Chapter four of his research work also contains how the data gathered by the researcher was analysis for proper understanding, it also contain how data were presented and the discussion of the research findings. 
Chapter five of the research work also clearly or vividly explained and summaries the whole chapter one to chapter five also contains conclusion and recommendation presented by the researchers. 
5.2	Conclusion 
Hardly can any major industry succeed without the services of small business enterprises. The relative strength of their importance varies from one industry to another. The impact small scale business in Nigeria cannot be overestimated. Firstly, the continuing growth in the economy of any nation depends on locally fabricated machinery and local raw material inputs. 
Secondly, it is a considerable solution to balance of payment problems resulting from less dependence on imported inputs and also serves as a training school for the indigenous entrepreneurs and provides grounds for the acquisition of skill for a large number of workers.    
5.3	Recommendations            
These recommendations are based on the important findings accumulated from the research and are of particularly focused on the impact of small scale business in Ilorin East.
i. Government should know how it will be amending some of these tax policies they feel is affecting the establishment of small business in order to encourage more people into venturing into it.
ii. Government should also encourage the growth of small business by giving them the necessary assistance as regards to fund raising  and equally advice them  on how to utilize it effectively.
iii. Small business should form mergers; by this their capital would be palce in a better position when dealing with lending institutions.
iv. Government should as a deliberate policy, encourage rural based industrialization whereby investors in different communities should be encourage to establish small and medium scale industries that would be based entirely on local raw materials, including machines and equipments
v. Government should formulate policies that will enhance agricultural development and productivity so that resources can be transferred from this sector to facilitate growth of the non-agricultural sector especially to small and medium scale industries 
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QUESTIONNAIRE
KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY (IICT)
MASS COMMUNICATION DEPARTMENT.
Dear respondent,
This questionnaire is designed to raise relevant information on the “Impact of Radio on the Promotion of Small Scale Business in Kwara State”. Your response is needed. We will be glad, if you respond to this researchquestions as your response will be of immense benefitto the success of this research study. All informationsupplied shall be used mainly for academic andeducation purpose only.
Thanks.
INSTRUCTION: please tick (✓) the answer you consider appropriate.
The questionnaire will be in three part. Section A, Band C 
SECTION A
1. Age of respondent? A. 16– 25 years  (   ) B. 26 –35years(   )  C. 36 – 45years  (   )  D. 46 – Above  (     ).
2. Sex of respondent? A. Male (    )  B. Female (    ).
3. Religion of respondent? A. Islam (    ) B. Christianity  (    ).
4. Marital status? A. Single  (    )   B. Married  (    ) other (    )
SECTION B
5.	Do you owns a Radio Set (a) Yes (    ) (b) No (    ) 
6.	How often do you listen to Radio (a) Regularly (   ) (b) Occasionally (    ) 
(c) Not at all (    ) 
7.	What aspect does the station serves the listeners best (a) News (  ) (b) Entertainment (   ) (c) Security (   ) (d) Health (   ) (e) Education (  ) (f) Agriculture (   ) (g) small scale business (  ) (h) All of the above (  ).
8.	On which of the following media do you mostly depend for information? (a) Radio (b) Television (   ) (c) Newspaper ( ) (d) Magazine ( ) (e) Internet ( )
9.	How does radio broadcasting promote small scale business? (a) Very Well (  ) (b) Slightly (  ) (c) Not at all (  ).

SECTION C
KEYS: Strongly Agree{SA}, Agree {A}, Neutral {N},Disagree{D}, Strongly Disagree {SD}
	S/N
	STATEMENT
	SA
	A
	N
	D
	SD

	 10
	Radio play significant role in promoting small scale business? 
	 
	 
	 
	 
	 

	 11
	Radio provides many benefits and encourages success of an enterprise?
	 
	 
	 
	 
	 

	 12
	Radio increases profit from investment and access to growth, particularly for newly founded companies and made dynamic relationship to small scale businesses.  
	 
	 
	 
	 
	 

	13
	Radio broadcasting is needed to develop entrepreneurial capabilities since broadcasting enhances learning. 
	
	
	
	
	

	14
	Radio broadcasting allows businesses to connect directly to their consumers in an arena they are comfortable. 
	
	
	
	
	

	15
	Business organizations have found that radio broadcasting is a potential advertising tool that can help them reach their target audience effectively.  
	
	
	
	
	







40

