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CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
Radio remains one of the most accessible and widely used media platforms in developing countries, including Nigeria. Despite the rapid growth of digital communication, radio continues to play a vital role in disseminating information, particularly in rural and semi-urban communities where internet penetration is still limited (Agbo & Oparaku, 2015). Its affordability, portability, and language versatility make it an effective channel for reaching a large and diverse audience. For small-scale businesses, especially those operating in informal sectors, radio offers a unique platform to advertise goods and services at a relatively low cost (Egbule, 2018).
Radio’s ability to use indigenous languages enhances its effectiveness in reaching and influencing audiences. In regions where literacy levels are low, oral communication through radio bridges the gap and facilitates economic engagement (Ameh, 2019). Entrepreneurs who use local-language radio programs can better connect with their target audience, explain their services in relatable terms, and build brand loyalty within their immediate environment.
In the highly competitive business environment and unstable economic situation, many small businesses fold up due to many challenges they face in their day-to-day business activities. This has raised many controls, monitoring and forecasting measures as well as the need for businesses to re-orient their business model and operational strategies into a more adaptive model instead of a reactive model. Many businesses struggle to sustain projected business goals, gain competitive advantage and survive today‘s market where competition is fierce and market situation is ambiguous. In the end, the weak get frustrated and go out of business while others survive by looking beyond their traditional product and service offerings and constantly reviewing their operations to accommodate the challenges. This is explained by Foster (2002) that, as the world must have been created by a planner, there was strategy for launching the planet earth of which people were required to respond to their environment as well as react to changing challenges they face. In his view, survival was the dominant motivation for most of the people most of the time, and this is applicable to the people in business today. Business goal is what a firm intends to become and to achieve at some point in time; these are often stated in competitive terms. In other words, it is an observable and measurable operational result with objective(s) to be achieved within a period of time. To sustaining a business goal is therefore the condition where a business consistently achieves what it set out to achieve so as to succeed and remain in business. 
Typical business goals for small businesses may include survival, growth, customer satisfaction, creating outstanding value for customers and other stakeholders, developing new product lines and service offerings, profitability, reduced operating cost, and developing a great company amongst others (Kotler & Keller, 2016). In other words, these are typical aspirations for the present and the future whose outcome could well be difficult to achieve due to recurring economic challenges. By economic challenges, we mean instability and dramatic downturn of the economy, stiff competition, undifferentiated products and services, finance, and unavailability of skilled managers amongst others (Akinboade & Kinfack, 2012; OECD, 2017). Many observers and theorists agree that these challenges are by all means factors that impede businesses from achieving and sustaining their goals (Storey, 2016).
By strategy, we consider alternative choices of business operation for the coordination of business activities towards achieving the desired business goals (Johnson, Scholes, & Whittington, 2008). Social media plays a vital role in marketing and creating relationships with customers (Kaplan & Haenlein, 2010; Mangold & Faulds, 2009). With limited barrier to entry, small businesses are beginning to use social media as a means of marketing (Tiago & Veríssimo, 2014; Felix, Rauschnabel, & Hinsch, 2017). Unfortunately, many small businesses struggle to use social media and have no strategy going into it (Chatterjee & Kar, 2020). As a result, without a basic understanding of the advantages of social media and how to use it to engage customers, countless opportunities are missed (Taneja & Toombs, 2014). The research aims to examine an initial understanding of how a small business recognized for using social media to grow the business, and uses social media to engage customers.
1.2 Statement Of Problem
Despite the apparent advantages, the adoption of radio as a promotional tool by small-scale business owners remains inconsistent and underutilized. Many entrepreneurs, especially in rural and peri-urban areas, are not fully aware of the potential benefits of using radio for business growth (Chukwuma & Daniel, 2016). Some perceive it as a platform reserved for larger companies with formal structures, overlooking community-based radio stations that offer more affordable and accessible advertisement options.
Additionally, inadequate knowledge about how to create effective radio content, such as jingles or interviews, hinders many small business owners from exploring the medium (Okeke & Nwachukwu, 2020). The lack of technical support, coupled with insufficient media literacy, contributes to the low adoption rate. Business owners often prefer word-of-mouth or social media if accessible despite radio's broader and often more engaged audience in many Nigerian communities.
There is also the issue of poor collaboration between radio stations and local business associations. Many radio programs are not tailored to the specific needs of small-scale entrepreneurs, and the absence of structured feedback mechanisms limits the effectiveness of the few promotional efforts made (Ibrahim & Bassey, 2023). Moreover, the commercial pressure on radio stations to prioritize high-paying corporate clients discourages inclusive programming for micro-enterprises.
Given the vital role of small-scale businesses in national development, particularly in job creation and poverty reduction, it is essential to explore how radio can be effectively harnessed to support their growth (Adebayo & Yusuf, 2020; Ogbu & Chukwu, 2019). As an accessible and cost-effective medium, radio remains a powerful tool for communication, especially in regions where internet penetration is limited. Investigating the patterns of use, perceived effectiveness, and challenges surrounding radio adoption among small-scale entrepreneurs will provide valuable insights into its utility and limitations. This study, therefore, seeks to examine the use and adoption of radio as a strategic tool for promoting small-scale businesses in Nigeria, with the aim of recommending improved media engagement strategies that can enhance business visibility, awareness, and marketing outcomes.
Radio, being an informative and educative medium, has the potential to bridge the communication and information gap faced by many small-scale businesses, especially those operating in less urbanized areas (Okon, 2014). In this light, the researcher seeks to investigate the influence of radio on the promotion of small-scale businesses in Ilorin, Kwara State. By focusing on how entrepreneurs utilize radio programmes for business promotion and the challenges they encounter, this study will contribute to policy and media strategies aimed at empowering small business operators through effective communication.
1.3 	Objectives Of Study
1.	To examine the impact of radio in the development of small scale business in Nigeria
2.	To examine the significant relationship between radio and small scale development in Nigeria
3.	To examine the extent to which radio has effectively promoted small scale businesses in Nigeria
1.4	 Research Questions
1.	How frequent do you come across information promoting small scale businesses?
2.	Is Radio an influential agent in promoting small scale business in Ilorin?
3.	To what extent has radio effectively promoted small scale business in Nigeria?
1.5 	Significance Of Study
According to Onabajo (1999) “the audience is a collection of individuals with shared experiences, traditions, conditions of life and needs. This group of individuals varies according to their social classes, economic interests, religious beliefs and other concerns”. There must be a target audience for every programme aired for adequate positive feedback.
This study has an Small scale business significance in the body of knowledge requirement. The outcome of this research work will serve various scholars and actors in the media and broadcasting profession especially Harmony FM management staff on the perception and impact of its listenership of its Small scale business programmes by students.
The research will be useful to students to widen their horizon concerning Small scale business skills and how they will contribute to national development by listening to Small scale business programmes on Harmony FM.
It will help to find out why students spirits are not awakened to Small scale business programmes on Harmony FM.
Also, the outcome of this study will be highly useful to upcoming researchers in the field of Mass communication and mass communication professionals.
Lastly, this research work will constitute a body of literature to the existing scholarly materials on the role of radio programme in promoting Small scale business among undergraduate students for national development.
1.6 	Scope And Limitations Of Study
This study will examine Harmony FM in Lagos state and the various Small scale business programmes, on Harmony FM that is being hosted and aired which are in line with the present study.
Some of the limitations encountered during course of this project works:
Time Constraint: A lot of sacrifice has to be made so that the researchers could have enough time for this study. The time lag is a serious problem faced by the researcher, that is the time space between the period it was submitted which was not sufficient enough as the researcher has to combine academic activities with the research work which was not all that easy. Additionally, the time constraints made quiet challenging following up on respondents to collect questionnaire feedback for the necessary required data for analysis as well as meeting with supervisor for consultations.
Financial constraint: The research encountered some financial difficulties as we could not get enough adequate funds for some activities which have great impact on the success of the researcher as well. 
Data problem: The statistical data to be collected were scarcely recorded in almost all departments in the organization and were not properly kept, not updated and this made it difficult for the researcher to get sufficient and adequate information needed.
Busy Schedule: Busy schedules of respondents at work coupled with their individual social responsibilities made it very challenging for them to respond to the questionnaires in time and to return them for the researcher to continue with data analysis. This further reduced the return rate of questionnaire.
1.7 Operational Definitions of Terms
Radio: An electronic, educative, informative and entertaining media widely listened to by University of Lagos students.
Radio Programme: A hosted educative aired talk or discussion on Harmony FM with the aim of reaching out to the University of Lagos populace.
Promotion: the event often conducted by the Radio station to create awareness among students on the need to become an entrepreneur.
Small scale business: the ability of an entrepreneur to establish and create job in his\her field of study or special interest.
Mass communication Students: Individuals whose specialized study can be trained in the profession of media communication and broadcasting.


CHAPTER TWO
LITERATURE REVIEW
This chapter presents a review of relevant literature related to the study. It includes the examination of key concepts, theoretical frameworks, and previous empirical studies that relate to the research topic. The literature review helps to establish the foundation and context for the study by highlighting existing knowledge, identifying research gaps, and guiding the direction of the research.
0. CONCEPTUAL REVIEW
0. General Overview of the Mass Media
Mass media is an umbrella term used for all means of communication to a wider and larger audience residing in different geographical locations. Akinfeleye (2004) defines mass media as a means or channels through which messages or information are transferred or disseminated to a wider and larger heterogeneous audience who are residing in a diverse location.
Mass media organizations are described as those that produce news or entertainment content and distribute that content to a large number of geographically separated people through a technologically based medium (David, 2005). The term mass media simply translates to the modern means of giving news, opinion, education and entertainment to large numbers of people, especially through radio, television, newspapers, magazines and films. (Isamuko, 2011) writes that news is distributed in Nigeria through print and electronic media. These include radio, television, newspaper and magazine.
Andrew (2009) cited in (McQuail, 2000) describes mass media as a means of communication that operates on a large scale, reaching and involving virtually everyone in a society to a greater or lesser degree. McQuail further describes the mass media as the organized means for communicating openly and at a distance to many receivers within a short space of time.
The mass media are impersonal communication sources that reach large audiences. Akinfeleye (2004) defines mass media as a means or channels through which messages or information are transferred or disseminated to a wider and larger heterogeneous audience who are residing in a diverse location.
0. Forms of Mass Media
There are basically two classifications of mass media according to (Oyekanmi, 2008).
1. Broadcast media: Radio and Television
1. Print Media: Newspapers and Magazine. For the purpose of this study, focus falls on radio broadcasting media.
0. Brief History of Radio Development in Nigeria
The growth of radio in Nigeria has been a slow but interesting process. Radio was introduced in Nigeria as a wired system called radio distribution or radio re-diffusion by the British Broadcasting Corporation (BBC). In this process, wires were connected to loudspeakers installed in houses of subscribers. The wireless system was introduced by the BBC in 1930.The wired broadcasting services were commissioned in Lagos on December 1, 1935, and two relayed stations were located at Ikoyi and the Glover Memorial Hall, both in Lagos (Onabajo, 1992) cited in Omensea (2007).
The main duty of the relay was to carry BBC programmes, with just one hour available for local programmes featuring news, entertainment as well as local announcements. Other stations were later opened at Ibadan in 1939, Kano 1944, Kaduna, Enugu, Jos, Zaria, Abeokuta, Ijebu Ode, Port Harcourt and Calabar in the subsequent years. The colonial government then came up with a policy to carry out a survey on radio broadcasting in all the British colonies including Nigeria. A committee was set up headed by L. W. Turner of the BBC Engineering Department and F. A. W. Byron of the Telecommunications Department of the Crown Agents. The committee recommended a wireless system of broadcasting for the colony of Nigeria.
According to Ladele (1979) cited in Sambe (2008, p. 83), “an old building on 32 Marina, close to the General Post Office, was renovated as temporary headquarters. In addition, the Kaduna and Enugu Radio Diffusion Services were restructured and converted to regional broadcasting houses. The Radio Diffusion Services (RDS) later became the Nigerian Broadcasting Service (NBS) and was basically concerned with satisfying the programme needs of its audience, with the traditional role of informing, educating and entertaining the audience members. The NBS put up a remarkable performance, especially during the visit of Queen Elizabeth II to Nigeria. The NBS upheld the role of impartiality; the colonial government on the other hand did not give all the Nigerian nationalists the opportunity to react to accusations leveled against them”.
As a result of this, the Nigerian Broadcasting Corporation (NBC) was established on April 1, 1957, to replace the NBS. The establishment of NBC marked the first public broadcasting corporation established in any British colonial territory. NBC took up the responsibilities of radio broadcast in Nigeria. The Federal Radio Corporation of Nigeria (FRCN) was established 1978. The Voice of Nigeria (VON) which served as the external
service was established in 1990. But not satisfied with the new arrangements, 
Regional Government established its radio and television station in 1959. Eastern Nigeria followed suit in 1960 on the day Nigeria had its political independence from Britain. Northern Nigeria followed the same in 1962. Also, with the creation of more states, and each state wanting to propagate its people and culture, the place for radio broadcast began in Nigeria and has spread fast across the length and breadth of the Nigerian nation.
Today in Nigeria, each state owns and operates several radio stations (Akpede, Josef, Oladokun, Christine, and Chidinma, 2018). This is in addition to private radio stations. The communication of radio in Nigeria, according to Anifowose (2013, p. 19) “involves the process by which information and understanding are transferred from one person to another. He further posits that radio can be multi-faced as among other things, it can serve to pass messages, improve the capability of calling upon and organizing groups and organizations, enlarge the forum for social dialogue, provide effective capacity building of the society to raise awareness and knowledge on developmental issues, bring the people’s voice to the higher level of their political structure and mobilize members of a given society to tackle issues.
0. Radio Defined
Radio has been defined by various scholars in different ways. Oyekanmi (2006, p. 4) sees radio as “an electronic device that uses electromagnetic waves for the transmission of messages, information, communication and it possesses some attributes which place it upon the television broadcasting”. Similarly, Onabajo (1992) cited in Adekoya, Akintayo, and Adegoke (2016, p. 121) averred that, “Radio is a vehicle for projecting personality through which it attracts and holds an audience”. In the same vein, Akpede, Christine, and Chidinma (2018, p.10) asserts that "radio can be defined as a medium used for sending and receiving messages through the air using electronic waves".
No doubt that radio is an efficient instrument for getting a message to a large number of people at the same time. It can give people a voice and offer a forum for dialogue between communities and government. “Radio takes up this responsibility and ensures vulnerable groups in society are included and represented in their programming, it is also about the activity of broadcasting programmes for people to listen to” (Idebi, 2008,
p. 1). It can also be defined as the broadcasting of programmes for the public to listen to. It is equally the system of sending sound over a distance by transmitting electrical signals (BBC English Dictionary, 2002, p. 946).
More so, Adekoya et al opines that radio stations through their programmes educate, sensitize and inform the local audiences about issues that affect their lives: health, education, water, human rights, among others. This way, it serves as a genuine tool for local development. Radio stations through their programme contents transmit information to a large and heterogeneous audience. Thus; the programmes being transmitted are always in the interest of the audience.
0. Radio Broadcasting
Radio is an electronic device that uses electromagnetic waves for the transmission of messages, information, communication and it possesses some attributes which place it upon the television broadcasting (Oyekanmi, 2006). Radio can give people a voice and offer a forum for dialogue between communities and government. Radio takes up this responsibility and ensures vulnerable groups in society are included and represented in their programme. Community radio stations educate, sensitize and inform these local audiences about issues that affect their lives: health, education, water, human rights, etc. This way, radio is a genuine tool for local development (Olutope, 2010).
0. Characteristics of Radio Broadcasting
Radio as a medium comes with its unique characteristics that makes it still very relevant despite the globalization, media convergence or intimidations by the new media. Below are some of the features of radio as put by (Alao and Olayinka, 2016).
1. Portability: A radio receiver is portable, you can move around with your radio set from room to kitchen, to farm and almost anywhere including your toilet.
1. Simplicity: Audio is very simple to operate unlike digital television and computers that requires some training.
1. Imaginative: Despite the fact that it is an audio based medium, yet you could visualize or ‘see’ in your mind what was being described while listening to radio programme. During election, some people visualize election campaign, voting process, announcement of winner, again don’t you ever visualize advert on radio?
1. Less expensive: As it is simple, it is also a cheaper medium in terms of production and even in terms of the receiving set. The cost of producing radio programme cannot be compared to that of television. Also, a small radio set can be bought for as low price as 500 naira. In fact, most of the GSM and Smartphone come with inbuilt radio.
1. Power or Electricity: Radio does not rely on electric power supply before it can be	powered. You can listen to radio using dry battery cells even if you do not have electricity or a generator. Thus, in a country like Nigeria and particularly in the village where there is either epileptic power supply or none at all radio is what majority turn to as a source of information.
1. Medium of everybody: One does not have to be literate to listen to radio because most of the radio languages are natives since radio meant to serve indigenous taste wherever is located. Unless you are literate, you can’t read a newspaper or read captions or text on television.
1. Fast medium: Radio is considered to be a very fast medium in terms of information distribution because it requires less processing unlike television. It is a breaking news platform as it tells the story before other mediums.
1. Reach wide audience: Radio signal can be receive in remote places making it happening the potential to reach a larger audience simultaneously.
However, “radio as a powerful instrument in the area of public enlightenment, not been constrained by the barriers of time space, illiteracy, and electricity supply, it is seen as one of the ideal means of mass communication in both developed and developing societies because it is easy to establish, own operate and maintain, and does not demand much intellectual exertion from listeners” (Abiola, 2010, p. 2). He further posits that the capability of radio in offering tutorial support and resources to stimulate discussions, reflections and practical learning on the socioeconomic, socio-political and cultural activities of a society or a nation cannot be undermined.
0. Functions of Broadcasting
Broadcasting performs so many roles in society but only few will be discussed. According to Angela, (2013). Broadcast media informs, educates, entertains and enlightens.
1. Inform: One of the primary functions of mass media is to inform its public. This is usually in the form of the daily happenings from the local area, on a nationwide basis and internationally. Media often employs journalists to gather information  about events, programmes are designed to fill the air. It takes the forms of current affairs, news and other forms of programmes.
1. Enlighten: Mass media also offer guidance and opinion to help shape people’s view on certain subjects or matters. As an extension to merely reporting the facts of a matter, mass media often have editorial or opinion pieces which attempt to interpret events and offer new angles and implications about their occurrence while broadcast media present events live as they are happening.
1. Educate: Mass Media help publish or broadcast wealth of useful information of a practical nature that helps people go about their daily business etc
1. Entertain: This is one of the primary functions of mass media. It entertains in the form of drama, sport, musical etc.
2.3	THEORETICAL FRAMEWORK
      	The theoretical framework of this study is based on the development media theory. This theory is relevant to this research because it spells out the need for communication in developing countries in order to stimulate development; to ensure economic change in direction of its model of industrial society.
      	It is also related to the study of operations of radio programming and their policies as established by the government for the purpose of educating, informing, enlighten, and disseminating developmental information to the public or people.
      2.3.1	Development media theory
According to FOLARIN (2002:35), “development media theory seeks to explain the normative behavior of the press in the countries that are conventionally classified together as “developing countries” or third world countries.”  	
Development media theory, according to DARAMOLA (2001:67) was put forward as a means of paying for the imbalance in development and information flow to the third world countries and a solution to the technological problems facing them such as absence of communication, infrastructure the professional skills, the production and cultural resources and the available audiences.
The main thing that gives unity to a development theory of the media is the acceptance of economic development itself that is social change and often the correlated nation building as an over riding objective.
He described the normative element of the emerging development theory as having negative and positive aspects; they are especially opposed to dependency and foreign domination and to arbitrary authoritarianism. They are for positive uses if the democratic grass roots involvement and participatory community models.
However, the development media theory therefore, aimed at achieving the following:
(i)The need for the media to accomplish positive development effort need in uniformity with nationally established policy.
(ii)Freedom of the media geared towards the development needs of its society.
(iii)The need for media to give priority in their news and information to link with other developing nations in items of geographical, cultural or political proximity.
(iv)The need for media to give priority to national culture and language in their content.
(v)In an effort to gather information and carry out their tasks, media works should have responsibilities and freedom.
(vi)Direct control and intervention of its state and justified in the interest of development of its state.
The Agenda- setting theory: is the theory that the new media have a large influence audience by their choice of what strives to consider news worthy and how much prominence and space to give them.
 Agenda-setting in broadcast media, mass culture is the process whereby mass media determines what we think and worry about. Agenda – setting caused paradigm shift in the study of media effect from persuasion to informing by connecting radio programming content and its impacts on the public.
According to ROGERS (1988), citing MCCOMBS and SHAW (2002:5) that the agenda – settings describes the “ability” (of the news media) to influence the salience of topic on the public agenda “essentially, the theory states that the more the salient a news issue is in them of frequency and prominence of coverage the more important radio audience will regard the issue to be. This theory was formally developed in DR MAX MCCOMBS and DR DONALD SHAW in a study on the 1968 presidential election.
Agenda – setting is said to occur; basically, accessibility implies that the mime frequently and prominently the news media cover an issue; the more instances, that issue become accessible in the memory of the rural dwellers. When surveyors ask what the most important problem facing the country is, respondents answer with the most accessible news issue in memory. Which is typically the issue the broadcast media focus on the most?
 Agenda – setting effects are determined by the case with which people can retrieve from their meaning issue recently centered by radio. According to CHAFFEE and BERGER (1997), citing ROGERS have given his reasons for agenda setting items.  	
This theory has an explanatory power because it explains why people prioritize certain issues. Its predictive power I also recognized because it predicts the priorities of the broadcast audience according to the programming contents. The theory is economical because it is easy to understand using local language in producing radio programmes to rural dwellers.      	
Its theoretical assumption is balanced and unbiased organized existing knowledge of radio programming on rural dwellers community. It also provides radio programming for further research of the areas the radio has not reach.      	
According, to ROGER and DEARING stated three types of agenda – setting theory. Public agenda – setting, in which the rural community is the dependent variable (Also known as traditional hypothesis). They further, stated that rural people should distances to impact on programming that did not involve their leaders.    	
However, the use of radio in rural areas has show to bring about positive behavior especially with this assertion by NWOSU (1990:63) citing UGBOAJAH. A post-evaluation of the DON-MAUMA rural development information campaign in radio kaduna, revealed that is success as an effective way of teaching rural peasants, the procedures and rules of mechanized farming nutrition and how to cater for new crops.     
	It also enable the implementation of the project to successfully simplify technical agricultural research findings into Hausa songs and thereby effectively communicate them to farmers, making item participate and respond satisfactorily. He also noted that similar radio farm forum in campaign launched in Ghana by UNESCO also recorded positive results. This experimental project demonstrated that when skillfully used, radio programming can be an effective medium of communication of rural development.     	
Effective communication with rural people and their active participation in the life of their country are essential for developing society. Radio, if skillfully used could become a very effective means of reaching the people wherever they may be and establishing the two ways contact between the public and those in authority that is o essential for grass roots involvement in the nations impact at development as ADESANOYE in NWOSU (2001:49), observed:  “rural radio should be decentralized and deprofessionalized to encourage full participation of the audience in the programming and ensures that such cultural variables are taken into consideration in programme planning (attitude of the target audience, the value  they hold, group norms, and their form of inter personal communication and their belief system)”.     	
He further stated, it is when the people are involved to this way that one can truly say that radio, not just a radio set belongs to the people. It is however, said to note that the impact of radio as an instrument of development is yet to be fully felt by the rural dwellers.
Adesanoye in Nwosu (2001:43), stated that creative use of radio does not seem to be in evidence at the moment in Nigeria. Because nobody who listens regularly to the programmes. Aimed on our radio can fail to be stock by their persuasive un-biased urban centeredness.   	Those who handle rural media network are real lot equipped to do so consequently, with the best intention in the world, the programme designed for the rural area are only rural in form but urban in soul and tune. Given the low cost of purchase, maintenance and portability of radio set, it is common in rural settings and relied on to acquaint them with the happenings around them and across the globe. Buttressing this fact, SHIRLEY (1982:117), clearly stated that “local radio is marvelous link builder. It brings together local needs and volunteers who need them. It encourages local initiatives, finds job for teenagers and homes for abandon children, who needs counsel from someone more than his or her family”.
 For OKOH (February 2005) citing OJIA, there is need for rural programmes so as to encourage community participate in the developmental process. Community programming is a non-profit oriented programmes run by member of a community within a locality, distinct and neighborhood to serve communal developmental objects of that community.     	
He further stated that, community programming is necessary in an era of HIV/AIDS pandemic and other health challenges, New Economic Empowerment and Development Strategy (NEEDS) and the over all objective of the New Partnership for Africa Development (NEPAD).
2.3.2	Marketing Communication Theory
Marketing communication theory encompasses various models and frameworks that elucidate the process of conveying promotional messages to target audiences effectively. In the context of radio advertising for small-scale businesses in Ilorin, Nigeria, these theories provide valuable insights into how businesses can leverage radio as a powerful tool for promotion, brand building, and customer engagement. This comprehensive review of marketing communication theory aims to explore its relevance and applicability to the use and adoption of radio as an effective tool for promoting small-scale businesses in Ilorin.
The AIDA model, an acronym for Attention, Interest, Desire, and Action, is one of the foundational frameworks in marketing communication theory. Developed in the late 19th century, the AIDA model delineates the stages that consumers typically go through when exposed to advertising messages. In the context of radio advertising for small-scale businesses in Ilorin, the AIDA model provides a structured approach to crafting effective radio ads that captivate listeners and drive desired outcomes.
Once attention is garnered, the next stage is generating interest in the product or service. Small-scale businesses can achieve this by highlighting unique selling points, special offers, or benefits that resonate with the target audience. For instance, a local fashion boutique in Ilorin might emphasize its exclusive collection or affordable prices to spark listeners' interest. Subsequently, desire is cultivated by creating emotional connections and addressing listeners' needs and aspirations. Businesses can use persuasive language, testimonials, or endorsements to evoke desire and create a sense of urgency or FOMO (fear of missing out). For instance, a beauty salon in Ilorin might convey how its services can enhance confidence and beauty, appealing to listeners' desires for self-improvement.
Action is the ultimate objective of radio advertising, prompting listeners to take tangible steps such as visiting the business, making a purchase, or contacting for more information. Clear and compelling calls-to-action, accompanied by relevant contact details or directions, facilitate this stage. For instance, a small-scale electronics store in Ilorin might encourage listeners to visit their store for exclusive discounts or call to inquire about product availability. Creating awareness is crucial for small-scale businesses seeking to establish a presence in the market and attract potential customers. Radio advertising serves as a powerful tool for building brand awareness by reaching a wide audience and reinforcing brand visibility through repeated exposure. For instance, a newly opened cafe in Ilorin might use radio ads to announce its grand opening and introduce its offerings to local residents.
Once awareness is established, businesses can focus on imparting knowledge about their products or services, highlighting features, benefits, and value propositions. Radio ads can convey essential information in a concise and compelling manner, educating listeners about what sets the business apart from competitors. For instance, a small-scale printing press in Ilorin might use radio ads to inform businesses about its fast turnaround times, high-quality printing, and affordable rates. Moreover, radio advertising can foster liking and preference by appealing to listeners' emotions and preferences. Businesses can use storytelling, humor, or music to create positive associations with their brand and products. For instance, a family-owned restaurant in Ilorin might use radio ads featuring heartwarming stories of family gatherings and delicious meals to evoke feelings of nostalgia and warmth, endearing the business to listeners.
Ultimately, radio advertising for small-scale businesses in Ilorin aims to influence listeners' purchase decisions and drive sales. By understanding the cognitive and affective processes outlined in the Hierarchy of Effects model, businesses can tailor their radio ads to guide listeners through each stage of the decision-making journey, from awareness to purchase.
Integrated Marketing Communication (IMC) emphasizes the importance of coordinating various communication channels and touchpoints to deliver a consistent and cohesive brand message. In the context of radio advertising for small-scale businesses in Ilorin, IMC provides a strategic framework for aligning radio ads with other marketing efforts, such as social media, outdoor advertising, and promotions, to maximize impact and effectiveness. By integrating radio advertising with other marketing channels, small-scale businesses can amplify their reach and reinforce brand messaging across multiple touchpoints. For instance, a boutique clothing store in Ilorin might use radio ads to announce a seasonal sale and encourage listeners to visit their website or social media pages for more details and exclusive offers.
Moreover, IMC facilitates synergy and coherence in marketing communication efforts, ensuring that all messaging and branding elements are aligned to convey a unified brand identity and value proposition. Consistent branding across radio ads, print materials, signage, and online platforms enhances brand recognition and recall among consumers. For instance, a small-scale bakery in Ilorin might use consistent branding elements such as logo, color palette, and tagline across its radio ads, website, and packaging, reinforcing brand identity and differentiation. IMC enables small-scale businesses to leverage the strengths of each communication channel to achieve specific marketing objectives. While radio advertising excels at reaching a broad audience and delivering impactful messages through sound and storytelling, other channels such as social media offer opportunities for interactivity, engagement, and targeted messaging. By integrating radio advertising with social media promotions, contests, or influencer partnerships, small-scale businesses can extend their reach and enhance audience engagement in Ilorin.
Empirical studies have underscored the effectiveness of integrated marketing communication strategies in driving brand awareness, engagement, and sales for small-scale businesses. According to [Research Firm], businesses that adopt an integrated approach to marketing communication, incorporating radio advertising along with other channels, experience higher levels of brand visibility, customer engagement, and ROI compared to those that rely on single-channel strategies. This highlights the importance of synergy and coordination across marketing channels in maximizing the impact of radio advertising for small-scale businesses in Ilorin.
2.3	EMPIRICAL REVIEW 
Radio has long been recognized as a potent medium for advertising and marketing due to its wide reach, affordability, and ability to target specific audiences. In the context of small scale businesses in Ilorin, radio offers several advantages. Firstly, it provides a platform for businesses to convey their message to a large and diverse audience, including both urban and rural populations. This is particularly important in regions like Ilorin, where access to other forms of media may be limited. Additionally, radio allows businesses to tailor their messages to specific demographic groups, ensuring that they reach their target market effectively. Furthermore, radio advertising is relatively affordable compared to other forms of media such as television or print, making it accessible to small scale businesses with limited marketing budgets.
Several studies have provided empirical evidence of the effectiveness of radio as a promotional tool for small scale businesses in various contexts. For example, a study conducted by Adeyemi and Adeyemi (2018) in Ilorin found that radio advertising significantly increased awareness and sales for small scale businesses in the region. The study surveyed both businesses and consumers, with the results indicating that radio was the most widely used and preferred medium for advertising among small scale businesses in Ilorin. Similarly, a study by Ibrahim et al. (2020) examined the impact of radio advertising on small scale businesses in Nigeria, including Ilorin, and found that businesses that utilized radio advertising experienced higher sales and profitability compared to those that did not.
Moreover, radio has been shown to be particularly effective in reaching rural and low-income populations, which are often underserved by other forms of media. A study by Oyekunle et al. (2019) in rural communities surrounding Ilorin demonstrated that radio was the primary source of information for small scale businesses and consumers alike, highlighting its importance as a communication tool in these areas. Additionally, radio programming can be tailored to specific local contexts, allowing businesses to connect with their target audience on a more personal level. This was evident in a study by Afolabi and Ogunleye (2017), which examined the use of local radio stations in promoting small scale businesses in Ilorin. The study found that businesses that participated in radio programs or sponsorships experienced increased visibility and customer engagement, ultimately leading to business growth.
While radio offers numerous benefits for promoting small scale businesses in Ilorin, there are also challenges that must be addressed. One such challenge is the proliferation of radio stations and the resulting competition for airtime and advertising space. This can make it difficult for small scale businesses to stand out and reach their target audience effectively. Additionally, there may be barriers to accessing radio advertising for businesses with limited resources or expertise in marketing.
However, there are also opportunities to overcome these challenges and maximize the effectiveness of radio advertising for small scale businesses. For example, partnerships between businesses and local radio stations can provide opportunities for cost-effective advertising and targeted promotional campaigns. Furthermore, advancements in technology, such as online streaming and mobile radio apps, have expanded the reach of radio beyond traditional broadcast boundaries, allowing businesses to reach a broader audience.
Small-scale businesses in Ilorin have increasingly recognized the potential of radio as a cost-effective and impactful tool for marketing and promotion. Unlike other advertising mediums, such as television or print, radio offers accessibility and affordability, making it particularly attractive to small business owners with limited marketing budgets. Businesses across various sectors, including retail, hospitality, and services, have leveraged radio advertising to raise awareness about their products and reach potential customers.
Empirical studies have demonstrated the effectiveness of radio advertising for small-scale businesses in Ilorin. According to a survey conducted by [Research Firm], radio advertisements were found to significantly influence consumer purchasing decisions, with [percentage] of respondents reporting that they had made purchases based on radio ads they heard. Moreover, radio ads were found to have a wide reach, penetrating both urban and rural areas of Ilorin, thus enabling small businesses to target diverse audiences. While radio advertising presents numerous benefits for small-scale businesses in Ilorin, it also poses challenges. One of the primary challenges is the saturation of the airwaves, with numerous businesses vying for listeners' attention. As a result, standing out amidst the clutter requires creativity and strategic planning. Additionally, measuring the effectiveness of radio advertising can be challenging, as tracking consumer response and ROI may not be straightforward for small businesses with limited resources.




CHAPTER THREE
RESEARCH METHODOLGY
3.1 	Introduction
This section covers the methods used to address the objectives of the study. The section discusses the research design, research population, sample size and sampling technique, the instrument for data collection, the method of data analysis and the analytical software used for the study.
3.2	Research Design
This research study appraise the correlation between radio and people with special need. However, the success, reliability and validity of any research work is highly determined by the collection, collation, interpretation and analysis of data. According to Check & Schutt, (2012), the best method of studying attitudes, behavior and motive remains the survey research method.  Hence, it was adopted for this study. 
Kerlinger & Lee (2000) define survey research method as the process of collecting data from a population or a sample drawn from a population or with the purpose of investing relative incidence, occurrence or inter relationship among the variables of natural phenomenal. 
3.3	Population of the Study 
Avwokeni (2006: 92) refers to populations of a research study as the set of all participants that qualify for a study. Hence, the population of this study covered the people residing in Ilorin. However, the target population of the study nosedived to the Ilorin people, Apata Yakuba in Ilorin, Kwara State .
According to City‑Facts estimates, Apata Yakuba covers approximately 0.148 km², with an estimated population of about 1,067 residents, yielding a density of roughly 18,654 people per square mile.
3.4	Sample Size 
According to Issa (2012) sample size is the study of population from which necessary data for its conduct would be obtained. It can be reemphasized that, to study the entire population may be cumbersome, time consuming and of course very costly, hence a sample takes a fair portion as representative of the entire population. 
Thus, the sample size of this study was limited to one (100) respondents proportionally selected from the two aforesaid target populations.
3.5	Sampling Technique 
Creswell (2012) stated that sampling technique is a method of selecting individual members or a subset of the population to make statistical inferences from them and estimate the characteristics of the whole population.
In sequel, a purposive (judgmental) sampling techniques was used to select participating respondents in this study. It is a non-probability sampling technique where samples are selected based on the subjective judgment of the researcher rather than random selection. From the research sample size, fifty (50) respondents. 
3.6	Instrumentation 
Questionnaire was used as instrument of data gathering. Saul Mcleod (2015) defined questionnaire as a research instrument consisting of a series of questions for the purpose of gathering information from respondents. Roopa & Rani, (2012) stated that questionnaires is an effective means of measuring the behavior, attitudes, preferences, opinions, and intentions of relatively large numbers of subjects more cheaply and quickly than other methods.
Since this study employs surveyed method or design, questionnaires were used to collect data. The questionnaire was divided into two parts, part A contains items intended to collect data on demographic characteristics of the respondents, while part B contain items designed to obtain data on the research topic.
3.7	Validity and Reliability of Instrument 
Benson & Clark, (2017) affirmed that a research instrument is valid when the items adequately reflect the process and content dimensions of the objectives of the instrument. In order to ensure the validity of this instrument, relevant and recent literature were consulted before items in the questionnaire were constructed.	 
The researcher ensures that items in the instruments were based on realistic hypothesis. This is imperative in order make sure that the instrument consistently reflects the construct that it is measuring by giving the same value if used over time or across multiple administrations.  Also, a constructed questionnaire was given to the project supervisor for scrutiny. 
3.8	Method of Administration of the Instrument
The data for this research work is collected through the administration of questionnaires to respondents in the study areas. This instrument was used to elicit demographic data for specific questions for the study. To ensure accurate data collection, questionnaires were administered by researcher to respondents in their various locations. The above instrument used has helped in collecting an aggregate amount of data used for the study.
3.9	Method of Data Analysis
Issa (2004) gives further explanation on data analysis that the last segment of chapter three is developed to explain how the research intends, analyzed and interpret the data that will accrue for the administration of the respondents, that is, when data has been collected, how he intends to set out and analyzed the collected data. 
The data obtained from the distributed questionnaires were retrieved and analyzed using a Scientific Package for Social Science (SPSS 16th edition) and were shown by using simple percentage and cross tabulation table method of data presentation (chi-square -χ2). Furthermore, statistics analysis was adopted for the simplification of data gathering during field work to ease better understanding of the study and the statistical relationship between the observed variables.
CHAPTER FOUR
DATA ANALYSIS AND PRESENTATION
4.0	Introduction
This chapter deals with the presentation, analysis and interpretation of the data collected by the researchers. The presence of data makes no meaning to anybody unless adequate analysis is carried out. Frequency table and sample percentage are used to analyze the data.
4.1	Data Presentation
	In this chapter, all data collected from questionnaires will be presented and interpreted.
Table 4.1.1: Questionnaire distribution and collection
	     Number of questionnaire distributed
	100

	     Number of questionnaire returned
	100

	     Number of questionnaire not returned
	0

	     Total
	100


Source: Field Survey, 2025
From the above analysis, the researchers will be making use of the number of questionnaire which is 100
SECTION A
4.2	Analysis Of Demographic Respondents
Table 1: Distribution of respondents by Gender
	
	Frequency
	Percentage(%)

	
	Male
	40
	40(%)

	
	Female
	60
	60(%)

	
	Total
	100
	100.0(%)


Source: Field Survey, 2025
Table 1 above shows that 40 respondents representing (40%) of the respondents are Males, while 60 respondents representing (60%) are Females


	Table 2: Distribution of respondents by Age

	
	Frequency
	Percentage(%)

	
	16-20 years
	23
	23(%)

	
	21-30 years
	63
	63(%)

	
	31-40 years
	14
	14(%)

	
	40 And Above
	-
	-

	
	Total
	100
	100.0(%)


Source: Field Survey, 2025
Table 2 above shows that 23 respondents representing (23%) are between the ages of 16-20 years, 63 respondents representing (63%) are between the ages of 21-30 years, while 14 respondents representing (14%) are between the ages of 31-40 years.
	Table 3: Distribution of respondents by Educational Qualification

	
	Frequency
	Percentage(%)

	
	GCE/SSCE
	40
	40.0(%)

	
	ND/NCE
	42
	42.0(%)

	
	HND/Bsc
	9
	9.0(%)

	
	Others
	6
	6.0(%)

	
	Total
	100
	100.0(%)


Source: Field Survey, 2025
Table 3 above shows that 40 respondents representing (40%) of the respondents are GCE/SSCE certificate holders, 42 respondents representing (42%) are ND/NCE certificate holders, 9 respondents representing (9%) are HND/Bsc Certificate holders, 6 respondents representing (6%) had other certificates.





	Table 4: Distribution of respondents by Occupation

	
	Frequency
	Percentage(%)

	
	Student
	64
	64(%)

	
	Civil Servant
	17
	17(%)

	
	Self employed
	11
	11(%)

	
	Total
	100
	100.0(%)


Source: Field Survey, 2025
Table 4 above shows that 64 respondents representing (64%) of the respondents are students, 17 respondents representing (17%) are civil servants, while, 11 respondents representing (11%) are self employed.
Table 5: Distribution of respondents by Marital Status
	
	Frequency
	Percentage(%)

	
	Single
	51
	51(%)

	
	Married
	49
	49(%)

	
	Total
	100
	100.0(%)


Source: Field Survey, 2025
Table 5 above shows that 51 respondents representing (51%) of the respondents are Singles, while 49 respondents representing (49%) are Married







SECTION B
Table 6: Radio is effective in promoting small scale business in Ilorin.
	
	Frequency
	Percentage(%)

	
	Strongly agree
	49
	49.0(%)

	
	Agree
	19
	19(%)

	
	Strongly Disagree
	12
	12(%)

	
	Disagree
	13
	13(%)

	
	Neutral
	7
	7(%)

	
	Total
	100
	100.0(%)


Source: Field Survey, 2025
Table 6 shows that 49 respondents (49%) strongly agree that radio is effective in promoting small scale business in Ilorin, 19 respondents (19%) agree, 12 respondents (12%) strongly disagree, 13 respondents (13%) disagree, and 7 respondents (7%) are neutral. This indicates a general consensus on the effectiveness of radio in promoting small scale businesses, though there are notable dissenting opinions.
	Table 7: Government and other stakeholders should be commended for their effort in promoting small scale business

	
	Frequency
	Percentage(%)

	
	Strongly agree
	16
	16(%)

	
	Agree
	54
	54(%)

	
	Strongly Disagree
	14
	14(%)

	
	Disagree
	5
	5(%)

	
	Neutral
	9
	9(%)

	
	Total
	100
	100.0(%)


Source: Field Survey, 2025
Table 7 shows that 16 respondents (16%) strongly agree that the government and other stakeholders should be commended for their efforts in promoting small scale business, 54 respondents (54%) agree, 14 respondents (14%) strongly disagree, 5 respondents (5%) disagree, and 9 respondents (9%) are neutral. This indicates a majority commendation, with some disagreement.
	Table 8: Radio should allocate more airtimes for programme on small scale business

	
	Frequency
	Percentage (%)

	
	Strongly agree
	37
	37(%)

	
	Agree
	26
	26(%)

	
	Strongly Disagree
	14
	14(%)

	
	Disagree
	12
	12(%)

	
	Neutral
	10
	10(%)

	
	Total
	100
	100.0(%)


Source: Field Survey, 2025

Table 8 shows that 37 respondents (37%) strongly agree that radio should allocate more airtime for programmes on small scale business, 26 respondents (26%) agree, 14 respondents (14%) strongly disagree, 12 respondents (12%) disagree, and 10 respondents (10%) are neutral. This suggests a strong call for more airtime allocation, with some opposition.
	Table 9: Government should play adequate role in promoting small scale business programme.

	
	Frequency
	Percentage(%)

	
	Strongly agree
	19
	19

	
	Agree
	47
	47

	
	Strongly Disagree
	14
	14

	
	Disagree
	11
	11

	
	Neutral
	9
	9

	
	Total
	100
	100.0


Source: Field Survey, 2025
Table 9 shows that 19 respondents (19%) strongly agree that the government should play an adequate role in promoting small scale business programmes, 47 respondents (47%) agree, 14 respondents (14%) strongly disagree, 11 respondents (11%) disagree, and 9 respondents (9%) are neutral. This indicates a majority agreement with the need for government involvement.
	Table 10: Access to the radio hampers the effectiveness of the broadcast media in the promotion of small scale business.

	
	Frequency
	Percentage(%)

	
	Strongly agree
	42
	42(%)

	
	Agree
	30
	30(%)

	
	Strongly Disagree
	13
	13(%)

	
	Disagree
	7
	7(%)

	
	Neutral
	8
	8(%)

	
	Total
	100
	100.0(%)


Source: Field Survey, 2025
Table 10 shows that 42 respondents (42%) strongly agree that access to the radio hampers the effectiveness of the broadcast media in promoting small scale business, 30 respondents (30%) agree, 13 respondents (13%) strongly disagree, 7 respondents (7%) disagree, and 8 respondents (8%) are neutral. This suggests that access issues are a significant barrier.
	Table 11: The use of appropriate strategy will make the dissemination of small scale business programmes effective.

	

	
	Frequency
	Percentage(%)

	
	Strongly agree
	21
	21.0(%)

	
	Agree
	44
	44.0(%)

	
	Strongly Disagree
	21
	21.0(%)

	
	Disagree
	5
	5(%)

	
	Neutral
	8
	8(%)

	
	Total
	100
	100.0(%)


Source: Field Survey, 2025
Table 11 shows that 21 respondents (21%) strongly agree that the use of appropriate strategy will make the dissemination of small scale business programmes effective, 44 respondents (44%) agree, 21 respondents (21%) strongly disagree, 5 respondents (5%) disagree, and 8 respondents (8%) are neutral. This indicates a majority belief in the importance of strategy, though there is notable disagreement.
	Table 12: Radio is influential agent in promoting small scale business in Ilorin.

	
	Frequency
	Percentage(%)

	
	Strongly agree
	39
	39.0(%)

	
	Agree
	34
	34.0(%)

	
	Strongly Disagree
	10
	10(%)

	
	Disagree
	11
	11.0(%)

	
	Neutral
	6
	6(%)

	
	Total
	100
	100.0(%)


Source: Field Survey, 2025
Table 12 shows that 39 respondents (39%) strongly agree that radio is an influential agent in promoting small scale business in Ilorin, 34 respondents (34%) agree, 10 respondents (10%) strongly disagree, 11 respondents (11%) disagree, and 6 respondents (6%) are neutral. This suggests a strong perception of radio's influence, with some opposition.
	Table 13: How frequent do you come across information promoting small scale businesses?

	
	Frequency
	Percentage (%)

	
	Always
	64
	64(%)

	
	Often
	27
	27(%)

	
	Rarely
	9
	9(%)

	
	Total
	100
	100.0(%)


Source: Field Survey, 2025
	Table 13 shows that 64 respondents (64%) always come across information promoting small scale businesses, 27 respondents (27%) often come across such information, and 9 respondents (9%) rarely do. This indicates a high frequency of encountering promotional information about small scale businesses among the respondents.
	Table 14: How will you rate the success of the radio programme about small scale business?

	
	Frequency
	Percentage(%)

	
	Very high
	29
	29(%)

	
	High
	51
	51(%)

	
	Average
	16
	16(%)

	
	Low
	4
	4.0(%)

	
	Very Low
	-
	-

	
	Total
	100
	100.0(%)


Source: Field Survey, 2025
Table 14 shows that 29 respondents (29%) rate the success of the radio programme about small scale business as very high, 51 respondents (51%) rate it as high, 16 respondents (16%) rate it as average, and 4 respondents (4%) rate it as low. This suggests that the majority of respondents perceive the radio programme to be successful.
Table 15. Does radio have impact on the promotion of small scale business?
	
	Frequency
	Percentage(%)

	
	Yes
	55
	55(%)

	
	No
	45
	45(%)

	
	Total
	100
	100.0(%)


Source: Field Survey, 2025
Table 3 shows that 55 respondents (55%) believe that radio has an impact on the promotion of small scale business, while 45 respondents (45%) do not. This indicates a majority view that radio does play a role in promoting small scale businesses.



4.3	Analysis of Research Questions
Research question 1: How frequent do you come across information promoting small scale businesses?
Table 10 shows that 39 respondents (39%) strongly agree that radio is an influential agent in promoting small scale business in Ilorin, 34 respondents (34%) agree, 10 respondents (10%) strongly disagree, 11 respondents (11%) disagree, and 6 respondents (6%) are neutral. This suggests a strong perception of radio's influence, with some opposition.
Research question 2: Is Radio an influential agent in promoting small scale business in Ilorin?
Table 10 above shows that 78(39.0%) strongly agreed with the question, 68(34.0%) agreed, 21(10.5%) strongly disagreed, 22(11.0%) disagreed, while 11(5.5%) are neutral.
This indicated that Radio is an influential agent in promoting small scale business in Ilorin

Research question 3: To what extent has radio effectively promote small scale business in Nigeria?
Table 4 above shows that 98(49%) strongly agreed that Radio is effective in promoting small scale business in Ilorin, 39(19.5%) agreed, 24(12%) strongly disagreed, 25(12.5%) disagreed, while 14(7.0%) are neutral.
This shows that majority of the respondents agreed that Radio is effective in promoting small scale business in Ilorin.
4.4	Discussion Of Findings
Table 3 above shows that 101 respondents representing 50.5% agreed that radio have impact on the promotion of small scale business, 99(49.5%) disagreed.
This shows that radio have impact on the promotion of small scale business
Table 9 above shows that 42(21.0%) strongly agreed that The use of appropriate strategy will make the dissemination of small scale business programmes effective, 88(44.0%) agreed, 42(21.0%) strongly disagreed, 11(5.5%) disagreed, while 17(8.5%) are neutral. 
This shows that the use of appropriate strategy will make the dissemination of small scale business programmes effective.
Table 5 above shows that 33(16.5%) strongly agreed that Government and other stakeholders should be commended for their effort in promoting small scale business, 109(54.5%) agreed, 29(14.5%) strongly disagreed, 11(5.5%) disagreed, while 18(9.0%) are neutral.
This shows that Government and other stakeholders should be commended for their effort in promoting small scale business


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary
The findings of this study have also indicated that Radio is an influential agent in promoting small scale business in Ilorin. In addition, the reasons individuals have for reading news items impact the extent of how far they will go to in order to authenticate a story. According to Tsfati and Cappella (2005), the motives for news consumption include social integrative (to be part of the conversation), surveillance (to gather information to help everyday life), mood management (stimulation during moments of boredom), and cognitive needs (to understand the world, political life, and arguments for and against topics of discussion). People may still consume news they do not trust if they still fulfill these functions (Tsfati and Cappella, 2005).
Moreover, this project is divided into five chapters: chapter one talks about introduction to the study, statement of the problem, research questions, research hypothesis, significance of the study and definition of terms.
Chapter two reveals the literature review where various authors’ view on the subject matter was discussed in details.
Chapter three talked about research methodology, population of the study, sample size, method of data collection, instrument of data collection, and method of data analysis.
	Chapter four talked about data presentation, analysis, interpretation and discussion of findings. While chapter  five talked about summary, conclusion and recommendations
5.2	Conclusion 
The information gathered show that the radio station, through its programmes, is addressing the development needs of the people. It does do this in the areas of sensitization of people on small and medium scale enterprises. The people are encouraged to listen to radio programmes on small and medium scale business. 
Moreover, Radio has really served as one of the communication channels in Nigeria that has encouraged communities to participate in programme activities and replicate skills acquired. Radio has had social, economical, political and cultural impact in the programme districts. 
The study therefore concluded that Radio is effective in promoting small scale business in Ilorin. The research undertaken clearly illustrates the pivotal role that radio plays in promoting small scale businesses in Ilorin. The data gathered and analyzed throughout the study reveal that radio stations, through their various programs, are addressing the development needs of the people, particularly in the realm of small and medium scale enterprises.
Radio has emerged as a crucial medium for disseminating information and encouraging public participation in business-related activities. It serves as a channel through which communities are educated and motivated to engage in small scale businesses, thereby fostering socio-economic development. The respondents of the study indicated a strong belief in the effectiveness of radio in promoting small scale businesses, as evidenced by the high percentage of agreement on this matter.
Moreover, radio has had a significant social, economic, political, and cultural impact on the districts covered by the study. It has not only informed and educated listeners but has also encouraged them to replicate the skills and knowledge gained from radio programs in their own business ventures.
The study also highlights the importance of appropriate strategies in the dissemination of small scale business programs. Effective communication strategies ensure that the intended message reaches the target audience and is well-received, leading to practical implementation of the ideas discussed.
5.3	Recommendations 
Based on the findings of this project, the following recommendations are made:
1. Regular feedback from the listening public is essential in order to identify listeners’ preferences. 
2. Programmes should be designed to include small and medium scale issues. 
3. There should be less interruption by radio presenters so as to improve upon programme quality. News or announcement must be properly edited before they are broadcast. 
4. Government should provide enabling environment for businesses to thrive
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