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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND OF THE STUDY
Television and radio have been integral components of advertising for decades, serving as powerful platforms for reaching large and diverse audiences. Their evolution over the years has been marked by technological advancements and shifts in consumer behavior. In the new era of advertising, defined by the rapid integration of digital platforms, television and radio have had to adapt to maintain their relevance. While digital advertising has gained prominence, traditional media outlets like television and radio continue to play a significant role due to their broad reach and the trust they have garnered over time (McDowell, 2020).
Television remains a highly visual medium, making it particularly effective for creating brand awareness and evoking emotions through audio-visual storytelling. Advertisers leverage the medium’s ability to combine sight, sound, and motion to deliver compelling messages that resonate with viewers. In contrast, radio, a purely auditory platform, thrives on its ability to create intimacy and immediacy, often reaching audiences during commutes, leisure activities, or at work (Peake, 2019). Despite the rise of digital streaming services, traditional radio stations continue to maintain a significant listener base, particularly in regions where internet penetration is still developing.
The interplay between television, radio, and emerging digital technologies has ushered in a hybrid approach to advertising. Advertisers are now integrating traditional media campaigns with digital strategies, leveraging data analytics and programmatic advertising to target audiences more precisely (Smith & Taylor, 2021). This convergence has not only extended the lifecycle of television and radio advertising but has also created opportunities for personalized and interactive content delivery. Moreover, the role of television and radio has been redefined by social media. Advertisements aired on these platforms are often amplified through social sharing, creating a ripple effect that enhances brand visibility and engagement. For instance, live radio programs often feature listener interactions via social media, creating a multi-platform advertising ecosystem (Stevens et al., 2022). Similarly, television advertisements are frequently repurposed as online video content, ensuring that campaigns reach audiences across multiple touchpoints.
While television and radio have maintained their relevance, they face challenges in the new era of advertising. Advertisers must contend with issues such as ad-skipping, audience fragmentation, and declining viewership of traditional broadcast channels (Wang & Lee, 2021). Additionally, the rising popularity of on-demand streaming platforms and podcasting has altered consumption patterns, necessitating a rethink of traditional advertising models. Despite these challenges, television and radio continue to demonstrate resilience, particularly in specific contexts. For example, live events such as sports broadcasts and radio call-in shows retain high levels of audience engagement. These contexts provide unique advertising opportunities that are difficult to replicate on purely digital platforms (Jackson & Collins, 2023).
In developing countries, including Nigeria, television and radio remain critical tools for advertising due to their wide accessibility. Unlike digital platforms that require internet connectivity, these traditional media are often the primary sources of information and entertainment for many households (Eze & Okoro, 2021). Consequently, they serve as essential channels for reaching rural and underserved populations.
The new era of advertising has also seen an increase in localized content on television and radio, aimed at catering to specific demographic groups. This trend reflects advertisers' recognition of the importance of cultural and regional nuances in crafting effective campaigns (Adeoye, 2020). Localization not only enhances audience engagement but also fosters a sense of community, further solidifying the relevance of these media.

1.2	STATEMENT OF THE PROBLEM
The advent of digital technology has significantly disrupted the advertising industry, raising questions about the relevance of traditional media such as television and radio. While digital platforms offer unprecedented opportunities for precision targeting, interactivity, and cost-effectiveness, they have also led to the fragmentation of audiences, posing a challenge to the traditional dominance of television and radio in advertising (Brown, 2018). This shift has created a dilemma for advertisers seeking to optimize their media mix in an increasingly complex and competitive landscape. One of the key problems facing television and radio in the new era of advertising is declining audience engagement. With the proliferation of streaming services, podcasts, and social media platforms, consumers now have greater control over their media consumption. This has resulted in reduced viewership and listenership for traditional broadcast channels, particularly among younger demographics (Hernandez & Garcia, 2021). Consequently, advertisers are finding it increasingly difficult to justify investments in these platforms.
The rise of ad-skipping technologies and subscription-based services with no advertisements has further diminished the effectiveness of television and radio advertising. Viewers and listeners now have the ability to bypass ads, making it challenging for advertisers to capture and retain their attention (Wilson, 2019). This trend has forced advertisers to explore alternative strategies, such as product placements and sponsorships, to maintain visibility.
Another significant issue is the lack of real-time data and analytics in traditional media compared to digital platforms. Digital advertising allows for precise measurement of campaign performance, enabling advertisers to make data-driven decisions. In contrast, television and radio rely on traditional metrics such as ratings and reach, which often lack the granularity and immediacy needed to optimize campaigns (Morris et al., 2022). This limitation has made these platforms less appealing to advertisers seeking measurable returns on investment. Despite these challenges, television and radio continue to hold significant potential, particularly in regions where internet penetration remains low. In developing countries like Nigeria, these traditional media are often the primary means of communication and information dissemination. However, advertisers in such contexts face the challenge of crafting campaigns that resonate with diverse and often underserved audiences (Okeke & Onuoha, 2020).
The problem is further compounded by the high cost of television and radio advertising, which can be prohibitive for small and medium-sized enterprises (SMEs). Unlike digital platforms, which offer flexible pricing models, traditional media often require substantial financial commitments, limiting accessibility for businesses with constrained budgets (Jones & Baker, 2021). This has led to an uneven playing field where larger corporations dominate traditional media advertising.
1.3	OBJECTIVES OF THE STUDY
The aim of this study is to explore the role, relevance, and adaptation of television and radio as advertising platforms in the new era of advertising, characterized by the dominance of digital media.
1. To assess the current relevance of television and radio in the advertising industry amidst the rise of digital platforms.
2. To identify the challenges faced by television and radio advertising in the digital age and suggest potential solutions.
3. To examine the effectiveness of hybrid advertising campaigns that integrate television, radio, and digital platforms.
4. To evaluate the role of television and radio in reaching specific audiences, particularly in regions with low internet penetration or diverse cultural contexts.
1.4	RESEARCH QUESTIONS
1. What is the current relevance of television and radio in the advertising industry in the new digital era?
2. What are the primary challenges faced by television and radio advertising in the digital age, and how can these challenges be addressed?
3. How effective are hybrid advertising campaigns that integrate television, radio, and digital platforms?
4. To what extent do television and radio advertising strategies effectively target specific audiences, especially in areas with limited access to digital media?
1.5	SIGNIFICANCE OF THE STUDY
This study is significant because it contributes to the growing body of knowledge on the evolving dynamics of advertising in a rapidly digitized world. By exploring the role of television and radio in the current advertising landscape, the study provides insights into how traditional media platforms can adapt and remain relevant in the face of competition from digital media. This is particularly valuable for advertisers, marketers, and media professionals seeking to develop effective strategies that leverage the strengths of both traditional and digital platforms to reach diverse audiences.
The study holds practical relevance for businesses, particularly in developing countries where television and radio remain critical channels for reaching large populations. In regions with limited internet access, these platforms often serve as the primary means of communication. By highlighting their continued relevance and identifying strategies to optimize their use, the study provides actionable recommendations for businesses and policymakers looking to bridge the gap between traditional and digital advertising.
Lastly, the study addresses the challenges of audience fragmentation and shifting media consumption patterns. It offers a nuanced understanding of how hybrid advertising campaigns that integrate traditional and digital media can effectively engage diverse audiences. This is especially important for crafting inclusive advertising strategies that consider cultural, regional, and demographic differences, ensuring that the benefits of advertising reach all segments of society.
1.6	SCOPE OF THE STUDY
This study focuses on examining the role and relevance of television and radio as advertising platforms in the new era of advertising, dominated by digital media. It explores how these traditional media adapt to changes in consumer behavior, technological advancements, and competition from digital platforms. The study also investigates the effectiveness of hybrid advertising strategies that integrate television, radio, and digital media to create cohesive campaigns, particularly in contexts with diverse audience needs.
Geographically, the study emphasizes the use of television and radio in both urban and rural settings, with particular attention to regions with limited internet penetration. The scope also extends to analyzing the challenges faced by advertisers, such as audience fragmentation, high costs, and reduced engagement, and suggests potential solutions. By doing so, the study aims to provide insights that are applicable to both developing and developed economies, with a special focus on contexts where traditional media remain a dominant force.
1.7	LIMITATION OF THE STUDY
The primary limitation of this study is its focus on television and radio advertising without an in-depth exploration of other emerging traditional media alternatives, such as print or outdoor advertising, which might also play a role in the new advertising landscape. Additionally, the study relies on available data from specific regions, which may not fully represent global trends, particularly in areas with significantly different technological or cultural contexts. The study is also constrained by the rapidly evolving nature of digital media, which may render some findings less applicable as new technologies and platforms emerge.


1.8	DEFINITION OF TERMS
Television: Is a mass communication medium that uses audio-visual technology to broadcast content, including news, entertainment, education, and advertising, to a broad audience through electromagnetic waves or digital signals.
Radio: Radio is an audio-based mass communication medium that transmits information, entertainment, and advertisements to audiences through electromagnetic waves or digital signals. 
Media: Media refers to the various channels, platforms, or tools used to communicate information, ideas, or entertainment to a wide audience. 
New Era: The term "New Era" refers to a period characterized by significant transformation, often driven by advancements in technology, societal changes, and evolving consumer behaviors. 
Advertising: Advertising is the practice of creating and delivering persuasive messages through various media channels to promote products, services, ideas, or brands to a target audience. 







CHAPTER TWO
LITERATURE REVIEW
This chapter presents a comprehensive review of existing literature relevant to the study. It aims to establish a theoretical and conceptual framework for the research by critically examining past studies, scholarly contributions, and empirical evidence. A well-structured literature review provides the foundation upon which the present study is built, highlighting key themes, gaps, and scholarly debates that inform the research problem.
The review begins with the conceptual clarification of key terms and variables central to the study. This is followed by an exploration of relevant theoretical frameworks that provide interpretative lenses for understanding the subject matter. Furthermore, the chapter discusses previous empirical studies conducted in related areas, identifying patterns, contradictions, and limitations that necessitate further investigation.
By examining various academic perspectives, this literature review not only contextualizes the present research within existing scholarship but also underscores its relevance and originality. Ultimately, the review seeks to demonstrate how this study contributes to the existing body of knowledge while addressing specific research gaps.
2.1	CONCEPTUAL FRAMEWORK
The review is structured to provide insights into the theoretical underpinnings, historical developments, and empirical research related to both traditional and digital advertising. It will examine the effectiveness of television and radio advertising, which have long been pillars of the advertising industry, as well as the emerging trends and challenges in the digital advertising space.
2.1.1	Broadcast Media
The term broadcast according to the Oxford advanced learners Dictionary originally refferred to the sowing of seeds by scattering them over a wide field. It was adopted by early radio engineers from mid-western United States to refer to analogs dissemination of radio signals.Broadcasting form, a large segments of the mass media and it is a method of transmitting radio, internet or television signals (programs) to a number of large  heterogeneous and anonymous audience recipient (listeners and viewers) or group.  Broadcast is therefore a method of transmitting voice, picture, and other electric impulse through a channel from one point to the receiver.
2.1.3	The Concept of Advertising
Advertising is a form of communication that seeks to inform, persuade, and influence an audience’s decisions regarding products, services, ideas, or brands. It involves creating and distributing messages through various media platforms to reach potential customers and promote desired behaviors, such as purchasing, engaging, or supporting a cause. The core aim of advertising is to build brand awareness, foster customer loyalty, and ultimately drive sales. Advertising can take many forms, from traditional media like television, radio, and print, to digital formats such as social media, online video ads, and email marketing (Kotler & Keller, 2016).
In essence, advertising serves both a commercial and social function. Commercially, it acts as a vital tool for businesses to differentiate their products or services from competitors, thereby attracting and retaining customers. Socially, advertising can help shape societal norms, influence cultural values, and promote positive behaviors, such as public health initiatives or environmental awareness campaigns. (Elliott & Rosenberg, 2019). 
At its heart, advertising is a persuasive medium. Advertisers craft messages designed to appeal to consumers' emotions, aspirations, and needs. Whether it's through the use of humor, fear, or aspiration, the goal is to resonate with the audience on a personal level. (Fennis & Stroebe, 2015). 
Advertising is strategically placed in various media to ensure that it reaches the target audience. Media selection is a critical aspect of advertising strategy, as the choice
 of platform significantly affects how well the message is received. Traditional media, such as television, radio, and print, continue to be effective in reaching broad, mass-market audiences. However, with the rise of digital platforms, advertisers are increasingly shifting to online media, including social media networks, search engine marketing, and digital display ads. These platforms offer the advantage of precision targeting, enabling advertisers to reach specific demographic or interest-based segments (Chaffey, 2019).
Furthermore, advertising has evolved with technological advancements, particularly the rise of data analytics and artificial intelligence (AI). These tools allow advertisers to personalize messages based on consumer behaviors, preferences, and past interactions with brands. This shift towards more tailored and interactive advertising has reshaped the industry, making advertisements more relevant and engaging for individuals. For example, programmatic advertising uses automated systems and algorithms to buy and place ads in real time, optimizing the ad delivery process to enhance efficiency and effectiveness (Tucker, 2014). This evolution of advertising is reshaping how brands communicate with their audiences in increasingly sophisticated ways.
Despite its evolving nature, advertising remains a powerful driver of consumer behavior and market dynamics. As competition grows across industries, companies continue to invest in advertising as a key tool for building brand recognition and maintaining consumer engagement. The integration of traditional and digital media forms is allowing for the creation of hybrid advertising campaigns that can maximize reach and impact. For advertisers, understanding the principles of effective advertising, including the psychology of persuasion, the importance of audience segmentation, and the strategic use of various media platforms, is crucial to ensuring that their messages resonate with the right audiences at the right time (Solomon, 2020).
2.1.2	Traditional Media in Advertising
Traditional media has long been an integral part of advertising strategies, encompassing television, radio, newspapers, and magazines. These platforms have been the primary channels for brands to reach broad audiences and build brand awareness. While digital media has significantly reshaped the advertising landscape, traditional media continues to hold substantial influence, particularly in reaching specific demographic groups and delivering mass-market messages. Traditional media advertising typically involves large-scale campaigns with high costs, but it can deliver wide exposure to diverse audiences simultaneously, offering brands a chance to establish a strong public presence (Kotler & Keller, 2016).
Television, one of the most iconic traditional media channels, remains a dominant force in advertising, thanks to its visual and auditory capabilities. Television advertising allows for rich storytelling, providing advertisers with the opportunity to engage viewers emotionally and cognitively. The medium is effective at generating mass awareness and building a brand’s identity, often through memorable ads and jingles. For example, during popular events such as the Super Bowl, brands place high-budget ads that aim to create a lasting impression on a large, diverse audience (Lipsman et al., 2012). Additionally, television ads can leverage the power of influential programming and news segments to target specific audience segments based on viewing preferences.
However, television advertising has also faced challenges with the rise of digital media. Audience fragmentation and the increasing use of DVRs (digital video recorders) have led to concerns about ad avoidance, as viewers can skip commercials or opt for on-demand content without advertisements (Elliott & Rosenberg, 2019). Despite these challenges, television advertising still commands a large share of advertising budgets due to its ability to create high-impact, memorable ads that reach millions in a single airing. The visual appeal, emotional engagement, and wide reach of TV ads ensure their ongoing relevance, especially for consumer brands seeking mass exposure.
Radio, as another traditional medium, provides unique advantages for advertisers. Radio ads have the ability to target specific local markets and niches, often reaching listeners during key times such as morning and evening commutes. Radio is considered an intimate medium due to its personal and localized nature, allowing brands to connect with consumers on a more personal level than other media types. Advertisers often use radio to build brand loyalty and communicate messages in an environment where listeners feel a sense of companionship, particularly with local radio hosts (Cohen & Muralidharan, 2017). This intimacy allows radio ads to foster community engagement and influence consumer behavior.
Moreover, radio advertising is a cost-effective way for advertisers to reach a broad audience without the high costs associated with television. While radio has limited visual appeal, advertisers can creatively utilize sound, music, jingles, and voiceovers to communicate their messages effectively. Radio has also been an essential platform for targeted marketing, especially in regions or demographics with low internet penetration, where consumers rely on radio as their primary source of information and entertainment (Parker, 2015). This is particularly significant in developing markets, where traditional media still holds a significant share of advertising spending.
2.1.3	Television Advertising
Television advertising has long been regarded as one of the most influential forms of media for delivering persuasive advertising messages to a large audience. The combination of moving images, sound, and narrative structure allows television ads to evoke emotional responses and capture the viewer's attention in ways that other media cannot. This makes television an ideal platform for storytelling and building brand identity. Television advertising has the unique ability to create both immediate and long-lasting impressions, whether through memorable visuals, sound effects, or celebrity endorsements (Solomon, 2020).
The effectiveness of television advertising is attributed to its ability to convey information to a wide demographic. With the advent of cable and satellite television, advertisers can now target niche markets based on content preferences, further refining their audience segmentation. For instance, advertisements during prime-time shows or popular sporting events provide the potential for massive exposure, while cable networks offer more targeted advertising during specialized programming (Fennis & Stroebe, 2015). This broad reach is one of the reasons television has remained a powerful advertising medium despite the rise of digital platforms.
Television ads are often seen as a trusted source of information, particularly when they appear during well-established, reputable programs such as news broadcasts, award shows, and reality TV (Lehu, 2022). This trust is an asset for brands looking to boost consumer confidence in their products or services. Additionally, television advertising has the ability to convey complex messages, such as product demonstrations or emotional appeals, in a way that is engaging and easy to understand. Advertisers can use visual elements and narrative techniques to showcase a product’s features or to create a compelling brand story that resonates with viewers.
One of the challenges that television advertising faces is the growing trend of viewers skipping commercials through digital video recorders (DVRs) or ad-blocking technologies. This has prompted advertisers to rethink their strategies, placing greater emphasis on integrated advertising within content, such as product placements or sponsorships (Chung, 2010). Moreover, the rise of streaming services and on-demand video content means that more consumers are moving away from traditional linear television, leading to a decline in live viewership and, consequently, the effectiveness of traditional TV commercials.
Despite these challenges, television advertising continues to offer substantial value for brands seeking to reach a broad audience. In addition to its emotional and informational impact, television advertising can also create a sense of shared experience, particularly during major events like the Super Bowl or political debates. Such high-profile moments allow advertisers to engage millions of viewers at once, fostering a collective conversation around the brand (Lipsman et al., 2012). For brands seeking mass exposure, these types of television advertising campaigns can be particularly effective in generating buzz and increasing consumer awareness.

2.1.4	Radio Advertising
Radio advertising, while often overshadowed by television and digital platforms, remains an essential medium for advertisers aiming to reach specific audiences with targeted messages. Radio has the distinct advantage of being a highly accessible and portable medium, allowing consumers to tune in while commuting, exercising, or working. This makes radio particularly effective for advertisers who want to capture audiences during moments of routine or multitasking, where attention to other forms of media might be limited (Cohen & Muralidharan, 2017). For many listeners, radio serves as a constant companion throughout their daily lives, creating a unique opportunity for brands to establish intimate, ongoing relationships with their target consumers.
The format of radio advertising allows for creative flexibility, as advertisers can use sound, voice, and music to evoke specific emotions or convey messages in a concise, direct manner. Radio ads often rely on auditory cues, such as catchy jingles, memorable sound effects, or conversational tone, to capture listener attention and make a lasting impression. These elements enable radio to create a sense of intimacy and community, which can help build trust with consumers. Furthermore, radio allows advertisers to localize their messages, tailoring ads to specific geographic regions or demographic groups, making it a highly cost-effective medium for local businesses (Parker, 2015).
In terms of audience segmentation, radio has the advantage of catering to niche groups through specialized programming, such as talk shows, sports broadcasts, or music genres. This allows advertisers to target their messages to specific audience segments based on their interests, lifestyle, and preferences. For instance, a car dealership could advertise during a morning commute show, while a fast-food chain might target late-night snackers through a popular music station (Chung, 2010). Radio's ability to hyper-target specific demographics is one of the reasons it remains relevant in today's media landscape, even as digital and television media have expanded.
Despite the rise of digital platforms and streaming services, radio continues to have a significant place in the advertising ecosystem. Particularly in regions with lower internet penetration, radio remains a primary source of entertainment and information. This is especially true in developing markets, where traditional media still has a strong foothold. The ability to reach audiences without relying on internet connectivity gives radio an edge in regions where access to digital platforms may be limited (Parker, 2015). Furthermore, radio advertising offers a more affordable entry point for small businesses or advertisers with limited budgets compared to the high production and placement costs of television ads.
Another advantage of radio advertising is its ability to create a sense of immediacy and engagement. Unlike television or print, radio ads often serve as a form of live, real-time communication with listeners, making it an ideal medium for time-sensitive promotions or urgent messages. Radio hosts can also incorporate listener interaction, such as call-ins or contests, into the ad experience, fostering deeper engagement with the audience. This level of interactivity is often more difficult to achieve with other traditional media (Lehu, 2022).
2.1.5	The Digital Transformation in Advertising
The digital transformation in advertising refers to the significant shift from traditional media (like television, radio, and print) to digital platforms (such as websites, social media, and search engines) for the promotion of products, services, and brands. This transformation has fundamentally changed how advertisers reach, engage, and influence their target audiences. As technology advances, so do the tools and strategies available to advertisers, enabling them to optimize their campaigns for greater precision, engagement, and effectiveness. Digital advertising encompasses a wide range of formats, including display ads, social media ads, search engine marketing (SEM), and influencer marketing, all of which have revolutionized the way brands communicate with consumers (Chaffey, 2019).
One of the primary advantages of digital advertising is its ability to reach audiences with greater precision. Unlike traditional media, where ads are broadcast to a broad audience, digital advertising allows advertisers to target specific groups based on detailed demographic, geographic, and behavioral data. By leveraging tools like Google Ads or Facebook’s Ad Manager, advertisers can ensure that their messages reach individuals who are most likely to be interested in their products or services. This level of targeting has dramatically increased the effectiveness of advertising campaigns, reducing wasted ad spend and improving return on investment (ROI) (Tucker, 2014). For example, an advertiser selling outdoor gear can target ads to people who have recently searched for hiking or camping supplies, ensuring their message reaches an interested audience.
In addition to precision targeting, digital advertising offers advertisers the ability to engage with their audiences in interactive and dynamic ways. Social media platforms such as Facebook, Instagram, and Twitter provide opportunities for brands to communicate directly with consumers, respond to feedback, and create a more personalized experience. Through likes, shares, and comments, consumers can actively participate in the brand conversation, helping to spread brand awareness and foster a sense of community around the product or service (Lehu, 2022). Moreover, the use of video content, live streams, and interactive formats like polls and quizzes enhances engagement, making digital advertising not just a form of passive consumption, but an interactive experience for the consumer.
Another key aspect of the digital transformation is the ability to track and measure the effectiveness of advertising campaigns in real time. Traditional media often relied on estimates or surveys to gauge the success of campaigns, but digital platforms offer a wealth of data that allows advertisers to assess the performance of their ads instantaneously. Metrics such as click-through rates (CTR), conversion rates, and engagement levels provide tangible insights into how well an ad is resonating with its audience. This data enables advertisers to make quick adjustments to their campaigns, optimizing their strategies and budgets based on real-time performance. The ability to measure success in such detail has made digital advertising more accountable and results-driven than ever before (Solomon, 2020).
The rise of programmatic advertising is another defining characteristic of the digital transformation. Programmatic advertising refers to the automated buying and selling of digital ad inventory using algorithms and data-driven decision-making. This process enables advertisers to purchase ad space in real-time, targeting specific audiences based on a variety of criteria such as browsing behavior, purchase history, and demographic information. Programmatic advertising eliminates much of the manual labor involved in traditional ad placement, making it faster, more efficient, and cost-effective. It also allows for greater optimization, as the algorithms continuously learn and adjust ad placements based on user behavior and campaign results (Fennis & Stroebe, 2015).
2.2	THEORETICAL FRAMEWORK 
2.2.1. The Media Richness Theory
The Media Richness Theory, introduced by Richard Daft and Robert Lengel in 1986, suggests that different media have varying levels of richness, which is defined by their ability to convey information. The theory posits that richer media, such as face-to-face communication or video, provide more immediate feedback, multiple cues (e.g., visual, vocal), and a personal touch, making them more effective for complex communication. On the other hand, leaner media, such as text-based communication or radio, are more suited to simpler messages that require less immediate feedback or personalization.
In the context of advertising, television is considered a rich medium because it integrates both visual and auditory cues, which can evoke strong emotional responses and increase audience engagement (Fogg et al., 2001). Radio, while a leaner medium, is still effective in targeting specific audiences, especially when advertisers use strategic sound elements such as jingles, voiceovers, and music to capture attention (Chung, 2010). The media richness theory suggests that the effectiveness of an advertising medium depends on the complexity of the message being delivered. For example, products or services that require detailed explanations or emotional appeal are better suited for television, while simpler, more straightforward messages can be effectively conveyed through radio or print.
Critics of the theory argue that its focus on message complexity does not account for the evolving role of digital media in advertising. The rise of digital platforms, particularly social media, has introduced a new layer of richness due to interactive elements, real-time feedback, and the ability to tailor content to individual preferences (Bourdon & Tims, 2020). This shift challenges the traditional dichotomy between "rich" and "lean" media, as digital platforms can offer personalized experiences that blend the benefits of both. However, the core principle of the theory—media richness influencing communication effectiveness—remains applicable in understanding how traditional media like television and radio continue to serve distinct roles in the advertising landscape.
In the new era of advertising, the role of television as a rich media platform is further emphasized by its ability to create a comprehensive experience that blends entertainment with information. Television ads often engage viewers with compelling narratives, visuals, and sounds, allowing for emotional connections that other media might struggle to achieve (Lehu, 2022). This emotional engagement is essential in building brand loyalty and trust, which can be difficult to cultivate through digital platforms where interactions are often more transactional.
Despite the rise of digital advertising, radio continues to hold value as a media channel, particularly in contexts where the audience is on the move. Radio ads, though considered leaner, still benefit from the unique characteristics of audio, including the ability to create a sense of immediacy and intimacy. These features allow advertisers to maintain audience attention and engagement, particularly when combined with targeted, localized content (Parker, 2015). Thus, the Media Richness Theory suggests that both television and radio have distinct advantages that allow them to continue thriving in the modern advertising ecosystem.
The media richness theory also provides insights into the changing nature of consumer behavior. As consumers gain more control over their media consumption, advertisers must consider not only the richness of a medium but also its relevance to the target audience. The theory suggests that richer media may be more effective in influencing consumer decisions, but the key to successful advertising lies in selecting the appropriate medium for the message and audience. In the digital age, this may require a combination of traditional and digital platforms to reach diverse consumer segments effectively.
Furthermore, the Media Richness Theory implies that television and radio advertisements must adapt to changing audience expectations. Viewers and listeners now expect greater interactivity, personalization, and on-demand access to content. For advertisers, this means leveraging the strengths of both traditional media and digital innovations to deliver more relevant, engaging, and timely messages. As the advertising landscape continues to evolve, the theory remains a useful framework for understanding how media richness affects the effectiveness of different advertising strategies.
2.2.2. The Uses and Gratifications Theory
The Uses and Gratifications Theory, developed by Elihu Katz, Jay Blumler, and Michael Gurevitch in the 1970s, focuses on understanding why and how individuals actively seek out specific media to satisfy their needs and desires. The theory suggests that media consumers are not passive recipients but rather active participants who choose media based on their personal needs, such as entertainment, information, or social interaction. In advertising, this theory emphasizes the importance of understanding audience motivations to tailor messages that resonate with specific needs.
Television and radio, as traditional media, have long been used to fulfill various needs, from entertainment and relaxation to information and socialization. Television, with its rich content and visual appeal, caters to the desire for entertainment and emotional engagement. Advertisers have long leveraged these features to create compelling campaigns that resonate with consumers’ emotional and social needs, such as a sense of belonging or aspiration (Deuze, 2019). For instance, advertisers often use humor, drama, or sentimental appeals in television commercials to connect with viewers on an emotional level, fulfilling their need for entertainment and emotional satisfaction.
Radio, on the other hand, satisfies different needs, such as companionship, information, and a sense of local connection. The audio-only nature of radio allows for a more personal experience, often providing listeners with a feeling of intimacy or being "in the know" about local events or news (Cohen & Muralidharan, 2017). The interactive nature of radio, with call-in shows or listener requests, fosters a sense of involvement, making it an ideal medium for advertisers targeting specific, engaged communities. In this context, radio ads can fulfill listeners’ need for social connection and community engagement while still delivering persuasive messages about products or services.
The rise of digital platforms and social media has significantly shifted how advertising interacts with consumers. Digital media allows for more personalized, on-demand content, enabling consumers to actively engage with brands on their terms. This shift has influenced traditional media such as television and radio, forcing advertisers to reconsider how they engage their audiences (Tsiotsou, 2020). While television and radio are still effective in delivering broad, mass-market messages, they must now compete with digital media's ability to offer more tailored and interactive experiences.
Despite these challenges, the Uses and Gratifications Theory suggests that television and radio remain relevant because they still fulfill essential needs that digital platforms may not always meet. For example, television's ability to create a shared experience through live events such as sports broadcasts or reality shows taps into the need for social bonding and community (McCaffrey, 2021). Radio’s ability to create intimacy and provide localized content also meets specific consumer needs that are harder to replicate in the digital realm. Advertisers who understand these needs can craft more effective campaigns that resonate with their audiences, even in the face of digital competition.
The theory also highlights the importance of audience segmentation in modern advertising. Advertisers need to understand not just the general motivations of their audience but also the specific contexts in which consumers interact with media. For instance, radio may be particularly effective during commuting hours when listeners are seeking companionship or information, while television ads might be better suited for family-oriented products that appeal to shared experiences (Kim & Kim, 2022). By aligning advertising content with the specific gratifications sought by consumers, advertisers can enhance the relevance and effectiveness of their campaigns.
In the context of hybrid advertising campaigns that integrate traditional and digital media, the Uses and Gratifications Theory is particularly relevant. Advertisers can create content that caters to both the active, engagement-driven needs of digital media consumers and the passive, entertainment-driven needs of television and radio audiences. This integrated approach can help ensure that advertising reaches consumers at multiple touchpoints, meeting their needs in different ways and enhancing the overall impact of the campaign.
2.2.3. The Two-Step Flow Theory
The Two-Step Flow Theory, first proposed by Paul Lazarsfeld and Elihu Katz in 1955, suggests that mass media influence is mediated by opinion leaders who act as intermediaries between the media and the public. According to the theory, media messages are first consumed by opinion leaders, who then disseminate the information to their followers or social networks. This theory challenges the traditional view of mass media as a direct influence on public opinion, highlighting the importance of interpersonal communication in shaping individuals' perceptions and behaviors.
In the context of advertising, the Two-Step Flow Theory has significant implications for how messages are disseminated through television, radio, and digital platforms. Television and radio ads are often consumed by opinion leaders—individuals who are influential in their communities or social circles—and these leaders may then influence others’ purchasing decisions or attitudes toward products (Rogers & Cartano, 2021). For example, celebrities or influencers who endorse products on television or radio can serve as opinion leaders, shaping consumer behavior by recommending brands or services to their followers.
The advent of social media has amplified the relevance of the Two-Step Flow Theory, as digital platforms provide new opportunities for opinion leaders to influence their audiences. Social media influencers, bloggers, and online personalities often serve as intermediaries who amplify or modify the messages they receive from traditional media. These individuals have the power to shape the opinions of their followers, making their influence an essential component of modern advertising strategies (Jin et al., 2020). This shift reflects how the theory has evolved to accommodate digital media’s role in the advertising ecosystem.
Television and radio continue to play a significant role in the Two-Step Flow process, particularly in reaching large, diverse audiences. Opinion leaders in these contexts often include local radio hosts, news anchors, or popular TV personalities whose influence can spread to their listeners or viewers. Advertisers can leverage this influence by strategically placing ads or endorsements within media programs that are likely to be consumed by influential figures in the community (Wu & Wang, 2019). These leaders, in turn, help disseminate messages that resonate with their followers, extending the reach and impact of advertising campaigns.
One of the key strengths of the Two-Step Flow Theory is its focus on interpersonal communication as a key determinant of media influence. While television and radio ads may provide the initial message, the influence of that message is often amplified by the social networks of opinion leaders. This reinforces the importance of trust and credibility in advertising, as messages from trusted figures are more likely to be accepted and acted upon (Zhu & Zeng, 2021). Advertisers can capitalize on this by targeting opinion leaders who align with their brand values and message, ensuring that their campaigns resonate more deeply with the audience.
However, the Two-Step Flow Theory is not without its criticisms. Some argue that the theory oversimplifies the process by assuming a clear division between media messages and audience influence. In reality, media consumers are not always passive recipients or followers of opinion leaders. The rise of digital platforms and user-generated content has blurred the lines between opinion leaders and the broader audience, making it more difficult to identify a distinct two-step flow (Bennett, 2020). This shift suggests that the theory must be adapted to account for the more complex dynamics of modern media consumption.
In modern advertising, especially in hybrid campaigns that integrate television, radio, and digital platforms, the Two-Step Flow Theory suggests that advertisers must not only craft compelling messages but also consider the role of opinion leaders in their target audiences. Whether through influencers on social media or local figures on radio and television, the effectiveness of advertising campaigns depends on how well they engage these intermediaries and leverage their influence (Sharma & Gupta, 2022).
2.4	EMPIRICAL REVIEW
The empirical review provides an overview of previous studies and research findings related to the role of television, radio, and digital media in advertising. Several studies have examined how different media platforms impact consumer behavior and the effectiveness of advertising campaigns. Researchers have explored the various advantages and disadvantages of traditional media, such as television and radio, alongside the evolving role of digital platforms in shaping modern advertising strategies. This review summarizes empirical findings that highlight how the advertising landscape has transformed, particularly with the growing influence of digital media.
Television advertising has long been regarded as one of the most influential tools in reaching large audiences. A study by Fennis and Stroebe (2015) analyzed the effectiveness of TV advertising campaigns in comparison to other media, finding that television ads have a significant impact on brand recognition and recall. This is attributed to the visual and auditory appeal of television, which engages viewers emotionally. Moreover, their research highlighted the importance of repetition in TV ads, with increased exposure leading to better consumer retention. However, they also noted the decline in television viewership among younger audiences, which has reduced the overall effectiveness of traditional television advertising.
Similarly, a study by Lipsman et al. (2012) examined the role of television in shaping consumer perceptions of products and brands. They found that television ads are particularly effective during live events such as sporting competitions and award shows. This is due to the high levels of audience engagement and the shared viewing experience that such events generate. The study also observed that while television advertising remains powerful in driving mass awareness, its effectiveness is increasingly challenged by the rise of digital media, which offers more targeted and personalized advertising options. This trend is particularly evident among younger demographics who are shifting their viewing habits to on-demand platforms.
Radio advertising, on the other hand, has been found to offer unique advantages in terms of local targeting and cost-effectiveness. A study by Cohen and Muralidharan (2017) explored the role of radio in localized advertising and its ability to foster strong connections with listeners. Radio, they argued, offers advertisers a chance to create a sense of intimacy and community, which is crucial for building brand loyalty. Their study found that radio ads, particularly in local markets, allow advertisers to deliver messages with high relevance to specific audience segments. Additionally, radio’s ability to reach audiences during key times, such as commutes, increases the likelihood of consumer engagement.
Research by Parker (2015) further emphasized the strengths of radio in reaching niche markets and creating a sense of brand affinity. In particular, radio was shown to be highly effective in industries such as automotive, retail, and entertainment, where localized messaging can drive consumer action. The study also pointed out that radio advertising is relatively affordable compared to other traditional media like television, which makes it an attractive option for smaller businesses. Despite the rise of digital media, radio continues to hold significant importance, especially in regions where internet access is limited, and consumers rely heavily on traditional forms of media.
The digital transformation in advertising has shifted the focus of marketers towards more targeted and personalized campaigns. Several studies have examined how digital advertising platforms such as social media, search engines, and programmatic advertising have revolutionized the industry. Chaffey (2019) conducted an empirical study on the effectiveness of digital advertising in comparison to traditional media. The findings revealed that digital platforms offer advertisers the ability to target consumers more precisely based on their browsing behavior, interests, and demographic characteristics. This level of targeting leads to higher conversion rates and better return on investment, as ads are only shown to users who are most likely to be interested in the product.
Moreover, Tucker (2014) studied the effectiveness of social media advertising, highlighting its growing influence on consumer behavior. His research demonstrated that social media ads are more engaging than traditional media ads, as users can interact with content by liking, commenting, or sharing. This interactive nature of social media ads enhances brand visibility and helps create a sense of community around products or services. Additionally, social media advertising allows for real-time feedback and consumer interaction, enabling brands to quickly adjust their messaging and engage in two-way communication with their audiences.
Programmatic advertising, another key aspect of digital media, has become an increasingly important tool for advertisers. Fennis and Stroebe (2015) explored how programmatic advertising works by using algorithms and data to purchase ad inventory in real-time. Their research indicated that programmatic advertising improves the efficiency of ad placement by targeting users based on their browsing history, location, and interests. This type of automated advertising eliminates much of the manual labor associated with traditional media buys, leading to cost savings and increased precision in reaching the target audience. However, the study also pointed out concerns over ad fraud and privacy issues that come with programmatic advertising.
In terms of audience engagement, Solomon (2020) examined how digital ads, particularly those in the form of native ads, were more successful in engaging users compared to banner ads or pop-up ads. Native advertising blends seamlessly with the content consumers are already engaging with, leading to a more organic experience. Solomon’s study found that consumers are less likely to feel disrupted by native ads, as they are often designed to match the format and style of the surrounding content. This results in higher click-through rates and greater consumer trust. However, Solomon also noted that while native advertising is effective, it requires a higher level of creativity to maintain authenticity and avoid being perceived as deceptive.














 
CHAPTER THREE
3.1	RESEARCH METHODOLOGIES 
The research methodologies covers gathering of information facts and opinions of people to complete a research work ad survey method will be used. Survey method can be explain as a means of gathering data and information on a particular phenomenon by obtaining respondent opinion and information from a source of data applied to this study is primary source which was basically on constructed question.
[bookmark: _TOC_250012]3.2	RESEARCH DESIGN
Survey as a research methodology is found to be the most suitable option because survey research focuses on people, the vital facts of people and their beliefs, opinions and attitudes.
Survey as a method will not only be useful in uncovering communication problems as it will equally be relevant in seeking solutions to the existing problems of communication.
3.3	POPULATION OF THE STUDY 
Population of study for any research work has been variously defined by different scholars and their definitions pointed toward the same direction. Avwokeni (2006: 92) refers to populations of a research study as the set of all participants that qualify for a study while Akinade and Owolabi (2009: 72) defined research population as the total set of observations from which a sample is drawn. In another wise, Wimmer & Dominick (2006) population of a research study is a list of collection of subjects, objects, eVariables or concept in a defined environment.
The population for this study consist of staff  Kwara State television Authority and its response on the place of television and radio media in the new era of advertising. The population was made up  television. 
3.4	SAMPLE SIZE AND SAMPLING TECHNIQUE 
The aim of the sampling technique is to determine the number of people to be reached source the entire population could not be reached. As a result of the distance and time involved, it was satisfied sample was adopted the strategy used was shown o the questionnaire. The number of the people should be reached. It would determine the sampling size and this is the making use of hundred (100) questionnaires.
3.5	INSTRUMENTATION 
	The main instrument used for this study is questionnaire. Questionnaire is an instrument used to relate or obtain information from the respondent about their perceptions opinions on research types usually survey studies.
Abdulrasheed’s (2014), the main reason we choose questionnaire is to obtain supplementary information content analysis maybe unable to answer and it is the fastest and one of the recordable ways of gathering information.
3.6	VALIDITY AND RELIABILITY OF THE INSTRUMENT 
The copy of the questionnaire has been pre-test in order to make adjustment where necessary in order of ensure validity and reliability of study. The instrument used is valid because it enable the researchers to obtain quick accurate information or data.
3.7	METHOD OF ADMINISTRATION OF THE INSTRUMENT 
	The main instrument to be used for the research study is questionnaire. However the copies f the questionnaire were administered by hand to ensure immediate return in the post.
3.8	METHOD OF DATA  ANALYSIS 
	In analyzing data for the study, the analysis to be used is descriptive, whereby the use of options, percentage and tables will be adopt include it is the one of the most adopted means of data analysis employed by many researchers.





[bookmark: _Toc139632318]CHAPTER FOUR
[bookmark: _Toc139632319][bookmark: _Toc139632320]DATA PRESENTATION AND ANALYSIS
4.1	INTRODUCTION
This chapter focuses on the presentation of finding and analysis of the result obtained from two hundred (100) questionnaires administered to the respondents. It was collected after completion which is used to draw up conclusion on this study. The data obtained from these questionnaires were analysis in form of table.
[bookmark: _Toc139632321][bookmark: _Toc139632322]4.2	ANALYSIS OF RESEARCH INSTRUMENT
Demographic Segment of the Instrument
	Variable
	Frequency
	Percentage (%)

	Male
	70
	70%

	Female
	30
	30%

	Total
	100
	100%


Table 1: Distribution of Respondents by Sex



Source: Survey, 2025
The table presents the distribution of survey respondents by sex. Out of 100 participants, 70 are male, comprising 70% of the total, while 30 are female, making up the remaining 30%. This data reflects the gender composition of the surveyed population, indicating a significant majority of male respondents. The figures are sourced from a field survey conducted in 2025.





	Variable
	Frequency
	Percentage (%)

	18-25
	82
	82%

	26-35
	11
	11%

	36-45
	6
	6%

	46 – 60
	0
	0%

	60 & Above
	1
	1%

	Total
	100
	100%


Table 2: Distribution of Respondents by Age






Source: Survey, 2025
The table shows the age distribution of 100 survey respondents. The majority, 82%, are aged 18-25. Respondents aged 26-35 make up 11%, those aged 36-45 account for 6%, and 1% are 60 and above. There are no respondents in the 46-60 age group.
	Variable
	Frequency
	Percentage (%)

	Married
	19
	19%

	Single
	80
	80%

	Divorce
	1
	1%

	Total
	100
	100%


Table 3: Distribution of Respondents by Marital Status




Source: Survey, 2025
The survey data on the marital status of respondents reveals that the overwhelming majority, 80%, are single, with 80 out of 100 respondents falling into this category. Married respondents account for 19%, representing 19 individuals. Only 1 respondent, making up 1% of the total, is divorced.


	Variable
	Frequency
	Percentage (%)

	Civil servant
	6
	6%

	Enterprise Staff
	6
	6%

	Self-employed
	24
	24%

	Students
	63
	63%

	Others
	1
	1%

	Total
	100
	100%


Table 4: Distribution of Respondents by Occupation





Source: Survey, 2025
The table presents the occupational distribution of 200 survey respondents. Students dominate at 63%, followed by self-employed individuals at 24%. Civil servants and enterprise staff each make up 6% of the total, while 1% falls into the 'others' category.
	Variable
	Frequency
	Percentage (%)

	Nigerian 
	98
	98%

	Non- Nigerian
	2
	2%

	Total
	100
	100%


Table 5: Distribution of Respondents by Nationality 



Source: Survey, 2025
The table shows the occupational distribution of 200 survey respondents. Students form the largest group at 63%, followed by the self-employed at 24%. Civil servants and enterprise staff each account for 6%, while 'others' make up 1%. This data, from a 2024 field survey, highlights the predominance of students among the respondents.



4.2	ANALYSIS OF QUESTIONS IN RESEARCH INSTRUMENT
Question 6: How often do you encounter advertisements on television?
	Response Option
	Frequency
	Percentage (%)

	Very often
	45
	45%

	Occasionally
	30
	30%

	Rarely
	15
	15%

	Never
	10
	10%

	Total
	100
	100%


Source: Survey, 2025
The data indicates that a significant portion of respondents (45%) encounter television advertisements very often, showing that television remains a major platform for advertising. Another 30% come across such adverts occasionally. However, 15% and 10% said they rarely or never encounter TV ads, respectively, suggesting a slight decline in viewership or interest. Overall, television still holds relevance, but the results hint at a need for innovation to keep up with changing media habits.
Question 7: How often do you listen to advertisements on the radio?
	Response Option
	Frequency
	Percentage (%)

	Very often
	40
	40%

	Occasionally
	35
	35%

	Rarely
	20
	20%

	Never
	5
	5%

	Total
	100
	100%


Source: Survey, 2025.
The table shows that 40% of respondents frequently listen to radio advertisements, with an additional 35% listening occasionally. This suggests that radio still has a substantial audience and influence in the advertising industry. However, the 25% who rarely or never listen may indicate a generational or technological shift toward other media. Still, the radio remains a viable and accessible advertising tool in Kwara State, particularly for local campaigns.
Question 8: How relevant do you think television advertising is today?
	Response Option
	Frequency
	Percentage (%)

	Highly relevant
	42
	42%

	Somewhat relevant
	28
	28%

	Slightly relevant
	20
	20%

	Not relevant
	10
	10%

	Total
	100
	100%


Source: Survey, 2025
A large number of respondents (42%) consider television advertising highly relevant, showing continued trust and influence of TV as a medium. A further 28% believe it's somewhat relevant. However, 30% consider it only slightly or not relevant, reflecting growing competition from digital platforms. These figures point toward a transitional phase where TV is still significant, but digital channels are gradually redefining the advertising space, especially among younger, tech-savvy audiences.
Question 9: How relevant is radio advertising in the current media landscape?
	Response Option
	Frequency
	Percentage (%)

	Very relevant
	36
	36%

	Fairly relevant
	34
	34%

	Minimally relevant
	20
	20%

	Irrelevant
	10
	10%

	Total
	100
	100%


Source: Survey, 2025
Radio advertising remains relevant, with 36% of respondents saying it is very relevant and another 34% finding it fairly relevant. This shows that despite the proliferation of digital media, radio still commands a strong presence in the advertising space. However, 30% of respondents view it as minimally relevant or irrelevant, indicating a need for reinvention and modernization to appeal to broader and younger audiences.
Question 10: Which form of advertising do you trust the most?
	Response Option
	Frequency
	Percentage (%)

	Television
	30
	30%

	Radio
	20
	20%

	Social media
	35
	35%

	Online ads
	15
	15%

	Total
	100
	100%


Source: Survey, 2025
Social media is the most trusted form of advertising among respondents (35%), followed by television (30%). This shows that audiences are shifting trust toward interactive platforms that allow for peer engagement and reviews. Radio still holds moderate trust at 20%, while online ads like banners rank lowest at 15%, possibly due to issues like intrusive behavior and scams. Advertisers need to blend credibility with accessibility to stay effective in this changing trust landscape.
Question 11: What do you think is the biggest challenge facing television advertising today?
	Response Option
	Frequency
	Percentage (%)

	High cost of airtime
	32
	32%

	Decreased viewership
	20
	20%

	Competition from digital
	40
	40%

	Poor content quality
	8
	8%

	Total
	100
	100%


Source: Survey, 2025
The most significant challenge cited is competition from digital platforms (40%), showing that advertisers are gravitating toward more interactive and measurable alternatives. The high cost of airtime is another major issue (32%), limiting smaller businesses from using TV as a medium. Decreased viewership (20%) reflects the declining attention given to traditional TV due to on-demand and mobile streaming. Poor content quality was the least mentioned (8%), suggesting content itself is not the core problem—distribution and cost are.
Question 12: What is the major limitation of radio advertising today?
	Response Option
	Frequency
	Percentage (%)

	Limited audience reach
	25
	25%

	Lack of visuals
	40
	40%

	Inflexible airtime
	20
	20%

	Short ad duration
	15
	15%

	Total
	100
	100%


Source: Survey, 2025
The leading limitation according to respondents is the lack of visuals (40%), indicating that people value imagery and visual storytelling in modern advertising. Limited audience reach (25%) and inflexible airtime (20%) also present hurdles, particularly for localized or time-bound messaging. Short ad duration (15%) is seen as less of a constraint. These findings imply that radio must innovate with content formats and platform integration (e.g., podcasts, online streaming) to remain competitive.
Question 13: Why do you think many advertisers prefer digital platforms over traditional media?
	Response Option
	Frequency
	Percentage (%)

	Cost-effectiveness
	10
	10%

	Wider reach
	20
	20%

	Interactivity
	15
	15%

	All of the above
	55
	55%

	Total
	100
	100%


Source: Survey, 2025
More than half (55%) of the respondents believe all the listed factors contribute to advertisers' preference for digital media. This highlights the multifaceted appeal of digital advertising. While 20% emphasize its wide reach and 15% value its interactivity, only 10% point to cost-effectiveness alone. Clearly, digital platforms offer a blend of affordability, scalability, and audience engagement that traditional TV and radio cannot match without significant investment.
Question 14: What do you consider the biggest advantage of digital advertising?
	Response Option
	Frequency
	Percentage (%)

	Personalization
	30
	30%

	Speed
	20
	20%

	Engagement
	25
	25%

	Analytics
	25
	25%

	Total
	100
	100%


Source: Survey, 2025
Engagement and analytics are tied at 25%, suggesting that two-way communication and performance measurement are highly valued by advertisers. Speed (20%) is also a crucial benefit, especially in time-sensitive campaigns. These figures indicate that digital media's dynamic, data-driven approach gives it a considerable edge in today’s advertising world.
Question 15: What kind of content would make radio advertising more engaging?
	Response Option
	Frequency
	Percentage (%)

	Jingles and music
	25
	25%

	Storytelling
	30
	30%

	Humor
	20
	20%

	Celebrity endorsements
	25
	25%

	Total
	100
	100%


Source: Survey, 2025
Storytelling tops the chart with 30%, indicating that listeners want more immersive and relatable content. Jingles/music and celebrity endorsements tie at 25%, suggesting that familiar voices and catchy tunes still influence buying behavior. Humor scores a moderate 20%, likely because humor is subjective and may not always align with the brand's image. These results suggest that emotional connection and creativity are key to making radio advertising resonate with today's audiences.
Question 16:
Hybrid advertising campaigns (TV, radio, and digital) are more attention-grabbing than single-platform campaigns.
	Response Option
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	40
	40%

	Agree (A)
	35
	35%

	Neutral (N)
	10
	10%

	Disagree (D)
	10
	10%

	Strongly Disagree (SD)
	5
	5%

	Total
	100
	100%


Source: Survey, 2025
A combined 75% of respondents either strongly agree or agree that hybrid advertising campaigns are more attention-grabbing than single-platform approaches. This suggests that integrated campaigns using TV, radio, and digital media have a stronger potential to capture consumer interest due to their multi-channel exposure. The relatively low percentage of neutral and negative responses (25%) further reinforces the value of combining media for better advertisement visibility and impact.


Question 17: I feel hybrid campaigns create a stronger brand presence.
	Response Option
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	38
	38%

	Agree (A)
	30
	30%

	Neutral (N)
	15
	15%

	Disagree (D)
	12
	12%

	Strongly Disagree (SD)
	5
	5%

	Total
	100
	100%


Source: Survey, 2025
68% of respondents believe hybrid campaigns enhance brand presence, indicating strong public perception of cross-platform branding as effective. This likely results from repeated brand exposure across different media, which reinforces memory and recognition. A small number (17%) disagreed, which may reflect skepticism about inconsistent messaging or audience fragmentation. Nonetheless, the dominant view favors hybrid campaigns as a means to establish and sustain strong brand identity.
Question 18:  I consider hybrid campaigns more modern and creative than traditional ads.
	Response Option
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	45
	45%

	Agree (A)
	28
	28%

	Neutral (N)
	10
	10%

	Disagree (D)
	10
	10%

	Strongly Disagree (SD)
	7
	7%

	Total
	100
	100%


Source: Survey, 2025
A substantial majority of respondents (73%) view hybrid campaigns as more modern and creative compared to traditional ads. This suggests a positive public sentiment toward innovation in advertising that integrates storytelling, visuals, and interaction across multiple platforms. Those who disagreed (17%) may be less exposed to or familiar with hybrid techniques. Nonetheless, the results confirm that hybrid advertising aligns well with modern consumer expectations and media habits.
Question 19: The consistency of a message across multiple media platforms improves its effectiveness.
	Response Option
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	42
	42%

	Agree (A)
	33
	33%

	Neutral (N)
	10
	10%

	Disagree (D)
	10
	10%

	Strongly Disagree (SD)
	5
	5%

	Total
	100
	100%


Source: Survey, 2025
A combined 75% of participants agree that message consistency across platforms increases advertising effectiveness. This finding underscores the importance of unified communication strategies in building clear, persuasive, and memorable campaigns. The low percentage of disagreement (15%) indicates strong support for strategic alignment in media messaging. These insights are valuable for advertisers aiming for a coherent brand voice across traditional and digital platforms.


Question 20: Seeing the same brand across TV, radio, and digital platforms builds trust in the product.
	Response Option
	Frequency
	Percentage (%)

	Strongly Agree (SA)
	40
	40%

	Agree (A)
	30
	30%

	Neutral (N)
	15
	15%

	Disagree (D)
	10
	10%

	Strongly Disagree (SD)
	5
	5%

	Total
	100
	100%


Source: Survey, 2025
According to the data, 70% of respondents affirm that brand repetition across media builds trust. This supports the principle of media reinforcement, where consistent exposure creates familiarity and reliability. Trust is a vital aspect of consumer behavior, and the high percentage of agreement reveals that hybrid advertising does more than inform—it reassures. A small portion of the population disagrees or remains neutral, perhaps due to overexposure or brand fatigue, but the dominant view favors multi-platform presence.
4.3	ANALYSIS OF RESEARCH QUESTIONS
Research Question 1: What is the current relevance of television and radio in the advertising industry in the new digital era?
The results from Questions 6–10 of the questionnaire reveal that both television and radio still hold significant relevance in the advertising industry despite the rise of digital media. Specifically, 45% of respondents encounter TV ads very often, while 40% listen to radio ads very often, showing that traditional media still maintains substantial reach. Furthermore, 42% of respondents believe television advertising is highly relevant, and 36% believe radio is still very relevant, which confirms that these mediums continue to be influential in brand communication. However, when asked which form of advertising is most trusted, social media slightly edged out traditional media with 35%, while television followed with 30%, and radio garnered 20%. This suggests that although traditional media still plays an important role, it is gradually losing its dominance to digital platforms in terms of perceived reliability and engagement. Yet, the presence of radio and television remains vital, particularly in areas where digital access is limited.
Research Question 2: What are the primary challenges faced by television and radio advertising in the digital age, and how can these challenges be addressed?
From the analysis of Questions 11–15, it is clear that the most pressing challenges faced by television advertising are competition from digital platforms (40%) and the high cost of airtime (32%). These factors hinder the ability of advertisers, especially small-scale businesses, to maintain a consistent presence on TV.
For radio, the most cited limitation is the lack of visuals (40%), followed by limited audience reach (25%). As the advertising landscape becomes increasingly visual and interactive, radio’s audio-only format is becoming a limitation for modern campaigns.
In addressing these challenges, advertisers and media organizations can invest in multimedia integration, where television and radio campaigns are reinforced with digital components such as social media snippets or online streaming. Additionally, improving content quality (e.g., storytelling, humor, jingles) and incorporating feedback mechanisms can make traditional ads more engaging. Furthermore, reducing airtime costs for small businesses through segmented packages or public-private partnerships could help sustain traditional media advertising.
Research Question 3: How effective are hybrid advertising campaigns that integrate television, radio, and digital platforms?
Section D (Questions 16–20) provides a clear consensus on the effectiveness of hybrid campaigns. 75% of respondents strongly agree or agree that hybrid campaigns are more attention-grabbing than single-platform efforts. Additionally, 68% believe hybrid campaigns create a stronger brand presence, and 73% view them as more modern and creative.
A large portion also believes that message consistency across multiple platforms improves effectiveness (75%), and 70% feel that repeated exposure across platforms builds trust in a brand. These results indicate that hybrid campaigns successfully leverage the strengths of each medium—TV’s visual power, radio’s accessibility, and digital’s interactivity—to create a more holistic and persuasive advertising approach.
Thus, hybrid advertising is not only effective but preferred by many respondents for its ability to reinforce brand messages, adapt to diverse consumer behaviors, and extend reach beyond the limitations of any single platform.
Research Question 4: To what extent do television and radio advertising strategies effectively target specific audiences, especially in areas with limited access to digital media?
While the questionnaire did not include direct questions about geographic or infrastructural limitations, indirect insights can be drawn. A significant number of respondents (40% for radio and 45% for television) reported frequent exposure to traditional media ads, which suggests that TV and radio still perform well in reaching audiences, including those in less digitized areas.
Radio advertising, despite lacking visuals, is accessible and cost-effective, making it a powerful tool in rural or semi-urban areas with limited internet penetration. Television, while slightly more urban-centric due to power and hardware requirements, still reaches a broad demographic, particularly during peak viewing hours.
Moreover, radio’s relevance in engaging local languages, community programs, and time-specific adverts makes it adaptable for targeting specific segments. Traditional media continues to serve as a bridge for advertisers to connect with populations underserved by digital access, provided the content is tailored, and the airtime is strategic.
4.4.	DISCUSSION OF FINDINGS
This section discusses the findings of the study in relation to the research questions, existing literature, and emerging advertising trends in the digital age. The findings are drawn from responses provided by 100 participants through a structured questionnaire and are analyzed to highlight the implications for television and radio advertising in the current media environment.
The findings show that television and radio remain significantly relevant in the advertising landscape despite the growing influence of digital media. A substantial number of respondents (45%) reported encountering television advertisements very often, and 40% reported frequent exposure to radio ads. Additionally, 42% and 36% of respondents viewed television and radio advertising respectively as highly or very relevant in today’s media landscape.
This affirms that traditional media still holds a considerable degree of audience attention and engagement, especially in local and semi-urban settings. However, the preference for social media (35%) over television (30%) and radio (20%) as the most trusted advertising platform suggests a shifting trend in audience trust, particularly among younger, digitally literate demographics. This is consistent with studies such as Adegbola & Gearhart (2019), which noted a steady rise in digital media trust over traditional platforms.
The lack of visuals in radio was particularly noted as a major drawback in a media environment that prioritizes visual storytelling. Similarly, traditional advertising suffers from less measurable impact compared to digital formats that provide analytics and feedback tools. These challenges align with earlier studies by Okoro & Nwafor (2013), which emphasized the need for media convergence and innovation in traditional advertising formats to stay relevant.
The findings strongly support the effectiveness of hybrid advertising strategies that combine television, radio, and digital platforms. Over 70% of respondents agreed that hybrid campaigns are more attention-grabbing, create stronger brand presence, and are perceived as more modern and creative.
Moreover, consistency of message across multiple platforms was seen as improving advertising effectiveness, while exposure to a brand across different media helped build trust. These results align with integrated marketing communication (IMC) theories, which emphasize that combining media platforms enhances reach, recall, and message retention.
















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS 
5.1	SUMMARY
This study explored the role and relevance of television and radio media in the new era of advertising, especially in the face of growing digital dominance. Using Kwara State Broadcasting Service as a case study, the research examined how traditional media platforms are adapting to remain relevant and competitive. The study identified the frequency of exposure, trust levels, and perceived effectiveness of advertising on television and radio among respondents.
Findings from the questionnaire revealed that a large proportion of the audience still encounters and engages with television and radio advertisements. About 45% of respondents reported encountering TV adverts very often, while 40% stated that they frequently listen to radio ads. This suggests that traditional media platforms still maintain considerable reach and relevance, especially among certain demographics and regions. However, trust in traditional advertising platforms seems to be waning compared to digital alternatives. While television and radio still retain public trust, a slightly larger portion of respondents indicated a preference for digital platforms, especially social media, due to their interactive nature and real-time feedback mechanisms. This trend indicates a shift in audience behavior and trust toward digital channels.
The study also highlighted significant challenges facing traditional advertising platforms. These include high airtime costs, decreased viewership, lack of visuals (especially for radio), and increased competition from cost-effective and targeted digital platforms. These challenges have made advertisers reconsider the viability of traditional media, especially when campaign performance is harder to track compared to digital options. In response to these challenges, many advertisers are now embracing hybrid campaigns that combine television, radio, and digital platforms. The majority of respondents agreed that such campaigns are more attention-grabbing, create a stronger brand presence, and are perceived as more modern and innovative. This validates the shift toward integrated marketing communication models that leverage the unique strengths of multiple media types.
The study found that consistent messaging across various platforms significantly improves advertising effectiveness. Respondents noted that seeing the same brand message across TV, radio, and digital platforms builds trust and reinforces the brand’s identity. This suggests that frequency and consistency in multi-platform campaigns are key drivers of success.
5.2	CONCLUSION
From the findings of this research, it is clear that television and radio still have a significant role to play in modern advertising, even in an increasingly digitized world. Despite the rapid rise of social media and digital advertising platforms, traditional media channels have maintained relevance due to their wide accessibility, mass reach, and credibility, especially in semi-urban and rural communities.
However, it must be noted that traditional media’s dominance is being challenged by digital platforms that offer interactivity, analytics, and affordability. Advertisers are increasingly seeking channels that provide targeted delivery and measurable outcomes. As a result, television and radio must continue to evolve to meet these new expectations or risk becoming obsolete in fast-paced media environments.
The major challenges identified in the study, such as high cost of airtime, limited visuals, reduced audience engagement, and lack of data analytics, make it clear that innovation is necessary. Radio stations and television broadcasters must rethink their content formats and explore creative partnerships with digital platforms to remain competitive.
The convergence of traditional and digital platforms allows advertisers to reinforce their messages across multiple channels, increasing brand recall and consumer trust. Integrated campaigns offer not only broader reach but also a deeper emotional and behavioral connection with audiences, especially when content is adapted to suit each platform.
In areas with limited internet connectivity, especially in parts of Nigeria, radio and television still dominate. Their ability to deliver messages in local languages, broadcast news and entertainment without data requirements, and create a sense of community ensures their survival and necessity in the advertising ecosystem.
For advertisers aiming for inclusivity, traditional media is not just useful—it is indispensable. The study shows that even with digital transformation, media strategies must consider socio-economic, geographical, and infrastructural differences to avoid excluding entire segments of the population.
In conclusion, while digital advertising may be the future, traditional media is far from dead. Television and radio are in a transitional phase, and with strategic innovation and integration, they will continue to play a pivotal role in the evolving advertising landscape.
5.3	RECOMMENDATIONS
Based on the findings of this research, it is recommended that advertisers adopt hybrid advertising strategies that combine the strengths of television, radio, and digital platforms. Such an approach ensures a multi-touchpoint presence and helps maximize audience engagement and message retention across varying media habits and demographics.
1. Television and radio stations should revise their airtime pricing models to make advertising more affordable for small and medium-scale businesses. Flexible payment packages and community sponsorship programs can help reduce cost barriers and allow a broader range of advertisers to utilize traditional platforms effectively.
2. Broadcasters should focus on modernizing their content. For radio, the use of compelling storytelling, relatable humor, and jingles can increase listener engagement. Television stations should prioritize visually rich, concise, and emotionally engaging adverts that cater to younger, distracted audiences.
3. To remain competitive, traditional media outlets must invest in performance measurement tools that provide advertisers with data insights similar to digital platforms. This includes audience feedback systems, survey integration, and basic analytics to track ad reach and audience response.
4. Furthermore, radio and television should seek partnerships with digital platforms to stream content online, engage audiences via social media, and extend their presence beyond analog or terrestrial broadcasting. These collaborations would increase reach and make traditional media more dynamic and appealing to tech-savvy consumers.
5. In regions with low digital penetration, traditional media must double down on creating localized, language-specific content that reflects community values and realities. This will help build deeper trust and loyalty among rural and semi-urban audiences.
6. Government agencies and private sector stakeholders should support innovation in the broadcasting sector through funding, training, and incentives. Media development grants and tax relief for educational or public service content can further stimulate growth and innovation in traditional advertising channels.
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