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CHAPTER ONE
INTRODUCTION
1.1 	Background to the Study
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 stake holders, developing new product lines and service offerings, profitability, reduced operating cost and developing a great company amongst others. 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. Many observers and theorists agree that these challenges are by all means factors that impede businesses from achieving and sustaining their goals. By strategy, we consider alternative choices of business operation for the coordination of business activities towards achieving the desired business goals. Social media plays a vital role in marketing and creating relationships with customers. With limited barrier to entry, small businesses are beginning to use social media as a means of marketing. Unfortunately, many small businesses struggle to use social media and have no strategy going into it. 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. 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 the Problem
Small scale business has decreased the rate of unemployment in Nigeria today, there are emerging businesses that are producing a top notch in the economy and has given a rise to development. Desai (2009) emphasizes this when he said “ if the nation’s economy is not to stagnate under the ministrations of professionals, it must be continuously revitalized by the infusion of new energy, new ideas and nucleus for economic growth”. More so, the greater emphasis is based on the development of recognizing new ideas from fresh minds with the hope that it would multiply employment opportunities and create a room for maximum distribution of income.
The importance of entrepreneur in Today’s economy cannot be over emphasized. The reduction in unemployment rate among graduates in Nigeria is largely due to the adoption of Small scale business skills as a means of creating quality value to the society while a living is earned out of it.
A review on studies conducted on entrepreneur shows that many undergraduate students do not really possess the needed skills require to become self-employed coupled with the inadequate awareness caused by limited information media sources. “The lacuna led to the introduction and emphasis on Small scale business education owing to the belief that its introduction into tertiary education would lead to acquisition of skills that would enable its graduates to be self reliant and consequently reduce unemployment problems”as stated by Nwangwu (2006).
The radio as an informative and educative media could play a vital role in breaching this gap. It is in this light the researcher tends to examine the influence of radio on the promotion of Small scale business in Ilorin.
1.3 	Objectives of the Study
1.	To examine the uses and adoption of radio as effective tool in the development of small scale business in Ilorin metropolis
2.	To examine the significant relationship between radio and small scale development in Ilorin metropolis
3.	To examine the extent to which radio has effectively promoted small scale businesses in Ilorin metropolis

1.4 	Research Questions
1.	How frequent do you come across information promoting small scale businesses in Ilorin metropolis?
2.	Is Radio an influential agent in promoting small scale business in Ilorin metropolis?
3.	To what extent has radio effectively promoted small scale business in Ilorin metropolis?
1.5 	Significance of the 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 a 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 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 radios.
It will help to find out why students spirits are not awakened to Small scale business programmes on radios.
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 of the Study
This study will examine radio stations in Ilorin metropolis and the various Small scale business programmes, on radio stations that are 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 Definitions of Terms
Radio: An electronic, educative, informative and entertaining media widely listened to by students.
Radio Programme: A hosted educative aired talk or discussion on radios with the aim of reaching out to the Ilorin 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.
Ilorin metropolis: capital city of Kwara State, North Central Geo-Political Zone, Nigeria.










CHAPTER TWO
LITERATURE REVIEW
2.1	Conceptual Review
2.1.1	Radio As A Mass Medium In Nigeria 
Babafemi (2009) views radio as „„sound which is instantaneously transported from one place to another by the use of electromagnetic waves  .Folarin (2000) as cited by Azienge (2014) notes  that  radio broadcasting  is  the  use of  electromagnetic  waves  to  transmit  information, education, and entertainment in the form of sound signals for simultaneous reception by large heterogeneous  and  scattered  audiences,  either individually  or  in  groups,  using  appropriate sound receiving apparatus. 
However, Babafemi (2009) stated that radio has grown and stood the test of time by reinventing itself despite the routine threats that latest invention and technology has brought. 
He explains that threats like television, theatre, live  concerts of musicians that pull crowds, digital satellite television, webcasting, blogging, even placement of television screens in cars and  ipods  for  music,  all  have  not  been  able  to  downplay  the  effectiveness  of  radio.
Broadcasting technology has  advanced to the extent that radio can be listened to via digital television and World Wide Web.  
Azienge (2014)states that the potential of radio in reaching millions of people simultaneously and  with  immediacy  has  had  profound  effects  on  the  attitude  and  behaviour  of  the society. CitingOkiyi  (2007)  the  author  believes  that  „„the  radio  undertake  functions  that engender  developmental  progress  and  encourage  social  change.  The author  opined  that news is the most important single programme on both radio and television  . And as such, people want to know what happens in their immediate environment as well as why such thing happened, when it happened, how it happened, and the consequences of that happening.  For Onabanjo (2000),  as cited  by Azienge (2014)„„talk  programmes  are elemental in  radio programming,  the most other  programmes evolve  through  talks, and the  producers  of  talk programmes should be led by the talk activity of his its audience  . And the producer should attempt to exploit the divergent cultural views of his people through programming, especially in their local  languages. This is to enable them  harness their r esources rather than alienate them. Asema (2011) concludes that „„radio remains a ver y important tool of development in the rural areas because of its  popularity, cheapness and can operate  easily on  ordinary  dry cell batteries without electricity   . Again, the saliency of the message becomes more so when it  is  culturally  administered,  and  put  across  in  a  format  that  appeals  to  the  target listener/audience. 
According  to  Ladele  (2010)  as  cited  by  Azienge  (2014)  radio  broadcasting  was introduced into Nigeria by the then British Colonial authorities in 1933. One of its main tasks was  to  relay  the  overseas  service  of  the  British  Broadcasting  Corporation  (BBC)  through wired  systems  with loudspeakers.  This service was called Radio  Diffusion System (RDS). The RDS became the Nigerian Broadcasting service (NBS) in April 1951. By 1957, the RDS underwent a name change and became Nigerian Broadcasting Corporation (NBC). In 1978, the  Nigerian  Broadcasting  Corporation  was  re-organised  and  became  the  Federal  Radio Corporation of Nigeria (FRCN) (op cit). 
2.1.2	Radio As A Tool For Communication And Development
Okiyi (2007) observes that development experiences in other parts of the developed world have  continued  to  point  to  the  fact  that  communication  is  central  to  rural  and  national development  .  By implication, development activities are usually rural  based, especially in developing countries like Nigeria. In effect, the media according to the author should accept and  help  in  carrying  out  the  special  development  tasks  of  national  integration,  socio-economic  modernisation  of  literacy  and  cultural  creativity.  Also,  local  media  should  give priority to local cultures and languages. He further observes that communication experts have argued that for any development effort to succeed, people must be  provided  with adequate information that will enable them understand the significance of the project to their lives in order  to  make  informed  decisions. Azienge  (2014)  cited Okiyi  (2007)  and  observes  that development  is  enhanced  when  people  have  access  to  information  that  will  enable  them discern  and  choose  for  the  improvement  of  existing  conditions.  For  developmental communication to be effective, it should provide information about development projects and possibilities  in response to local needs and interest of the people. As a result, the ability  of the media to broadcast relevant messages to the specific audience would enable such to reach decisions which would ordinarily impact on their lives and the environment they are located in. With proper information, people are able to adapt and change their world views to achieve an attitude change. The implication of all this is that the role of the mass media is pivotal and indeed connotes the rate at which development may occur in a given society. This becomes realistic  when  specific  media  programmes  are  targeted  at  a  specific  audience  to  achieve specific goals.  
2.1.3	Concept of Small Scale
In  many  respects ,  the  meaning  and  c oncept  of  small  businesses  cannot  be  c ompletely  isolated  from  the  operational  environment.   Thus  the  perception  and  definition is  highly  dependent  on the particular economy that provides  the environment of  operation.  In  Nigeria,  there  seems  to  be  no  clear  cut   definition  or  scope  for determining small business enterprise.  However varied definition and scope were made by some agencies as follows: 
[a]  The national directorate of employment defined it as being able to  accommodate  project  with  capital  investment  as  loan  as N5,000 and employing as  few as three persons . 
[b]  The Central Bank of Nigeria in its monetary policy guidelines 1980 defined small scale business as an enterprise whose  annual turnover rangers between N25,000 and N50,000, also   the Federal Ministry of Industries before the Structural  Adjustment Programme [SAP]  and Foreign Exchange Market,  defined small scale business as  any manufacturing, processing  or service industry with capital investment of not more than  N150,000 in plant  and machinery. 
[c]  The Nigeria Bank for Commerce and Industry also defines the  small scale enterprise as firms’ or companies with assets  [including working capital but excluding land] not exceeding   N750,000  and paid employment of up to 50 persons an such an  establishment be wholly owned  by Nigerians. Measuring  the  appropriateness  of  some  of  these  definition, Nwakobi  [1985]  criticized  most  of  the  definition  describing  them  as merely  “institutional”  Nwabobi  holds  the  views  that  the  definitions  do not  pain  a  health  picture  of  the  growth  of  small  scale  business enterprise,  considering  the  difficulties  involved  in  capital  formation and  other discrimination  of attitudes  of  the  banks  towards  the  owners of small  scale  business  enterprise.  In July, 2001, the national council on  industries  at  the  13 th   meeting  in  Markurdi,  Benue  State,  reviewed and  adopted  the  following  classification  of    industrial  enterprises  and came up with the definition  that  “A small sc ale industry is an industry with total capital employed of over N1.5 million but not more than N50 million  including  working  capital  but  excluding  cost  of  land  and  of  a labour size of 11  -100 workers. 
However,  comparatively,  most  develop  countries  seems  to have  agreed  on  a  maximum  unit  of  500  employees  as   a  small  firm [Feldman  1989].    However,  a  review  of  the  performance  induct  of small  scale  business  can  be  best  anchored  on  the  United  Nations industrial development  organization  definition  of small  scale business as “an economic venture”   that is characterized by the following:     Ownership and management being vested in the same  Individual Capital being made available by an owner on whom the policy  Decisions rest     Having a coalised operational area 
A situation of a venture controlling a small share of the market  Their by constituting a little quota in the large sized market The owner participating very actively in all decision making
Processes on a day to day operation basis with a high degree  Of rigid control. 
Reflecting  the  characteristics,  small  scale  business  enterprises have  emerged,  especially  in  t he  developing  world,   with  roles  of employment  generation,  encouragement  of  rural  development, assisting  substantially  in  lifting  gross  domestic  product,  developing entrepreneurship and proving avenue for self employment. 
2.1.4  Basic Characteristics Of Small Scale Enterprise 
The  overall  business  scene  and  activities  in  Nigeria  appear  to be  dominated  by  small  businesses  which  are  established  by individual, groups, companies and cooperatives. Most  business  start  off  as  small  but  with  proper  planning  and management,  then  expand  and  grow.  However,  it  will  be  risky  to assume  that  small  enterprises  are  exactly  like  big  ones  after  all  the difference  is  size.  But  it  is  necessary  to  differentiate  the  small business  from  the  large  ones  and  to  associate  those  characteristic  with problems inherent in small business. 
In  summary,  characteristics  as  identified  by  several  writers among  who  Broom  and  Longnecker  (1972),  Musselman  and Huglice   (1973)  and  yewande  (1991)  are  presented  here.  It  must  not however be  taken  that these  characteristics  are  all embracing or that all  must  be  present  in  the  same  magnitude  in  a  business  for  such  a business to qualify as a “small scale business”. 
[1]     Management is not independent- generally; the managers are also the owners. This means that the manager/ owner c anrun  the business as he pleases. Discipline as the control factor in  this case may sometimes be missing. This lack of proper  managerial discipline leads to business failures. 
[2]   The  size  of  the  small  business  firm  within  industry  is  usually small.  Thus  they  are  not  dominant  in  their  individual  field  or operation. 
[3]  Capital  requirement  is  small  and  therefore  within  reach  of  the indigenous entrepreneurs . 
[4]   Majorities  of  the  modern  small  business  units  are  labour intensive  and  are able to  achieve high  productivity. These  units are concentrated in areas  of low technology. 
[5]   Capital is  supplied  and ownership is  held by a small group or an individual.  The  initial  capital  usually  equity  holdings  is  supplied by  the  owner  or  co-  owners  of  the  business.  Often  for  working capital, they depend on  trade credit or credit finance or both. 
[6]   The  area  of  operation  is  mainly  local  employees  /  workers  and owners  all  like  in one  home  community.  Most  small  scale firms even  those  identified  as   modern  utilizing  plants  and  machinery are run along family line. However, markets served by them  are not  always  local,  modern  small  firm’s  serves  market  across ethnic cultural and even nations or state boundaries. 
[7]   On  other  all  –  embracing  characteristic  of small  scale  business in  Nigeria  is  the  apparent   lack  of  attention  to  managerial functions  of  planning,  organizing,  directing  coordinating  and controlling. 
In  Nigeria,  the  entrepreneur  usually  sets  out  to  achieve  high return  on investment. The  workers generally are  not adequately remunerated or sufficiently motivate. 
2.1.5  Source of Fund to Small Businesses Sources of Initial Capital
Traditionally,  and  with  regards  to  sources,  two  types  of  capital are recognized, equity and borrowed. Baumback  is  the  view  that  the  distinction  between  equity  and debt  capital  in  a  small  business  is  blurred.  In  any  c ase,  one  thing  is clear; equity financing denotes ownership while debt financing implies an  obligation  to  repa y  the  principal  amount  plus  interest.  In  providing initial  capital,  a  small  business  enterprise  has  a  good  normal  s ource open  to  it.  These  include  funds  invested  by  the  owner  as  well  as funds  made  available  by  creditors.  Credit  takes  the  from  of  bank  loans,  trade  credit,  union  loans  from  individuals,  friends  and  relative and  credit  union  loans.  It  is  noteworthy  that  these  and  other  sources of  funds  are  made  use  of  both  at  the  beginning  stage  and  in  the subs equent  day-to-day financing of business operations.  Those  more closely  related  wit h  the  growth of the business  will  be  discussed  later under “sources of development capital” 
[a]   Personal  saving:   To  a beginning  firm,  personal savings  of  the founder constitute a primary source of equity capital.  Many writers are in support  of this view. Broom  says it is not  only difficult but  also quite hazardous  to  borrow  venture  capital.  He  is  of  the  opinion  that  two third of initial should be form the owner. Dr.  Nordi  advices  that  the  starting  s mall  business  should  not only  be  from  borrowed  funds  if  his  personal  resources  are inadequate.  Baumback  goes  further  to  explain  why  initial  capital should  necessary  come  form  those  who  have  createdt he  business. He  said  that  there  is  general  hatred  for  risk  taking  among  human beings.  The  general  public  thus  is  usually  hesitating  about  investing in  an  unknown  venture.  Such  recommended  ownership  equit y  is designed  mainly  to  provide  a  margin  of  safely  for  the  new entrepreneur.  
[b]   Commercial  Banks  –   commercial  banks  are  a  primary  source for  debt  capital.  Although  they  tend  to  limit  their  learning  to  working capital  needs  of going  concerns,  some  initial capital dose  some  from this  source.  The  commercial  bank  has  considerably  changed  from just  supplying  capital  for  an  interest  income  to  a  more  acceptable socio-  economic  role.  It  has  development”.  Mr.  Tina  confirmed  this when  he  said  that  have  increased    the  amounts  given  out  for  loans the  20  percent  (proportion  of  depos its  government  requires  that should  be  set  aside  for  small  business  loans  are  also  given.  One  of those  is  the  installment  loans  which  may  not exceed  certain  amount. Such a loan is  repayable monthly or  quarterly  as  prearranged  but the maximum  maturity period is one  year. Over draft for up to a  period of two  years  is  also  given.  In  spite  of  the  new  interest  in  small businesses,  their  problem  with  the  banks  has  not  changed.  Their greatest  problem  is  to  meet  the  requirement  of  the  banks.  The  bank considers the  mode and time of of  repayment  of  the principal  amount plus  the  interest.  Many  small  business  many  not  be  in  a  position  to start paying interest not to talk of the principal as and when due.  
[c]   Trade  Credit-  Credit  –         extended  by  suppliers’  plays   an important  role  especially  to  the  beginning  business.  Trade  credit tends to be  widely  used source  of  short tends funds t o  the  small firm. This according to Baumback often provides a major point  of  the small business  man’s  working  capital  needs  especially  in  the  retail  fields. The  amount  of  credit  available  to  a  particular  firm  depends  upon  the type  of  business  and  the  supplier’s  confidence  in  the  new  firm.  They extend  credit  more  freely  than  the  bankers.  Competitions  for  sales volume  force  them  to  reach  out  for  new  small  and  financially  weak  customers  by  offering  delayed  payment.  Even  when  such  customer faulted in the credit terms, the suppliers often hesitate to react for fear that they might loose a promising customer. 
[d]   Friends  and  Relatives  -      very  often,  funds  from  friends  and relatives  are  used  to  supplement  initial  owner  equity  c apital.  This usually character as poor  business  practice  and in many cases based on  erroneous  assumptions  may  at  times  be  necessary.  This  is  with cognizance  of  the  fact  that  man y  and  family  owned.  It  should  be noted that family and business  relationships  are  well as funds should not  be  mixed,  if  most  desirable  result  are  be  obtained.  Loans  from friends  and  relatives  tend  to  create  a  highly  personal  relationship such  relations hip  may  conflict  with  independence  and  business.  The time  for  the  repayment  of  the  loan  may  not  be  defined.    Interest payment  may  be  deferred  too.  But  the  problem  in  these  ass ociates may feel it a duty to offer advice and even insist that certain decisions be  tak en. These decisions may  not  be  in  harmony with  the  objectives of  the  proprietor.  However,  this  problem  can  be  easily  avoided.  A business  loan  should  be  tak en  as  a  business  transaction  and  not  a favour.  In  suc h  case,  the  inexperienced  associate’s  advic e  can  be easily  rejected. Terms of the loan should be clearly  defined and loans could  be  getting  from  lending  institutions  instead  of  from  friends  and relatives. 
2.1.6	Problems of Establishing Small Business Enterprise in Nigeria 
Small scale enterprises  owning to t heir peculiar nature  are beset  with myriad  of  special  problems  which  directly  or  militate  against  their survival and growth.  A lack of indigenous entrepreneurial initiative for industrial  development  is  a  characteristic  of  most  development countries.    Limited  resource  of  capital  and  skilled  labour,  a  lack  of technological  and  managerial  knowledge  and  limited  markets  are important  handicaps  to  the  acceleration  of  industrial  development  in Nigeria.    In  large  industrial  establishments,  some  of  these  handicaps are alleviated by foreign assistance collaboration. Unfortunately,  the  small  scale  industries  do  not  enjoy  such benefits  and  as  such  dependent  almost  entirely  on  indigenous entrepreneurs.  Some    of  the  problems  facing  small  scale  industries come  from  the  owners   while  some  come  from  unpredictable environmental  force  which  are  external  to  the  business  and  they include  government units competition  etc.   Some  other  problems can be  identified  in  different  functional  areas  such  as  manufacturing marketing,  financial  and  labour.   But generally,  the  following  problem have  been  identified  b y  the  researched  as  the  major  factor  militating against the establishment of small sc ale enterprises in Nigeria.  
[a]  Lack of Start-up Capital -       The  early  stage  financing  is usually  is  usually  the  most  difficult  and  costly  to  obtain.    There  two types  of  financing  at  this  stage.    Seed  capital  and  startup  capital.  Seed  capital  is  relatively  small  amount  of  fund  needed  to  prove concept  and  fiancé  feasibility  study.    It  is  the  most  difficult  to  obtain because the venture capitalist is usually not interested at this  level  of funding.  While start-up capital is involved in determines  if commercial sales  are feasible.  It is also very  difficult to obtain.   No good business ideas can ever surface without fund. 
[b]   Lack of Land and Good Locations:  -    before  any  small  scale industry  is  established,  this  is  the  need  to  acquire  land  on  which  the factory site or the  warehouse  will be built.   In  urban  areas , land  is not usually  available  and when available, it  will be very expensive beyond the  reach  of  the  small  scale  entrepreneur.    In  the  rural  area  where land  is  bound  to  be  available  at  the  reduced  cost,  other  necessary infrastructures  will  be  lacking.    Good  location  of  our  businesses  is 
very  important  for  the  easy  survival  of  the  enterprise  but  it  is  very difficult  to  get  and  where available, the  cost  will  not  be  affordable for any small business operator.
[c]   Poor  Government  Policies     -  Nigeria  government  has  not been  able  to  help  entrepreneurs  in  establishment  process  of  small scale  business.   Instead,  one  noxious policy or the  other was used in  making  things  difficult  for  young  entrepreneurs.    Government  is only  interested  in  revenue  generation  without  noticing  how  is  has hindered  the  establishment  of  more small business  in  Nigeria.   Every new  business  that  is  still  struggling  t o  survive  is  expected  to  pay between  N5,000 to  N20,000  as business  premises  and  a  lot of  other permit.    The  business  is  also  expected  to  pay  almost  the  same amount of  the  local  government  where it  is  situate.   All  these  end  up pulling the business down. 
[d]   Insecurity  of  Lives  and  Properties  –       security  problems  are one  of  the  major  problems  of  establishing  small  scale  enterprise  in Nigeria.    Even  the  large  scale  businesses  that  can  afford  to  employ the  services  of  security  personal  are  not  free  from  t  his  social menace.    Any business  that  deals  on  highly  valued  products  are  not safe.    Consequently,  many  prospective  investors  opted  to  keep  their money in banks or use item  and  buy empty lands  for re-sale  in future than to risk the money b y establishing any  business  at all. 
[e]   Psychological Factors such as: Lack of Self Confidence, Lack of Creativity and Fear of Failure 
  Another  factor  that  has  seriously  militates  against  the establishment  of  small  scale  enterprise  in  Nigeria  is  psychological factors.    Although  it  has  never  been  seen  as  a  problem,  but  it  has eaten  deep  on  young  entrepreneurs.    Most  people  don’t  believe  in themselves,  they  think  they  can’t  do  it.    They  are  always  waiting  for others  to  take  the  lead  or  nothing  for  them.    They  also  lack  the foresight to think ahead  of others, no creativity in t hem.   Always afraid that the business  must fail like other ones that failed.  They think  they cannot  make  a  difference  and  therefore  there  is  no  point  in  trying  to establish  once.    They  make  the  money  but  the  fear  of  the  unknown will not  allow them to invest.

2.2 THEORETICAL FRAMEWORK 
2.2.1	USES AND GRATIFICATION THEORY
The Uses and Gratification Theory provides a valuable lens for understanding how individuals and groups selectively engage with media to fulfill specific needs. As proposed by Katz, Blumler, and Gurevitch (1974), the theory assumes that media users are goal-oriented, seeking out content that aligns with their personal or professional motivations. For small-scale business owners, especially in urban and semi-urban areas like Ilorin Metropolis, radio serves multiple functions beyond entertainment. It is used as an information source, an advertising tool, and a means of audience engagement. Entrepreneurs tune in to radio stations to understand market trends, listen to business-related programs, and sometimes even participate in discussions that increase their visibility. These business owners choose radio not by chance, but because it satisfies their need for an affordable, wide-reaching, and community-integrated communication channel (McQuail, 2010).
One of the most compelling reasons for radio adoption lies in its affordability. Compared to other mass media platforms, radio advertisements—particularly on local stations—are relatively low-cost and require minimal production expenses. This makes it especially attractive to small businesses that operate on limited budgets. Moreover, the portability and accessibility of radio make it an ever-present medium in homes, markets, vehicles, and workplaces. Business owners understand this and use radio to reach a broad and diverse audience, including those who may not be literate or tech-savvy enough to engage with digital advertisements (Baran, 2015).
Another gratification that small-scale entrepreneurs derive from radio is the interactive nature of certain programs. Many radio stations in Nigeria host business forums, market updates, or call-in shows where listeners can interact with guests or hosts in real-time. Business owners take advantage of these formats to introduce their products, share testimonials, and connect with customers. This kind of engagement not only builds trust but also fosters a sense of community around the business. According to Ruggiero (2000), such interactivity is one of the evolving gratifications in modern media use, where users now seek more participatory and feedback-driven platforms. For small-scale businesses in Ilorin, this participatory element of radio reinforces customer loyalty and enhances word-of-mouth marketing.
Moreover, the theory also emphasizes the gratification of information-seeking, which aligns well with the way radio functions as a knowledge-sharing platform for small-scale entrepreneurs. Business owners often tune in to programs that offer insights into government support schemes, micro-financing opportunities, or entrepreneurial advice. By listening to such programs, they stay updated with industry trends and regulations that may affect their business operations. This information-seeking behavior is a fundamental component of the Uses and Gratification Theory, which posits that audiences turn to media to fulfill cognitive needs (McQuail, 2010). Therefore, radio is not just a promotional tool but also a medium through which entrepreneurs educate themselves, strategize, and adapt to changing business conditions.
Furthermore, many small-scale entrepreneurs find gratification in the emotional and psychological benefits of hearing their business names or messages on air. Being featured on radio or hearing a business jingle creates a sense of legitimacy and pride. It enhances the entrepreneur's confidence and social standing, particularly in communities where radio still holds significant cultural prestige. According to Ruggiero (2000), such emotional gratifications are often overlooked in business studies, but they play a critical role in media choice, especially among individuals operating within community-based settings.
In addition, the interactive aspect of radio—especially through live call-ins, feedback via SMS, and WhatsApp messages—allows small-scale business owners to measure audience responses in real-time. This engagement helps them refine their services based on customer feedback, thereby fulfilling their need for feedback and adaptation, which is a modern extension of gratification needs in media use. As audiences continue to evolve and demand more participatory experiences, media platforms like radio that provide such interaction become even more valuable.
In conclusion, the Uses and Gratification Theory provides a comprehensive explanation for why small-scale business owners in Ilorin Metropolis turn to radio for promotion. It is not merely about advertising; it is about connecting, informing, educating, engaging, and even empowering entrepreneurs through a medium that aligns with their personal, social, and economic realities. Recognizing these underlying motivations can help radio broadcasters, policymakers, and development practitioners design more inclusive and impactful programs tailored to the needs of small business owners.
2.2.2	DIFFUSION OF INNOVATION THEORY
The Diffusion of Innovation Theory, developed by Everett Rogers in 1962, provides a framework for understanding how new ideas, technologies, and practices are adopted and spread within a social system over time. According to Rogers (2003), diffusion is the process by which an innovation is communicated through certain channels among the members of a social system. In the context of this study, the use of radio as a promotional tool by small-scale business owners can be viewed as an innovation—particularly when its use is new, unfamiliar, or underutilized in certain communities. The rate at which this innovation is adopted depends on several critical factors, including relative advantage, compatibility, complexity, trialability, and observability.
Relative advantage refers to the degree to which an innovation is perceived as better than the idea or practice it replaces. For small-scale business owners in Ilorin Metropolis, radio offers a clear advantage over traditional word-of-mouth or expensive forms of advertising. Radio enables broader reach at lower costs, making it an attractive alternative for business promotion, especially for micro-enterprises with limited resources (Rogers, 2003). Compatibility, another key factor, deals with how well the innovation fits into the existing values, needs, and experiences of the intended adopters. Since radio is already a familiar medium within many Nigerian communities and is consumed widely in both urban and rural areas, its adoption for business purposes is generally seen as a natural extension of its traditional functions of informing and entertaining.
Complexity, or the perceived difficulty of using the innovation, also influences adoption. In the case of radio advertising, some small business owners may hesitate to use it due to lack of understanding of how to create jingles, contact radio stations, or manage promotional campaigns. Thus, the more complex the process appears, the slower the rate of adoption. However, as more businesses successfully use radio and share their positive outcomes, the innovation becomes more observable, encouraging others to follow suit. Trialability, which refers to the extent to which an innovation can be experimented with before full adoption, is also relevant. Many radio stations in Ilorin offer flexible advertising packages, allowing small businesses to try short, low-cost ads before committing to long-term campaigns—thus encouraging more trial and eventual adoption.
The social system also plays a vital role in the diffusion process. Influential figures such as community leaders, business mentors, and radio presenters can act as opinion leaders who influence others’ attitudes towards using radio for business. When entrepreneurs within a community observe their peers benefiting from radio promotions—such as increased visibility, customer engagement, or sales growth—they are more likely to adopt the practice themselves. This aligns with Rogers' (2003) categorization of adopters into innovators, early adopters, early majority, late majority, and laggards. In many Nigerian settings, once early adopters (e.g., tech-savvy or educated business owners) begin to use radio effectively, others often follow through informal networks and community influence.
Beyond the core elements of the theory, communication channels play a significant role in the diffusion process. According to Rogers (2003), these channels may be mass media or interpersonal in nature. In Ilorin Metropolis, both forms are at play in the diffusion of radio as a tool for business promotion. Mass media—such as radio itself—serves to inform a broad audience of the innovation, while interpersonal communication—between business owners, community leaders, and radio representatives—helps to persuade and convince potential adopters. Many small-scale entrepreneurs learn about the effectiveness of radio through testimonies shared during radio programs or by observing the results of their peers who advertise via the medium. As such, informal word-of-mouth communication, paired with the visible success of early adopters, fuels the spread of this innovation within the business community.
Furthermore, Rogers (2003) emphasized the importance of the innovation-decision process, which consists of five stages: knowledge, persuasion, decision, implementation, and confirmation. In the Ilorin context, small-scale business owners first become aware of radio advertising as a possibility. This might occur through listening to sponsored programs, jingles, or interviews with other entrepreneurs. The persuasion stage is influenced by the perceived benefits—such as increased visibility and sales. At the decision stage, the business owner may try out a low-cost radio ad, and upon seeing positive results (increased foot traffic, more inquiries, etc.), they move to implementation. Finally, the confirmation stage involves continued use and possibly encouraging others to adopt the innovation as well.
It is also important to note the role of change agents in accelerating the adoption of innovations. Radio station marketers, program hosts, and community development officers can act as change agents by educating small business owners on how to craft effective messages, select optimal time slots, and target the right audience demographics. This support helps reduce perceived complexity and increases confidence among potential adopters. Moreover, government agencies or non-governmental organizations that promote entrepreneurship may collaborate with local radio stations to subsidize airtime or train entrepreneurs on using radio, thereby further encouraging its adoption.
In areas where adoption is slower, it is often due to perceived barriers such as cost, technical know-how, or doubts about return on investment. Addressing these barriers through training, testimonials, and demonstrations can help convert skeptics into users. In this way, the theory highlights not just why innovations are adopted, but also how they can be more effectively introduced and supported within specific communities.
In conclusion, the Diffusion of Innovation Theory offers a comprehensive lens for understanding how and why small-scale business owners in Ilorin Metropolis come to adopt radio as a promotional tool. It illustrates that adoption is not instant but involves a multi-stage process influenced by factors such as perceived benefits, communication strategies, social influence, and support systems. Recognizing these dynamics can help stakeholders—from media houses to government agencies—develop more targeted strategies to increase the use of radio in empowering local entrepreneurs.
2.3 EMPIRICAL FRAMEWORK
Ajala (2018) in his study to investigate increased preference for Hit FM radio station Calabar as a medium for promoting businesses by small scale business owners’. There are other radio stations that had existed within the city before the advent of Hit FM in January 2016. The study assumes that Hit FM may have adopted a unique and attractive broadcasting style. The objective of this paper is to discover the factors that are responsible for the increased preference. The paper is an empirical study and adopts the qualitative method using structured interviews for eliciting information from randomly selected members of the small scale business owners’ community who promote their businesses on Hit FM Calabar. Findings indicate that the Hit FM is more preferred by small scale business owners because it is newly established with very attractive programmes that appeal more to the educational, informative and entertainment needs of their audiences. Also, the station has geometrically grown a large fan base with a very wide reach, which has endeared business owners to increasingly promote their products on Hit FM Calabar. Administratively, the station has employed very young and experienced On Air Personalities. The study concludes that advertising on Hit FM has made a very positive and significant impact on small scale businesses. The study recommends a high maintenance culture and periodic retraining of Hit FM staff for delivery of more quality programmes and the need for other radio stations in Calabar to rebrand.
Musa (2019) opine that the present study focuses on the contribution of Simli Radio to the livelihood improvement of the people in the Tolon-Kumbungu and Savelugu-Nanton Districts of the Northern Region of Ghana. A multi-stage sampling technique was used to select 12 communities for the study. Data were gathered on the use of broadcasting as an educational tool, the promotion of traditional culture, communication and information sharing, entertainment and income promotion. The study established that Simli Radio has worked to improve awareness and knowledge of solutions to community development problems ranging from culture, rural development, education, hygiene and sanitation, agriculture to local governance. The station has been an appropriate medium that has facilitated an interface between duty bearers and rights holders. It has promoted small and medium enterprise development by creating market opportunities for Small and Medium Enterprise (SME) operators and consequently improved sales and incomes. It is recommended that regular feedback from the listening public is essential in identifying listeners’ preferences and the taste of various listeners segments (youth, women, men, aged, etc) and to avoid politics and religion.
Katongo (2017) opine that Kenya‘s economy is dependent on agriculture supported by small scale farmers. The sector provides a livelihood for about 80% of Kenya‘s population and employs more than 70% of the rural population. Communicating information on agriculture innovations to farmers has relied on extension services which limits the number of farmers reached. This study sought to assess the impact of agricultural radio progammes in responding to farmer information needs with specific reference to Mali Shambani a radio programme broadcast on KBC Radio Taifa. Radio remains the most cost effective means of building awareness, and supporting the adoption of new farming practices by small scale farmers. Although radio is the most popular mass medium, agriculture programming is executed with little participation from the farmers and extension agents. Broadcast media houses hardly undertake surveys for agricultural programmes to find out the effectiveness of the programmes aired. This study therefore provides an insight into best approaches to agricultural programming for radio stations and stakeholders in the agriculture sector. According to the agenda setting theory, media often set the agenda for the public by highlighting what they deem important by telling people what to think about. This research project applies agenda setting theory to show how the selection of topics and packaging of agricultural content impacts on farmers‘ uptake of agriculture innovations. To establish this, the researcher used a mixed method for data collection, both qualitative and quantitative. A total of 31 respondents were interviewed using purposive sampling, 13 in Tongareni Sub-county of Bungoma County. The other 18 were selected from the Mali Shambani feedback data base of participants of the live show. The 18 listeners were drawn Western, Nyanza, Eastern, Coast, and Central Kenya. The research findings indicate that agricultural knowledge is essential for increased productivity and that radio is the preferred medium for small scale farmers and extension experts in sharing information on agriculture innovations. Radio agriculture programmes alone cannot bring about change in the farming communities, there is need to integrate participatory models to serve rural farming communities effectively. Mali Shambani was found to use a top down approach with minimal participation from farmers mostly the youth and women. Based on the findings the researcher recommends that broadcast media organizations invest in innovative and participatory approaches to agriculture programming for sustenance. This would attract listenership and increased level of awareness and agricultural productivity leading to increased revenue for the stations from the partnerships.



CHAPTER THREE
RESEARCH METHODOLOGY
3.1	Introduction
The research methodology covers gathering of information, facts and opinions of people to complete a research work, and survey method will be used. Survey method can be described as a means of gathering data and information on a particular phenomenon by obtaining respondent opinion and motivation from a source. The major source of data applied to this study is primary source which was basically in structure questionnaire.
3.2	Population of the Study
	The population of the study can be said to be animate or inanimate things which a study is focused. It could be class, schools, libraries, towns, local government area, state, nations and persons, the research is interested in getting information for the study (Nnayelugo, 2001).
	In this research study, the population used comprises the staff and the students that were selected randomly within Ilorin metropolis.
3.3	Sample Size and Sample Techniques
	Research sample can be defined as the part or section of a population (F.O Obodoeze, 1996). According to (Ezeja E. Osiliph D. 2005). It is the actual number or part of a study population that is objectively selected for such study.
	The sample size of this research was purposive sampling method. The technique affects every individual in the large population equal opportunity or chance of being selected. One (100) hundred questionnaires will be distributed.
3.3 Instrumentation
The main instrument to be used for this study is questionnaire. Questionnaire is an instrument used to collect or obtained information from respondent about their persecution, opinion on research topic usually survey studies.
The main reason we choose questionnaire is to obtain supplementary information and it is the fastest and one of the recordable ways of gathering information.
	The first section will contain information related to the listeners, while the second section will be based on the information and opinion of the population about the subject matter which is role of radio in promoting small scale business.
3.5 Validity and Reliability of Instrument
	The copy of the questionnaire has been pre-tested in order to make adjustment where necessary in order to ensure reliability and validity of the study. The instrument used is valid because it enables the researcher to obtain quick and accurate information or data.
3.6 Method of Data Collection
	The main instrument to be used for this research study is questionnaires were administered by hard to ensure immediate return in the post.
3.7 Method of Data Analysis
	In analyzing data for this study, the analysis to be used is descriptive, whereby the use of variables, percentage and tables will be adopted because it is one of the most adopted means of data analysis employed by many researchers.





















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
	200

	     Number of questionnaire returned
	200

	     Number of questionnaire not returned
	0

	     Total
	200


Source: Field Survey, 2025
From the above analysis, the researchers will be making use of the number of questionnaire which is 200
SECTION A
	Table 1: How frequent do you come across information promoting small scale businesses?

	
	Frequency
	Percentage (%)

	
	Always
	64
	32.0(%)

	
	Often
	127
	63.5(%)

	
	Rarely
	9
	4.5(%)

	
	Total
	200
	100.0(%)


Source: Field Survey, 2025
	Table 1 above shows that 64 respondents representing 32% agreed that they come across information promoting small scale businesses always, 127respondents representing (63.5%) choose often, while 9 respondents representing (4.5%).
	
Table 2: How will you rate the success of the radio programme about small scale business?

	
	Frequency
	Percentage(%)

	
	Very high
	59
	29.5(%)

	
	High
	103
	51.5(%)

	
	Average
	32
	16.0(%)

	
	Low
	6
	3.0(%)

	
	Very Low
	-
	-

	
	Total
	200
	100.0(%)


Source: Field Survey, 2025
Table 2 above shows that 59 respondents representing 29.5% agreed that the rate of success of the radio programme about small scale business is very high, 103 respondents representing (51.5%) choose high, 32 respondents representing (16.0%) choose average, while 6 respondents representing (3.0%) choose low.
Table 3: Does radio have impact on the promotion of small scale business?
	
	Frequency
	Percentage(%)

	
	Yes
	101
	50.5(%)

	
	No
	99
	49.5(%)

	
	Total
	200
	100.0(%)


Source: Field Survey, 2025
Table 3 above shows that 101 respondents representing 50.5% agreed that radio have impact on the promotion of small scale business, 99 respondents representing (49.5%) disagreed.
SECTION B
Table 4: Radio is effective in promoting small scale business in Ilorin.
	
	Frequency
	Percentage(%)

	
	Strongly agree
	98
	49.0(%)

	
	Agree
	39
	19.5(%)

	
	Strongly Disagree
	24
	12.0(%)

	
	Disagree
	25
	12.5(%)

	
	Neutral
	14
	7.0(%)

	
	Total
	200
	100.0(%)


Source: Field Survey, 2025
Table 4 above shows that 98 respondents representing (49%) strongly agreed that Radio is effective in promoting small scale business in Ilorin, 39 respondents representing (19.5%) agreed, 24 respondents representing (12%) strongly disagreed, 25 respondents representing (12.5%) disagreed, while 14 respondents representing (7.0%) are neutral
	Table 5: Government and other stakeholders should be commended for their effort in promoting small scale business

	
	Frequency
	Percentage(%)

	
	Strongly agree
	33
	16.5(%)

	
	Agree
	109
	54.5(%)

	
	Strongly Disagree
	29
	14.5(%)

	
	Disagree
	11
	5.5(%)

	
	Neutral
	18
	9.0(%)

	
	Total
	200
	100.0(%)


Source: Field Survey, 2025
Table 5 above shows that 33 respondents representing (16.5%) strongly agreed with the question, 109 respondents representing (54.5%) agreed, 29 respondents representing (14.5%) strongly disagreed, 11 respondents representing (5.5%) disagreed, while 18 respondents representing (9.0%) are neutral
	Table 6: Radio should allocate more airtimes for programme on small scale business

	
	Frequency
	Percentage (%)

	
	Strongly agree
	74
	37.0(%)

	
	Agree
	52
	26.0(%)

	
	Strongly Disagree
	29
	14.5(%)

	
	Disagree
	24
	12.0(%)

	
	Neutral
	21
	10.5(%)

	
	Total
	200
	100.0(%)


Source: Field Survey, 2025
Table 6 above shows that 74 respondents representing (37.0%) strongly agreed with the question, 52 respondents representing (26.0%) agreed, 29 respondents representing (14.5%) strongly disagreed, 24 respondents representing (12.0%) disagreed, while 21 respondents representing (10.5%) are neutral.
	Table 7: Government should play adequate role in promoting small scale business programme.

	
	Frequency
	Percentage(%)

	
	Strongly agree
	38
	19.0

	
	Agree
	94
	47.0

	
	Strongly Disagree
	28
	14.0

	
	Disagree
	22
	11.0

	
	Neutral
	18
	9.0

	
	Total
	200
	100.0


Source: Field Survey, 2025
Table 7 above shows that 38 respondents representing (19.0%) strongly agreed with the question, 94 respondents representing (47.0%) agreed, 28 respondents representing (14.0%) strongly disagreed, 22 respondents representing (11.0%) disagreed, while 18 respondents representing (9.0%) are neutral
	Table 8: Access to the radio hampers the effectiveness of the broadcast media in the promotion of small scale business.

	
	Frequency
	Percentage(%)

	
	Strongly agree
	85
	42.5(%)

	
	Agree
	60
	30.0(%)

	
	Strongly Disagree
	26
	13.0(%)

	
	Disagree
	14
	7.0(%)

	
	Neutral
	15
	7.5(%)

	
	Total
	200
	100.0(%)


Source: Field Survey, 2025
Table 8 above shows that 85 respondents representing (42.5%) strongly agreed with the question, 60 respondents representing (30.0%) agreed, 26 respondents representing (13.0%) strongly disagreed, 14 respondents representing (7.0%) disagreed, while 15 respondents representing (7.5%) are neutral
	Table 9: The use of appropriate strategy will make the dissemination of small scale business programmes effective.

	
	Frequency
	Percentage(%)

	
	Strongly agree
	42
	21.0(%)

	
	Agree
	88
	44.0(%)

	
	Strongly Disagree
	42
	21.0(%)

	
	Disagree
	11
	5.5(%)

	
	Neutral
	17
	8.5(%)

	
	Total
	200
	100.0(%)


Source: Field Survey, 2025
Table 9 above shows that 42 respondents representing (21.0%) strongly agreed with the question, 88 respondents representing (44.0%) agreed, 42 respondents representing (21.0%) strongly disagreed, 11 respondents representing (5.5%) disagreed, while 17 respondents representing (8.5%) are neutral
	Table 10: Radio is influential agent in promoting small scale business in Ilorin.

	
	Frequency
	Percentage(%)

	
	Strongly agree
	78
	39.0(%)

	
	Agree
	68
	34.0(%)

	
	Strongly Disagree
	21
	10.5(%)

	
	Disagree
	22
	11.0(%)

	
	Neutral
	11
	5.5(%)

	
	Total
	200
	100.0(%)


Source: Field Survey, 2025
Table 10 above shows that 78 respondents representing (39.0%) strongly agreed with the question, 68 respondents representing (34.0%) agreed, 21 respondents representing (10.5%) strongly disagreed, 22 respondents representing (11.0%) disagreed, while 11 respondents representing (5.5%) are neutral
4.2	Analysis of Demographic Respondents
SECTION C
Table 11: Distribution of respondents by Gender
	
	Frequency
	Percentage(%)

	
	Male
	101
	50.5(%)

	
	Female
	99
	49.5(%)

	
	Total
	200
	100.0(%)


Source: Field Survey, 2025
Table 11 above shows that 101 respondents representing (50.5%) of the respondents are Males, while 99 respondents representing (49.5%) are Females
	Table 12: Distribution of respondents by Age

	
	Frequency
	Percentage(%)

	
	16-20 years
	64
	32.0(%)

	
	21-30 years
	127
	63.5(%)

	
	31-40 years
	9
	4.5(%)

	
	Total
	200
	100.0(%)


Source: Field Survey, 2025
Table 12 above shows that 64 respondents representing (32.0%) are between the ages of 16-20 years, 127 respondents representing (63.5%) are between the ages of 21-30 years, while 9 respondents representing (4.5%) are between the ages of 31-40 years.
	Table 13: Distribution of respondents by Educational Qualification

	
	Frequency
	Percentage(%)

	
	GCE/SSCE
	58
	29.0(%)

	
	ND/NCE
	90
	45.0(%)

	
	HND/Bsc
	46
	23.0(%)

	
	Others
	6
	3.0(%)

	
	Total
	200
	100.0(%)


Source: Field Survey, 2025
Table 13 above shows that 58 respondents representing (16.5%) of the respondents are GCE/SSCE certificate holders, 90 respondents representing (45.0%) are ND/NCE certificate holders, 46 respondents representing (23.0%) are HND/Bsc Certificate holders, 6 respondents representing (3.0%) had other certificates.
	Table 14: Distribution of respondents by Occupation

	
	Frequency
	Percentage(%)

	
	Student
	5
	2.5(%)

	
	Civil Servant
	54
	27.0(%)

	
	Self employed
	141
	70.5(%)

	
	Total
	200
	100.0(%)


Source: Field Survey, 2025
Table 14 above shows that 5 respondents representing (2.5%) of the respondents are students, 54 respondents representing (27.0%) are civil servants, while, 141 respondents representing (70.5%) are self employed.
Table 15: Distribution of respondents by Marital Status
	
	Frequency
	Percentage(%)

	
	Single
	101
	50.5(%)

	
	Married
	99
	49.5(%)

	
	Total
	200
	100.0(%)


Source: Field Survey, 2025
Table 15 above shows that 101 respondents representing (50.5%) of the respondents are Singles, while 99 respondents representing (49.5%) are Married
4.3	Analysis of Research Questions
Research question 1: How frequent do you come across information promoting small scale businesses?
Table 1 above shows that 64 respondents representing 32% agreed that they come across information promoting small scale businesses always, 127(63.5%) choose often, while 9(4.5%).
This indicated that the respondents agreed that they come across information promoting small scale businesses often.
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
This study set out to examine the uses and adoption of radio as an effective tool for promoting small-scale businesses in Ilorin Metropolis. The review of literature revealed that radio remains one of the most affordable, accessible, and far-reaching media platforms in Nigeria. For small-scale businesses—defined by their limited capital, localized markets, and modest workforce—radio provides a viable avenue for creating awareness, educating customers, and building credibility within the community.
The study also drew on two major theories: the Uses and Gratification Theory, which explains why business owners actively choose radio to fulfill needs such as affordability, reach, and audience engagement; and the Diffusion of Innovation Theory, which explains how the adoption of radio advertising spreads within the business community, depending on perceived benefits, compatibility with existing practices, and ease of use.
Empirical studies reviewed demonstrated that small businesses that utilized radio advertising often experienced improved visibility, customer patronage, and brand trust. However, challenges such as the high cost of airtime, lack of knowledge about crafting effective radio messages, and limited access to radio stations hinder broader adoption. Overall, the study emphasized the untapped potential of radio as a strategic promotional tool for small-scale businesses in Ilorin Metropolis.


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. 
From the findings of the study, it can be concluded that radio plays a significant role in promoting small-scale businesses in Ilorin Metropolis. Its affordability, accessibility, and ability to reach a wide range of audiences make it a highly effective tool for business promotion. Unlike other advertising platforms that may be financially burdensome or limited by literacy requirements, radio offers a medium that is inclusive, localized, and trusted within communities.
The adoption of radio by small-scale businesses, however, is not without challenges. Many entrepreneurs still rely heavily on traditional word-of-mouth promotion due to lack of knowledge, perceived complexity, or financial limitations. This underutilization suggests the need for increased awareness and capacity-building efforts to help business owners fully harness the benefits of radio.
Therefore, while radio has already proven to be an influential medium, its potential for empowering small-scale businesses in Ilorin remains underexploited. Greater collaboration between business owners, radio stations, and policymakers could significantly enhance its impact.
The study therefore concluded that Radio is effective in promoting small scale business in Ilorin.
5.3	Recommendations
Based on the findings of this study, it is recommended that small-scale business owners in Ilorin Metropolis increase their use of radio as a strategic promotional tool. Many entrepreneurs still rely heavily on word-of-mouth, which limits their customer reach. By embracing radio advertising, even in its simplest form such as short jingles or market announcements, businesses can expand their visibility, strengthen their brand image, and reach a more diverse audience within and outside the metropolis.
Radio stations also have a crucial role to play in encouraging the adoption of this medium by small-scale businesses. To achieve this, local radio houses should design affordable advertising packages that are specifically tailored for small enterprises. For example, they could introduce short, low-cost jingles or community-focused programs that highlight local businesses. This would reduce the financial burden of advertising and make radio more accessible to entrepreneurs with limited resources.
Furthermore, there is a need for capacity-building initiatives that will help entrepreneurs understand how to maximize radio advertising. Workshops, seminars, and training programs should be organized to equip business owners with practical knowledge on message design, target audience selection, and effective use of airtime. Such initiatives could be led by business development agencies in partnership with media organizations to ensure that small-scale business owners are not only aware of radio’s potential but also skilled in using it effectively.
Government agencies and non-governmental organizations (NGOs) that are committed to empowering small businesses should also support this effort by subsidizing radio advertising for small-scale entrepreneurs. Agencies like SMEDAN can collaborate with local radio stations to create intervention programs that give small businesses a platform to promote their goods and services at reduced or no cost. This form of support would help to overcome financial barriers, thereby encouraging greater adoption of radio as a promotional tool.
Additionally, the importance of language cannot be overlooked. Many customers in Ilorin Metropolis connect more deeply with local languages such as Yoruba, Hausa, and Fulfulde. Radio advertisements in indigenous languages are likely to resonate better with audiences, increase comprehension, and foster stronger community trust. Business owners should therefore consider using their local dialects in promotions to ensure that their messages are culturally relevant and widely understood.
Finally, radio stations should create more interactive programs that give room for small business owners to engage with the public. Talk shows, call-in programs, and community market slots would provide businesses with a platform to directly interact with their target audience, gather feedback, and improve customer relationships. Such interactive opportunities would not only promote products but also build credibility and loyalty between small-scale businesses and the wider community.
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QUESTIONNAIRE

							Kwara State Polytechnic,
Department of Mass Communication
IICT,
Dear Respondent,
	We are students of Mass Communication Department, Kwara State Polytechnic, Ilorin conducing a research on the topic “Uses and adoption of radio as effective tool of promoting small scale businesses in Ilorin, Kwara State, Nigeria”.
	Kindly complete the attached questionnaire as objectively as possible. Be rest assured that information provided will be treated with utmost confidentiality. Thanks for your co-operation.
Instruction: please tick the answer you consider appropriate. The questionnaire will be in two parts, section A and B.

SECTION A
1. How frequent do you come across information promoting small scale businesses? Always (    ) often (    ) rarely (    )
2. How will you rate the success of the radio programme about small scale business? Very high (    ) High (    ) Average (    ) Low (    ) Very Low (    )
3. Does radio have impact on the promotion of small scale business? Yes (    ) No (    )

SECTION B
Instruction: please tick the statement you consider appropriate:
SA = Strongly Agree, A = Agree, N = Neutral, D=Disagree, SD=Strongly Disagree
	
	STATEMENTS
	SA
	A
	N
	D
	SD

	4
	Radio is effective in promoting small scale business in Ilorin.
	
	
	
	
	

	5
	Government and other stakeholders should be commended for their effort in promoting small scale business.
	
	
	
	
	

	6
	Radio should allocate more airtimes for programme on small scale business
	
	
	
	
	

	7
	Government should play adequate role in promoting small scale business programme.
	
	
	
	
	

	8
	Access to the radio hampers the effectiveness of the broadcast media in the promotion of small scale business.
	
	
	
	
	

	9
	The use of appropriate strategy will make the dissemination of small scale business programmes effective.
	
	
	
	
	

	10
	Radio is influential agent in promoting small scale business in Ilorin.
	
	
	
	
	




SECTION C
11. Gender: Male	(  )	Female	(  )
12. Age: 16-20	(  )	21-30	(  )	31-40	(  )	41 Years and Above	(  )
13. Educational Qualification: 	GCE/SSCE	( )	ND/NCE	(  ) 
HND/BSC	(  )	Others	(  )
14. Occupation: Student	(  )	Civil Servant	(  )	Self-Employed	( )
Others		(  )
15. Marital Status: Single	(  )	Married	(  )

