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Abstract  

This study examined the revival of radio advertising in Nigeria. The research 

employed simple random sampling method from where 60 respondents were 

selected. Questionnaires were employed to draw information from respondents. 

The findings showed that radio advertising is being hampered by the emergence 

of internet services and incessant power outage in the country The study 

recommended that radio stations should pursue means that will lead to the 

revival of radio advertising such as prevailing of government to improve power 

supply in the country, employment of versatile workers, buying of quality 

equipment as well as training of radio staff to meet up with the modern trends 

and challenges in radio broadcasting in the country. 
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Introduction 

Advertising in Nigeria is regulated by the combination of federal and state laws, 

subsidiary legislation and guidelines. Advertisement through radio holds a 

marginal share among the main media categories, for example newspaper and 

television. However, it is still regarded as an important and useful medium in 

marketing and advertising in large cities and metropolitans.  The broadcast of 

commercials on radio needs real feel orientation and voice is the single major 

determinant that draws the attention of listeners. Programs on sales and market 

news are the principal preferences of urban commuters for large metro radio 

stations. According Larsson (2006), Radio remains relevant in today’s world of 

time-starved consumers. It provides programming content, meeting the 

entertainment needs of people according to their demography, geography, 
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ethnography and so on, via nearly 11,000 on-air stations, 7,000 streaming 

stations and more than 1,800 digital stations. Radio is ubiquitous, reaching 

consumers on-air, online, on-site and on-demand whether they are at home, at 

work or in their car. It is a passive medium allowing consumers to multi-task and 

listen while they work or play essential in today’s world. It is a reach medium, 

delivering messages 24/7 to consumers personally, one-on-one, in an attentive 

environment.  

It provides information as it reaches consumers closest to their time of purchase, 

as they drive to or from work, or even during a lunch break. When used 

synergistically with other media, it increases brand awareness, brand recall, and 

an advertiser’s ROI. In various studies, it has also proven to increase website 

visitation and purchase likelihood. Radio’s core strength continues to be the 

power of words and sound. With its human voice to convince it can be used as a 

branding medium.  The platforms allow Radio to maintain its local presence while 

also delivering to a national audience. Today’s new technologies can increase and 

enhance consumers' Radio experience through text messaging, mobile 

applications, time shifted listening via podcasts, etc., and now also provide a 

visual experience not previously available. The future of Radio is bringing all 

technology and platforms together to deliver true interactivity to the masses, one 

person at a time. Innovations in interactivity such as Buy from FM (available only 

on Zune), listener influenced programming, instantaneous ownership of audio 

content such as music, advertising messaging, news programming, etc. Most 

studies did not consider radio and outdoor advertising as principal research 

agenda, despite their importance in business communication, consumer 

behaviour and towards sale stimulation for retailers. Store promotions are 

competitive for retailers as more than the brands the retail store compete in the 

marketplace in Nigeria. Hence, retailers are engaged in extensive promotional 

activity by advertising through all media. 

Radio advertisements are largely targeted to the urban commuters. Besides 

media, retailers also outsource sales promoters to deliver gifts and price lists to 

people at strategic traffic points. Such promotion campaigns allow the store to 

increase its turnover by achieving a higher volume of sale in the market area, an 

increase in the frequency of visits, and stimulate spending by consumers in the 

store.  Advertising, over the years, has grown to become a prominent form of 

marketing communication. From a rudimentary beginning in the form of town-

crying, inscriptions and graffiti, posters, window displays and personal selling, it 

has today become a gigantic industry across the world, utilizing modern mass 



 

SSAAR (JMSE); Journal of  September, 2019 

Management Science and Entrepreneurship  

 

390 | P a g e  
 
 

Editions 

communication media and techniques to get sales messages across to a large 

number of people. 

Wright (2009) establishes the close connection between advertising and the 

mass media when he defined advertising as “controlled, identifiable information 

and persuasion by means of mass communication. Advertising is a non-personal 

way of passing messages of the products and services of an identified sponsor for 

the purpose of reminding, persuading and informing the prospects to make 

purchase. The primary role of radio is reducing the cost of product information 

through advertising. In this way, radio stations have their most significant impact 

on economic growth, although the entertainment value of local radio is often 

emphasized in discussions on their impact on society. Reaching all Nigeria 

households, local radio stations provide consumers with highly valued 

marketplace information and businesses with immediate economic and 

competitive intelligence. 

In spite of the roles of radio advertising in Nigeria as a source of development to 

national growth, the government still develop fewer efforts in reviving radio 

advertising in Nigeria. The inability of the federal government in seeing the need 

in reviving radio advertising connote poor economic growth, and these factor has 

done more harm than good to Nigerian economy, sales person, awareness of 

product/services and the economic development in Nigeria. There is no doubt 

that the revival of radio advertising is vital to the survival of development. Also 

the revival of radio advertising should be treated as a subject beyond profits or 

evasive polemics. One of the major problems as a stopping block to the revival of 

radio advertising is as a result of lack of effective and efficient equipment in radio 

station. Another problem is the lack of potential staffs in radio stations. However, 

radio stations should endear themselves in employing potential staff. The federal 

government lack of financial support to radio station is also another factor that 

has been a hindrance to the revival of radio advertising in Nigeria. Another 

problem is to bring to the understanding of the impact of radio advertising in the 

quest for continue relevance and survival of marketing activities.  

 

Objectives of the Study 

The main thrust of this work is to examine the revival of radio advertising in 

Nigeria. The writers will also Endeavour to: 

a) Identify ways to revival of radio advertising in Nigeria 

b) Identify the factors/policies affecting the revival of radio advertising in 

Nigeria 
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LITERATURE REVIEW 

Adekoya (2011) says that advertisements can also be seen on the seats of grocery 

carts, on the wall of airport walkways, on the sides of buses, airplane and train. 

Advertisements are usually placed anywhere an audience can easily and 

frequently access visual and video. Akanbi and Adeyeye (2011) discovered that 

advertising as a subset of promotion mix has a significant effect on sales turnover. 

Adekoya (2011) found that advertising influences consumer buying behaviour, 

which means it helps to increase sales turnover. Advertising has really played an 

important role in increasing the sales volume of any company’s product at any 

point; in fact, it has contributed immensely to increasing growth of many 

companies in various industries. Because it has placed positive image of the 

company’s product in mind of the potential consumers and this can influence 

buying behaviours. 

Courtland (2003) sees advertising as non-personal communication information, 

usually paid for and usually persuasive in nature, about products, services or 

ideas by identified sponsors through various media. Akanbi and Adeyeye (2011) 

see advertising as a tool of marketing for communicating ideas and information 

about goods and services to an identified group, which employs paid space or 

time in the media or uses another communication vehicle to carry its message. 

Kotler (2013) defines advertising as a non-personal communication of 

information or idea that is paid for by an identified sponsor which is relayed 

through various media with the aim of influencing people’s behaviour towards 

the advertiser’s products, services or ideas at the lowest possible cost. Akanbi 

and Adeyeye (2011) defined advertising as the aim to persuade people to buy. 

Advertising is the dissemination of information concerning an idea, service or 

product to compel action in accordance with the intent of the advertiser. 

Advertisement in such a media as print (newspaper, magazines, billboards, 

flyers) or broadcast (radio, television) typically consist of pictures, headlines, 

information about the product and occasionally a response coupon. Broadcast 

advertisement on the other hand consists of an audio or video narrative that can 

range from 15 seconds spots to longer segments known as infomercials, which 

generally last 30 to 60 minutes (Busari, 2002). Wanoff (2007) observes that 

advertising consists of all the activities involved in presenting to a group a non-

personal, oral or visual, openly sponsored message regarding a product, service 

or idea. This message, called an advertisement, is disseminated through one or 

more media and is paid for by the identified sponsor. The major role of 

advertising is to inform, to persuade and to remind the potential customers about 

the available product. Alonge (2001) feels that advertising can be defined as any 
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paid form of non-personal communication which is directed to the consumers or 

target audiences through various media in order to prevent and promote 

product, services and idea. Adekoya (2011) says that advertising is branch of 

commerce which used to create awareness for particular product and it must be 

paid for. Advertising informs, educates and persuade people to buy the 

advertised goods or services. 

Just recently, the Federal Government of Nigeria announced its readiness to go 

digital by moving from the analogue system of broadcasting, this could be seen 

as a sensitive move towards rebranding and reviving broadcasting system in the 

country. Also in July 2016, the Federal Minister of Information, Alhaji Lai 

Mohammed visited Germany with a view to partner with the German Authority 

to strengthen Nigeria’s media sector.  

 

Types of Advertising  

1. Television Advertising: Television has an extensive reach and advertising 

this way is ideal if you cater to a large market in a large area. With rapid 

growth of information technology and electronic media, television has 

topped the list among the modes of advertising. TV has the most effective 

impact as it appeals to both eye and the ear. Certain forms of advertising 

such as TV advertising typically require a large budget. 

2. Radio Advertising: Advertising on the radio is a great way to reach your 

target audience, if your target market listens to a particular station, the 

regular advertising can attract new customers. It is rare for a company to 

shift all of its marketing allocation into promotions, however, because a 

radio advertisement, for example, may be needed to inform the consumer 

of the promotion. 

3. Online Advertising: Online advertising is a form of promotion that uses the 

Internet for the expressed purpose of delivering marketing messages to 

attract customers. With traditional advertising, you pay for space on the 

printed newspaper or magazine page or you pay for time on radio or 

television airwaves. With online Advertising, the marketing aspect is 

made a lot easier when the Internet arena is thrown into the picture. In 

this sense, all the things referred to the ‘marketing’ facet of a business are 

done online. 

4. Press Advertising: Press advertising describes advertising in a printed 

medium such as a newspaper, magazine, or trade journal. Newspapers are 

a good medium for targeting individuals at or near the purchase decision. 

Magazines, through their editorial features and pictures, forge 
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relationships with their readers that often last over time. There are 

several types of magazines: consumer or business and vertical or 

horizontal. There are hundreds of consumer magazines targeting every 

demographic and psychographic segment. 

5. Mobile Billboard Advertising: Mobile billboards are devices that expand 

on the concept of roadside billboards as a means of advertising various 

goods and services. Mobile billboard advertising involves the strategic use 

of moving vehicles to promote different products to a wider range of 

potential clients. Rather than relying on consumers to pass a stationary 

billboard posted along a highway, the mobile billboard advertising is 

constantly moving over roadways and hopefully introducing the 

advertised products to consumers who may never have seen the ad 

otherwise. Mobile billboards are generally vehicle mounted billboards or 

digital screens. These can be on dedicated vehicles built solely for carrying 

advertisements along routes pre-selected by clients; they can also be 

specially equipped cargo trucks or large banners strewn from planes. The 

billboards are often lighted; some being backlit, and others employing 

spotlights. Some billboard displays are static, while others change; for 

example, continuously or periodically rotating among a set of 

advertisements. Mobile displays are used for various situations in 

metropolitan areas throughout the world, including: Target advertising, 

one-day, and long-term campaigns, Conventions, Sporting events, Store 

openings and similar promotional events, and big advertisements from 

smaller companies. 

6. In-Store Advertising: In-store advertising is any advertisement placed in 

a retail store. It includes placement of a product in visible locations in a 

store, such as at eye level, at the ends of aisles and near checkout counters, 

eye-catching displays promoting a specific product, and advertisements in 

such places as shopping carts and in-store video displays. It also gives you 

a way to connect with consumers as they are making a final commitment 

to buy. In-store advertising is your last chance to shape shoppers’ 

thinking; a culmination of all the media messaging that may have received 

about your product. In-store advertising can be harder than it looks. 

Displays with funny names like end caps and power stands are often 

placed in the wrong aisle--or worse, sit in the storeroom gathering dust 

(Warnaby, 2010). 
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Advertising through the Radio 

The differential effects of advertising campaign of leading and challenger retail 
firms on expected sales of products reveal that radio advertisements produce 
substantial arousal among consumers and enhance volume of sales in various 
outlets of retail stores. Thus retailing firms replicate this advertising strategy in 
large cities and metropolitan areas during different leisure sales seasons 
(Panagopoulos and Green, 2008).  People in metropolitan areas enjoy higher 
quality commercial broadcasts differentiated by music, traffic information and 
news headlines. Audience in confined place like automobiles in large cities and 
competitive markets benefit from higher quality radio communication services 
than household audience listening radio programs at leisure time. However, it is 
argued that lack of format variety causes low listenership and consequently the 
competitive markets are underserved by commercial radio stations (Halcoussis 
and Lautenberg, 2003). The creative strategies used in radio commercials are 
different and advertising firms adjust their communication strategies in response 
to the specific needs of different consumers. The Central Place theory advocates 
that products with higher price and lower buying frequency influence positively 
the perception of consumer on the promotional communication of stores 
delivered through the radio programs and outdoor advertising. 
The perception of radio as an intimate medium of communication during the non-

availability of visual media profoundly affects the way people consider listening 

to radio programs including commercials, perform information analysis, and 

make applied decisions. Since urban settlers have easier access to radio 

communication, they develop higher perceived intimacy to the broadcasts 

(Kuffert, 2009). Supermarkets, departmental stores and large shopping malls 

spend about twelve percent of their operating budget on promotional activities. 

With regard to specific advertising options like developing appropriate 

communication-mix and creating messages, the most widely used promotional 

elements were found to be radio advertising. As retailing firms face a more 

intensely competitive environment, the need for effective marketing and 

promotion is increasingly felt to stimulate consumers of all segments (Warnaby, 

2005). 

 

Strengths of Radio Advertisement 

According to Aliede (2003), as a tool of advertising, radio has the following 

advantages: 

a) Massive Outreach: Radio has massive audience that spans to the illiterate 

and cuts across divergent socio-cultural and economic spectrum, hence a 

boast to advertising. 
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b) Minute Technical operation: Radio can easily be used by virtually anyone. 

It does not involve much technical or electricity operation and so does not 

require much technical knowledge to use. It is also cheaper than most 

other media. 

c) Linguistic barrier breakage: With the medium, large and diverse audience 

can be reached in their specific language. This adds to its advertising 

advantage. 

d) Non-elitist: Radio is more users-friendly than any other medium. Hence, 

Fulani cattle rearer is in tune with his portable transistor radio wherever 

he is. 

e) Portable: Radio sets have been so miniaturized to the size of match boxes 

and handsets. That makes it usable anywhere since it is easily carried 

about and partly accounts for its large audience. 

f) Cost effectiveness: Radio advertising is “comparatively inexpensive and 

less tedious to produce. Given its reach, it is thus a most cost effective 

medium. 

g) Variety of advertising programmes: With efficient programming, radio 

offers the chance for numerous advertising platforms: musical, drama, 

magazine, discussion, news and current affairs, among others. 

 

The Need for Radio Advertising 

Radio Advertising plays a vital role in consumers’ purchase decisions. Most 

consumers have the erroneous impression that promotion is synonymous with 

advertising and vice-versa. According to Adekoya (2011), the need for radio 

cannot be overemphasized simply because of the tremendous roles it plays in 

advertising such as: 

a) To introduce new product: one of the need of radio advertising is to inform 

consumers about the existence of a new product in the market i.e. creation 

of awareness. 

b) Persuade customers to buy: Radio Advertising helps in arousing the 

customer’s interest and by so doing persuades them to buy the product. 

c) Creation of demand:  Radio Advertising stimulates demand by constantly 

reminding potential consumers about the availability of the product in the 

market. 

d) To change consumer belief: Radio Advertising is a very good instrument 

that can be used to change consumer mindset  about a product or 

service. Hence, help to tap into their buying power and influence their 

thoughts. 
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e) To create brand loyalty: The demand of the consumers can  be 

maintained by constantly arousing their interest on a particular product 

and this will ultimately create brand loyalty. 

f) Develop large market:  Radio Advertising create large market segment 

which leads to the development of larger market. 

g) To promote the image of the firm: Radio Advertising builds a corporate 

image for a company. 

 

Research Methodology 

The methodology for this work is survey method which allows respondents and 

readers to gain a better understanding of the work and also enabling the 

researcher to make more reliable conclusions on the subject matter. The total 

population of the study is 150 which comprised of both the staff and customers 

of Crystal Radio, Minna. A sample of 60 (45 customers, 15 staff) was randomly 

selected to ensure non-biasness in the exercise. Data were obtained from the 

primary and secondary sources. Primary data used include structured 

questionnaires administered to the staff and customers of Crystal radio FM 

Minna. Secondary data were obtained from text books, write ups and journals 

that were found relevant to the topic of the study. Data obtained from the various 

respondents were analysed via tables and simple percentage method to allow for 

easy comprehension of the result. 

  

Results  

Table 1: The methods used in advertising products 

Variables  No of Respondents Percentage of responses Remarks  

Radio  10 17 Insignificant 

Telsevision 21 35 Significant  

Newspaper 6 10 Insignificant 

Magazines 0 0 Insignificant 

Billboards 8 13 Insignificant 

Internet 11 18 Insignificant 

Handbills 4 7 Insignificant 

Total 60 100  

Survey 2018 
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Table 2: Factors stopping the revival of radio advertising in Nigeria  

Variables  No of Respondents Percentage of responses Remarks  

Internet 

service 

30 50 Significant 

Direct contact 12 20 Insignificant  

Power failure 18 30 Insignificant 

Total 60 100  

Survey 2018 

 

Table 3: Ways to revive radio advertising in Nigeria   

Variables  No of 

Respondents 

Percentage of 

responses 

Remarks  

Stable power supply 32 53 Significant 

Training of staff 11 18 Insignificant  

Boosting wave length 10 17 Insignificant 

Recruitment of 

competent staff 

7 12 Insignificant 

Total 60 100  

Survey 2018 

 

Table 4: Perception of staff on the revival of radio advertising in Nigeria 

Variables  No of Respondents Percentage of responses Remarks  

Positive 23 38 Insignificant 

Negative 37 62 Significant  

Total 60 100  

 

Discussion of Findings 

Evident from the above figures is the fact that radio advertising in Nigeria is no 

longer gaining the acceptance it had some decades ago. From table 1 above, it was 

observed that television and internet are the means through which people 

advertise their products in recent time going by their wide usage.  

It was discovered that the revival of radio advertising in Nigeria is being 

hampered by the emergence of internet services as well as power failure which 

makes it hard for people to have access to radio programmes. Also, the fact that 

most Nigerian youths have sophisticated phones enables them to access internet 

services 24/7 thereby keeping themselves in tune with happenings around them 

at all time. 
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Another noticeable response s the fact that respondents opined that improved 

power supply, increase in wave length to allow for wider coverage of areas where 

radio broadcast can be heard as well as training of radio staff will go a long way 

in reviving radio advertising in Nigeria. 

Finally, it was also observed that the perception of staff on the revival of radio 

advertising in Nigeria is negative considering the low patronage of the services 

rendered.  

 

Recommendations 

The writers recommend that radio stations should engage in means that will lead 

to the revival of radio advertising such as calling for improvement in power 

supply in the country, employing versatile staff, buying of quality equipment as 

well as training of their workers to meet up with the modern trends and 

challenges in radio broadcasting in the country. 

Considering the findings of this study, the writers also recommend that the 

federal government should see the need of reviving radio advertising. It was 

recommended that radio stations should engage in means that will lead to the 

revival of radio advertising, such as employing potential workers, buying of 

quality equipment.  

The researcher also recommends that the government should also provide 

supportive means that will help electronic media industries such as financial and 

provision for scholarship for advance training. 
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