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ABSTRACT
This study appraised the relevance of radio broadcast towards sport development in Nigeria. 
The study specifically was aimed at identifying the responsibilities of sport journalists to sport development in Nigeria; the level of coverage given to sporting events in Nigerian media, measure the effectiveness of sport journalism to sport development in Nigeria; and identify the type of sport(s) activities covered by the Nigerian media. Survey research design method was adopted for the collection of the data for this research. The population size is the entire student of the Ibarapa Polytechnic, Eruwa while four departments in the Institution were randomly selected as the sample size of the population. In all 100 respondents were used in the process. The collected and validated questionnaires were analysed using using four Likert scale of Strongly Agree(SA), Agree(A), Disagree(D) and Strongly Disagree(SD). The findings of the study revealed that Broadcasting live sporting activities and broadcasting trending sports updates to the public is the responsibility of a sport journalist. Also, the level of coverage given to sporting events by Oluyole 98.5FM, Oyo state is poor and sport journalism enhances sport development in Nigeria. Furthermore, the findings revealed that Oluyole 98.5FM covers major types of sport activities and that the sporting activities broadcasted by Nigerian media is limited. The study recommend Radio journalists and Oluyole 98.5FM should encourage private sector and other stakeholders to provide sports facilities in all parts of the state as one of the major priorities in the promotion and development of sports, in order to facilitate and encourage extensive participation, high standards, safety and improved performance. Moreso, Oluyole 98.5FM should endeavor to broadcast wide range of sporting activities in their location to help reach out to the audience that have no access to television.


CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND OF THE STUDY
Mass media messages are often referred to those directed at a large group of person by means of an electronic medium involving the dissemination of information, knowledge and entertainment to a large diverse, sometimes homogenous but mostly heterogeneous audience. For any human society, the successful conduct of its internal and external affairs depends largely on the extent to which information is disperse and shared, the need for information is such that man can hardly function or determine the course of their life without communication (Dickson, 2005). It is in the light of this that the critical role of the media is captured in its impulsive tendency to direct and redirect the course of altitudinal change and building public perception towards societal affairs. This is a clear indication of how much the media are drench in the society. A good deal of support in common sense and evidence establishes a relationship of interdependence between the media and the society within which it operates and whose characteristics it often assumes, this relationship assumes two perspectives. Firstly, that the mass media are aspect of the society and as such as McQuail (2006) opines, are dependent on economic and power structure of the society and can be controlled or limited by those who own them. Secondly by their content, media are assumed to have potentials for significant influence and that the particular ideas and values conveyed by the media can exert significant social change regardless of the nature of ownership. Going by the position of the second perspectives of the media, a clear indication suggest great emphasis on the influence of media production and reception on social factors, suggesting that media messages function to influence its immediate physical environment. According to Rodney (2009), the media in performance of their traditional function of editorializing, information, correlation and socialization, participates in the social life of the society. Now let?s take a closer look at some of the key concepts around which this study is built, one of which is journalism which may well not be an alien term for many, especially those within the spectra of media, but for the purpose of scholarship, it is worthwhile to provide a workable definition for journalism that is in alignment with the topic of the this research study. According to Sambe (2005:230) journalism is a report of things as they appear at the moment of writing, not a definitive study of situation. Journalism has also been regarded as the activity or product of journalist or others engaged in the presentation of written, visual or audio materials intended for dissemination through public media with reference to factual, ongoing events of public concern, it is intended to inform the society about occurrences and to uncover that which would otherwise be unknown (i.e investigative journalism). It is the views of Harcup (2004), that Journalism entails creating and directing messages at consumers of the media who may comprise non-specific general audience or narrower market segment. Drawing similarities from the earlier concepts elucidated above, Sport journalism therefore can be viewed from Steve?s (2001) perspective, which he opines, is a form of writing that reports on sporting topics, events and games, often regarded as an unserious genre of journalism because the journalist within this concern are considered to be concerned with less serious topics covered by the news desk. However, sport journalism has grown in significance as sport itself as grown in wealth, power and influence. Sport journalism in the views of Steen (2007) covers writings and reports about amateur and professional sports, sport journalism in print medium provide detailed previews of upcoming events and post-game analysis in addition to extensive updates of game scores, player statistics and team standings. In the same vein, broadcast sport journalism provides real-time reporting and commentary of sporting events for television and radio broadcast. Sports are said to deal with physical activities with well set rules and regulations. From the set of rules, winners emerge and such winners attract reward from both the private sectors and public sector. This is a clear indication of the increased value of sport (Nwanne, 2010). Sports promote sustainable physical fitness and good health, social mobilization, harmony and national integration. It provides entertainment, enhances the international image of a country, creates employment opportunities, enhances education and promotes tourism and culture. Sports is an organized physical and recreational activities which is geared at facilitating human and material resources for intrinsic and extrinsic values, sports has become globally acknowledged as a potential tool for national and economic development. Nations of the world therefore endeavor to utilize their potentials in sports to enhance the attainment of their respective development objectives.
The most important change that has taken place in the sport industry is the significant role the media are playing in the development of sports all over the world. Apart from the fact that the media has increased sports awareness and spectatorship among peoples of the world, it has also increased revenue generation which has enriched the various sports stakeholders. The media have been playing a catalyst role for the identification and the promotion of knowledge, information and understanding about various sports and sporting talent in various nations (Alimi, 2003).Acosta (2002) pointed out those competitive sports would only survive and develop with the cooperation of the media. It is for this reason that sports must enjoy good relationship with the press, radio, and television. The relationship should be effective, continuous, and personal and open (Morakinyo, 2010).
In Nigeria, despite the abundance of human and material resources, the country is yet to optimize its full potentials in the area of sports. Several factors may be accountable for this state of affairs which may not exclude institutional, management and leadership challenges (Dickson, 2005). Nigeria is the most populous black nation in the world and most populous in Africa, with over 160 million people and an ocean of valuable oil flowing in its creeks, richly blessed to be the glowing light of the black race. However corruption and lack of proper accountability as well as Maladministration as been the cog in the wheel of the progress and development, regardless of what sector, the story is the same. With regards to sporting development, Nigerians, especially its sport officials and administrators to whom responsibilities of sport management and development has been entrusted to, have always been on the wrong end of appraisal, with huge criticism levied against them about the state of the nation’s dwindling sporting development rather than the otherwise, with ailing sporting facilities, lack of encouragement at the grass-root level and a culture of corruption that continues to swallow the inadequate funds channel to the sector (Eseka, 2012).
Also, Nigerian athletes are hampered by a lack of funds and the national sport administration is in a state of shamble. This according to Chris Eseka, a veteran sport journalist, who believes the problem of sport development in Nigeria is mostly from the administrators rather than the fault of the athletes training with scarce facilities. Be that as it may, there exist evidence across the globe of nations with even worse state of sporting facilities, wrestling with an epileptic budget that were able to make a bold statement on the world stage when it mattered.
The performance of the nation?s sporting athletes at the just concluded London 2012 Olympic games is a clear attestation to the abysmal level to which sporting development in the country is nose-diving out of glory and a pointer which glaringly proves that you reap only what you sow as evidently portrayed by the Team Nigerian athletes. It is also a further prove of the various accusations from stakeholders within the industry which clearly indicts the sport officials in the country who were expectant of any sporting medal without investing any meaningful input. They expected the dividends of sporting success which only comes with preparedness, investment and hard work (Gregory, 2012).
The media at certain instances have also shared part of the spoils for promoting foreign sporting institutions and event rather than giving adequate attention to promoting indigenous sporting event, sport journalism in Nigeria have often be criticized to have tilted more towards covering European event and athletes than local talent promotion.
Therefore asking questions of how well sport journalist understands their role to the development of sport in Nigeria. This study therefore intends to examine the critical role of sport journalism to the development of sports in Nigeria, looking at the sporting programmes and coverage of Oluyole Fm as its case study and also looking at the airtime allocated to different kinds of sports as well as the sporting event they give adequate coverage to and the outcome of such to that sport(s).
1.2 AIMS AND OBJECTIVES OF THE STUDY
The study intends to find out how sport journalism has contributed to sport development in Nigeria. In specific terms it intends to:
1. Identify the responsibilities of sport journalists to sport development in Nigeria.
2. Find out the level of coverage given to sporting events in Nigerian media.
3. Measure the effectiveness of sport journalism to sport development in Nigeria.
4. Identify the type of sport(s) activities covered by the Nigerian media.
1.3 SIGNIFICANCE OF THE STUDY
Sport journalism is relatively a new and experimental genre of journalism for most developing countries like Nigeria, and may not have all the necessary condition for success. And so this research study will be of great importance to the generality of Nigerians who will want to venture into the practice of sport journalism or own and operate media houses that are purely to develop the nation’s sporting. Similarly, this research study will also serve to find out the responsibilities of sport writers to the development of sports in Nigeria, with a view to establish sport journalism as an important genre of journalism giving the increasing value of sport in our society. Thus, helping to make it an attractive career option for journalist. Furthermore, the study will also be relevant to other researchers as it will be providing the opportunity to know more on the benefit or otherwise of sport journalism and media coverage of sporting event as well as local talent promotion and exposure through sport in Nigeria.
It will also serve as a guide to our national sport policy makers and future policy inquiry into the field of sport journalism and sport development, the possible recommendations made will be very useful to sport administrators and management of the various sporting associations or bodies in the country as will be highlighted in some of their operation.
1.4 STATEMENT OF THE PROBLEM
The media in carry out their social responsibility and development role in sport development in Nigeria have been criticized for placing too much emphasis on European sporting promotion and culture to the detriment of indigenous games and talents, calling for a serious re-evaluation of the roles and obligations of sport journalist and media through self-regulation. However, looking at the nature of media ownership and the high cost of media production, industry watchers agree that practitioners have taken to profit maximization which finds a fertile ground in foreign sport portrayal on Nigerian media and the huge advert revenue it attracts for the media than in the local sporting events and activities, which is under-funded, ill equipped and lacks proper promotion, administration, management, branding and packaging.
Meanwhile, there also exists the problem of Nigerian high taste for foreign input in the media, particularly sports; Nigerians prefer staying at their places of work with company of friends and families discussing the outcome of foreign sporting activities or even watching, rather than to pay or tune in to see their local athletes or sporting activities. Trends among
scores of Nigerian media organization equally indicate the little concern and coverage allocated to sporting issues and events and even where such was the case, greater proportion of the stories are about global sporting stars and talents at the expense of our own home-bred professional.
1.5 SCOPE OF THE STUDY
The study would primarily focus on the assessment of the contribution of sport journalism to sport development in Nigeria with a view to entrenching a culture of sport in Nigeria and in order to achieve this, the mass media are required to re-orient itself and review it role towards sport development in Nigeria, this is in recognition of the symbiotic relationship that exists between the media and sports. It will also focus on the examining and assessing the responsibilities of sport journalist to sporting development in Nigeria, raising ethical issues on modern practices as it relates to sport coverage and reporting with the increasing growth in the value of sport to any society as well as the overall assessment of the current level of effectiveness of sporting coverage’s and the type of sport that currently enjoys great media exhibition and promotion with a view to examine the impact of the attention on the sporting event and how such could translate to others (i.e. other sports) and bring about improved development of the sector.
1.6 BRIEF HISTORY OF THE CASE STUDY
Oluyole 98.5FM is known as the radio arm of the broadcasting corporation of Oyo state established in 1976 while the television arm was founded in 1982. There are currently 4499 members of staff in the Broadcasting Corporation of the state. The Radio station operates under the license of terrestrial radio with the frequency 795MHZ-AM, 98.5MHZ. It educates, enlightens, entertains and disseminates information to the occupants of the state and beyond.
The impact of Oluyole 98.5fm in developing sport in Nigeria cannot be underestimated as it brings it audience into the spirit of sports through sport programmes done every Wednesday and Saturdays between the periods of 12pm-12:30pm to spread various updates in the world of sport. The programme presented by Adekola Omotosho popularly known as king of boys uses the first fifteen minutes of the programme to discuss the local/national sport before advancing to the foreign aspect in the last or remaining fifteen of the programme.
1.7 DEFINITION OF TERMS
I. Analyze: to examine something in order to understand it better or discover more about it or to find out what something is made up of or identifying its constituent parts.
II. Communication: the exchange of information between persons either by means of speaking, writing or using a common system of signs or behaviour.
III. Contribution: this is something that one gives or does to help make something more successful or see to its growth.
IV. Development: the process of growing, changing or making something to become better.
V. Genre: a kind of art, literature, institution etc. That has a particular style or feature.
VI. Investigative journalism: this is a form of journalism in which reporters deeply investigate and immerse themselves into a single topic of interest, often involving crime, political corruption or corporate wrongdoings.
VII Journalism: this is the act of gathering, processing and preparation of written, visual and audio material intended for dissemination by means of a public media.
VIII. Mass media: communication media that reaches a large audience especially television, radio, newspaper and magazine.
IX. Spectatorship: the act of watching or viewing an event, especially sporting events.
X.Sport: a game or physical activity that you do for enjoyment or in order to compete against other people 
XI. Sportscaster: a broadcaster who specializes in reporting sporting activities or games.
XII. Sport administration: the various activities involve in the management of sports, sporting institutions, promotion, athletes and brands.
XIII. Sport development: all efforts geared towards the upliftment and improvement of sport and other sport related activity or institutions.
XIV. Sport journalism: the activity of gathering and disseminating to a large audience through the mass media reports of sporting activities like, players statistics, live score etc.
XV. Reporting: to find out facts and tell people about them in print or broadcast media or to give information about something that happened.


CHAPTER TWO
REVIEW OF RELATED LITERATURE
Introduction
Literature review refers to the critical examination of state of knowledge including substantive findings as well as theoretical and methodological contribution to a particular topic. In line with this definition, the literature reviewed revolved around the exploration of the intrinsic meaning of variables under study.
Our focus in this chapter is to critically examine relevant literatures that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.
Precisely, the chapter will be considered in four sub-headings:
· Conceptual Framework
· Theoretical Framework, and
· Empirical Review
2.1 CONCEPTUAL FRAMEWORK
Broadcasting
Broadcasting is the distribution of audio or video content to an audience that is distributed over a wide range of electronic communications, but usually via electromagnetic (radio), a common model that began with AM radio and began to spread in the 1920s became popular of radio transmitters and sewer radio receivers. Until now, all forms of electronic communication (primary radio, telephone, and telegraph) have been individually linked to messages intended for a single recipient. The term radio has evolved from its use as a method of cultivating seeds to sowing seeds through wide distribution. It was later adopted to indicate the breadth of information through printed materials or through telegraphs. A practical example of each university's "one-on-one" radio broadcast to large audiences has been around since 1898.
Broadcasting is often associated with radio and television, but recently both radio and television have started to spread on television. Receiving parties can consist of the general public or small departments; That is, those with the right technology and recovery equipment (such as radio and television) can receive the signal. The broadcasting sector includes government services such as public radio, public and private radio, and private radio and commercial radio stations. U.S. Federal Code, Title 47, Section 97, defines "broadcast" as "broadcast intended for public reception, either live or broadcast". Sending a telecommunication privately or on both sides is not worthy of this definition. For example, Ham Radio ("Ham") and Citizen Band (CB) may not be able to transmit. As defined, "transmitted" and "distributed" are not the same thing.
Broadcasting radio and television programs from the radio or television to radio receivers is known as "Over the Air" (OTA) or terrestrial broadcasting and requires a broadcast license in most countries. Transmission of cables or cables such as cable television (which also broadcasts OTA radio stations through these) is also considered broadcasting but does not require a permit (though a permit is required in some countries). In 2000, the broadcast of television and radio programs using live digital technology was also known as broadcast.
Sports
Sports are regarded as one of the world’s most powerful communication tools, as a result of its near universal appeal, convening power and its many associations. Ihediwe (1997) defined sports as highly formalized and organized physical activity of high intensity regulated by acceptable rules and regulations and which require maximum physical and mental exertion. Hornby (2001) defined sports as outdoor or indoor game, competition, or activity carried on by rules and needing bodily effort and skill. Ugwueze (2005) defined sports as all organized physical or mental activities with rules and regulations, carried out indoors or outdoors whether at amateur or professional level requiring physical or mental exertion. Douglass (2008) viewed sports as an organized competitive, entertaining and skillful activity, requiring commitment, strategy and fair play in which a winner can be defined by objectives means.
Sports have become globally acknowledgment as a potential tool for national and economic development. Awosika (2003) described sports as a unifying factor in Nigeria and also an essential ingredient for nation building. Nations of the World therefore endeavour to utilize the potentials in sports to enhance the attainment of their respective development activities. Sports in this study, is an individual or group activity pursued for exercise or pleasure, often involving the testing of physical capabilities and taking the form of a competitive game.
Radio
Radio is the technology of signaling and communication through radio. Radio waves are electromagnetic waves with frequencies between 30 Hz (300 Hz) and 300 GHz (GHz). They are produced by an electronic device called a transmitter which is attached to an antenna which transmits waves and is received by a radio receiver which is attached to another antenna. Radio is very common in modern technology, radio communication, radar, radio navigation, remote control, remote sensing and other applications.
In radio communications, which are used in radio and television, mobile phones, two radio transmitters, wireless networks and satellite communications, radio is used, inter alia, to transmit information about space by processing the radio signal from the transmitter to the receiver. changed) on the transmitter. In the radar used to locate and track objects such as airplanes, ships, spacecraft and rockets, radar radiation transmitted by the radar transmitter is reflected by the target, and radio waves indicate the location of the object. In radio transmission systems such as GPS and VOR, mobile receivers receive radio signals from known beacons, and by accurately measuring the arrival time of radio waves, they can count the receiver's place on earth. In wireless radio equipment such as drones, garage door openers, and keyless entry systems, the radio signal transmitted control device monitors the movement of the remote control device.
The use of radio waves that do not transmit long-range waves, such as RF amplifiers used in industrial processes and microbial furnaces, and medical applications such as diathermy and MRI machines are often not referred to as radio. The name radio is also used to denote a radio receiver.
The radio was first identified and studied by the German physicist Heinrich Hertz in 1886. The first portable radio transmitters and receivers were developed by the Italian Guglielmo Marconi between 1895 and 1896, and used radio transmissions began in 1900. The law on radio transmission is regulated by law. and jointly by an international organization called Union Telecommunications International (ITU), designates its Radiosender.am radio spectrum for various purposes.
Sports Development.
Sports development is a well organized training programme or plan for sports. The Federal Republic of Nigeria Sports Development Policy (1989) defined sports development as the process of continuous improvement of the sport structure, institutions and programmes in order to create a societal condition conducive to physical fitness for all and the effective functioning and self–actualization. The 1989 policy, categorizes sports development under the following components; International sports, Indigenous sports, Stadium management, Federations sports and Institutional sports. Collins (1995) defined sports development as the processes whereby effective opportunities, processes, systems and structures are set up to enable and encourage people in all or particular group or area to take part in sports and recreation or improve their performance to whatever level they desire. Also it is a process of establishment of pyramidal sports development programmes, employment and training of enthusiastic coaches, provision of functional facilities, promotion of public awareness through well organized seminars, conferences, and workshops, as well as training and re – orientation of sports managers who are knowledgeable, experienced and competent (Kabido, 1993; 1996 Kabido, Venkateswarlu and Adeyanu 2002). The authors maintained that one of the determinants of sports development is a well organized training programme or plan for sports.
A well–developed training programme would enable the growing number of athletic talents from the grassroots to achieve and acquire perfection from amateurs to professionals. According to Emiola (1999), to ensure large pool of competitive athletes for future national and international engagements, efforts must be made to develop a strategic training plan that must be used to expose more of the youths to the learning of the basic skills of various sports. Shietima (2005) claimed that development must involve a movement from the old to the new and implies that this is progressive. Sports development is about creating new and better ways of doing things in sports. In Nigeria, sports development had witnessed a lot of metamorphosis from the colonial pre–independence to independence eras (Morakinyo and Aluko 2008). Therefore, in this study, sports development is defined as the process of using electronic media as a system and structure to enable and encourage provision of sports facilities, personnel development, funding of sports, sports awareness, people participation and sports sponsorship in a particular group or area to participate in sports or to improve their performances.
Impact of Radio on Sports Development.
The relationship between mass media and sports is a long and intimate one. Details of sporting events, athletes and other individuals involved in athletics fill the pages of newspapers, magazines, books, and Internet websites, as well as countless hours of radio and television. People in every city and community around the country form long lasting bonds with sports teams and athletes. This live-or-die attitude is exemplified by the inhabitants of “Red Sox Nation.” Millions of fans set their daily schedules around the listening to, viewing of, and reading about Boston baseball games. The mass media play an important role in this alliance. All forms of the media bring the athletic events to the fans, no matter where they are in the world.
Conceivably the one media that has had the greatest impact on sports and the audience is radio. Perhaps no other form of the media, at this time, covers the different levels and varieties of athletics more than radio. Everything from high school basketball to professional auto racing fills the airwaves of many of the more than 13,000 radio stations in the U.S. and the newest creation, satellite radio.
Radio also has abilities or skills that other media cannot match. The first is the connection formed between the broadcaster and the audience. Former major league baseball player and long-time announcer Bob Uecker says he likes radio a lot better than television. “You paint a picture in the mind. It’s a kick to make baseball come alive to a guy hundreds of miles away who’s never seen your home park” (Smith, C. p. 267). Jimmy Dudley, Voice of the Cleveland Indians for 20 years, recounts a letter he received from a fan. The letter’s writer was a little blind boy who wrote it in Braille. “[He] signed off by saying, ‘Remember, Jimmy, you are my eyes. Don’t ever let me down.’ It taught me never to forget my obligation as a representative of the fan” (Ibid).
The second ability that radio has that other media cannot match is being consumed where others cannot. Besides being able to listen to the radio at home, people can also listen at work, as they exercise, or as they drive in their cars. The other media, such as television or the Internet, require unmanageable devices for use or are intrusive in their “use.” Kenneth Costa, former marketing vice-president of the Radio Advertising Bureau (RAB), contends that “There are twice as many car radios in use (approximately 140 million) as the total circulation (60 million) of all daily newspapers” (Keith p. 1). He further asserts that four out of five adults are reached by radio each week.
Since the 1950s, radio has splintered into many different formats, mostly centering upon music. There has been an explosion in the amount of stations that specialize in sports-only content in the last twenty years. Keith (2002) says that “the proliferation of the All-Sports format has boosted the popularity” non-music format radio (p. 90). Thus, it is important to inquire when this relationship between sports and radio began, who are some of the important individuals involved, and where this association is headed in the future with the rapid development of digital television and the Internet.
The Beginnings of Radio and Sports Programming
Three sports and four electronic manufacturers/communications companies dominated early mass broadcasting in the U.S. Himes (2002) says the sports were professional boxing, professional baseball and college football and that the World Series attracted “by far the most radio attention” and inspired “the earliest networking experiments” (p. 106). The four companies were Westinghouse, General Electric (G.E.), American Telephone and Telegraph (AT&T), and Radio Corporation of America (RCA). Much of the early content in regards to sports events was results or recreations.
The original technology did not allow for live broadcasting to occur from the site of the athletic event. Radio station operators had to rely on reports and scores of games to be either telephoned or telegraphed to them after the conclusion of the games. Experimental radio station WWJ, in Detroit, Michigan, is considered by historians to be the groundbreaker in bringing sports to the American public. Announcers from the station gave the results of the Jack Dempsey-Billy Miske heavyweight fight in September of 1920. Less than a month later, the station’s listeners heard the first scores of the World Series to be broadcast.
The era of commercial radio began in the fall of 1920 and sporting events were prominent. Westinghouse engineer Frank Conrad built the first non-experimental licensed station, KDKA in Pittsburgh, Pennsylvania, and it began broadcasting on November 2, 1920 with music and presidential election results. Five months later, the station broadcast a blow-by-blow account of the Johnny Ray-Johnny Dundee prize fight. RCA station WJY cemented the sports-radio relationship with the broadcast of the Jack Dempsey-Georges Carpentier heavyweight title fight in July of 1921. Smith (2001) says this broadcast is “one of the two key events in the development of sports broadcasting” because it fixed the nation’s interest on radio (p. 19).
Westinghouse officials were not to be outdone as they introduced America’s pastime to the airwaves. The seemingly unimportant game between the first place Pittsburgh Pirates and the last place Philadelphia Phillies ranks as one of the most historic events in broadcast history. Westinghouse engineer Harold Arlin sent details of the game back to KDKA for broadcast through a converted phone. Sports Illustrated says that “Arlin’s play-by-play demonstrated to the public that baseball could be brought into the American living room with immediacy and intimacy” (V. 75, #18, p. 19). WJZ in Newark, New Jersey, another Westinghouse station, was the first to broadcast the 1921 World Series. Tommy Cowan recreated the games between the New York Yankees and New York Giants from reports that were phoned in from the stadiums. The next year WJZ broadcast the entire series using renowned sports journalist Grantland Rice as lead announcer.
College football contests also produced a big impact on radio broadcasting. Although the first broadcast of a college football game occurred in 1912, it would be a decade before the impact would be felt. KDKA aired the 1921 match-up between the University of Pittsburgh and West Virginia University, known as the “Backyard Brawl,” as a commercially sponsored contest. This is important for two reasons. Firstly, AT&T owned station WEAF is considered the first station to introduce advertising in 1922, which this game predates. Secondly, most college football games in the 1920s were aired on what was termed “sustaining broadcasts.” This meant that colleges were not charged for airing rights nor did stations receive income from advertising during the games. Smith (2001) points to the WEAF broadcast of the 1922 Princeton University-University of Chicago football game as one of the key events in the development of radio and college sports. He asserts that starting with this game “radio had made itself part of the nationalization of football, by making interregional competition immediately available to masses through the airwaves” (p. 17).
Chicago Tribune-owned WGN (World’s Greatest Newspaper) began to compete with its East Coast rivals on a significant basis in 1924 and 1925. The station aired the 1924 Indianapolis 500, marking the first auto race broadcast in history. That fall, the station broadcast football games from all the Big Ten campuses, as well as University of Nebraska, University of Pennsylvania and University of Southern Cal games. The following spring, WGN brought the Kentucky Derby into homes across the mid-west.
Concern over a U.S. government investigation changed the structure of American broadcasting. AT&T used its ownership of phone lines to build a 26-station network that stretched across the nation with WEAF in New York City as its flagship station by 1924. Because of fears over a possible monopoly on network broadcasting, AT&T sold its stations to RCA in 1926. David Sarnoff, RCA chairman, created the National Broadcast Company (NBC) and the NBC-Red network. It proved so successful that a second network, NBC-Blue, was started shortly afterward. The initial broadcast on this network was the 1927 Rose Bowl contest between the University of Alabama and Stanford University. This was the first coast-to-coast broadcast in American history.
The relationship between sports and radio has not always been smooth. Major League Baseball owners and officials from various colleges, universities and athletic conferences across the nation began expressing concern over radio’s impact on game attendance. Smith (1995) says that the emergence of radio sportscasting encountered hostility from baseball team owners. Many teams banned the broadcasting of home games in their cities. This is despite the increasing number of people who were listening to games and the World Series each year. By 1932, the owners saw the advantages of game broadcasts and voted to allow each individual club to adopt its own policy. The largest media market in the U.S., New York City, did not have daily game coverage until after the 1938 season. The owners of the Yankees, the Giants and the Dodgers all felt that fans wouldn’t come to the games if they could sit at home and listen. It took General Mills cereal sponsorship of games to change their minds.
There was no consensus among college and university officials in regard to radio broadcasts of football games. Some schools sold their rights to individual stations, while others voted conference wide to restrict or ban broadcasts. The biggest argument against the airing of football games was the shift by American radio stations from sustaining broadcasts to advertiser supported programming. Prior to the 1930s, colleges and universities did not ask for compensation because they received free promotion of their schools during the game broadcasts. The thought now was that broadcasters were making money; it was no longer about the promotion, on both sides. The Southern Conference (now Southeastern Conference) was one of the first to ban the broadcast of intersectional games, which had to be lifted so that the ‘Bama-Stanford Rose Bowl could be aired on NBC.
Because of the Great Depression, started in 1929, game attendance began to decline and many institutions and conferences established bans on radio broadcasts. In 1932, the Eastern Colleges Athletic Conference, the Southern Conference, and the Southwest Conference all voted to ban or restrict game transmission. Individual schools began selling game broadcast rights. The University of Michigan sold its rights in 1934 to WWJ for $20,000 and the following year the Big Ten proposed selling the rights to all games for $100,000. By the end of 1935 all conferences had lifted bans and restrictions on radio and the NCAA appointed a special committee to study the effect of radio broadcasts on game attendance. The positive relationship between radio and sports would flourish for decades to come, despite the introduction of television.
Important Radio Sportscasters
The historical landscape of sports broadcasting on radio is littered with significant individuals. Former U.S. President Ronald Reagan began his media career as an announcer of University of Iowa football games in 1932 and later recreated Chicago Cubs’ games for WHO in Des Moines, Iowa. Former CBS-TV Nightly News anchor Walter Cronkite’s first venture into broadcasting involved college football games on WKY in Oklahoma City, Oklahoma. Many of the most important people involved with radio gained major notoriety for their later work with television.
Any discussion of the most prominent sportscasters has to begin with Graham McNamee. American Sportscaster Association President Lou Schwartz calls McNamee “the best in the business” and that he “started everything” (Interview with Schwartz). Although he would become the preeminent radio sportscaster, spending decades covering different sports for NBC, McNamee intended to become a professional musician and had taken his first announcing job until a better musical position opened. He was thrust into the spotlight when famed sports writer Grantland Rice suddenly “retired” during the fourth inning of the third game of the 1923 World Series. McNamee never looked back as he brought events such as the Kentucky Derby, Charles Lindbergh’s return from France, and “one of his most vivid experiences,” covering both 1924 political party conventions for AT&T (Moore).
Ted Husing’s sportscasting career began in 1925 when he recreated the World Series for WJZ from ticker tape reports. He worked closely with Major Andrew White, another early and influential sportscaster. Husing joined the fledgling Columbia Phonograph Broadcasting System (now CBS) shortly after it formed in 1927 and spent two decades with the network. He is most known for the creation of the annunciator or spotter board. This electronic device allowed the announcer’s assistant to quickly identify players on the field for the announcer. Husing claims to have first used this at a Princeton-Navy football game in 1926.
Mel Allen’s familiar voice called out to viewers of “This Week In Baseball” for years but older fans will recall his decades-long work with the New York Yankees. His signature “How About That!” was familiar to baseball fans all across the country and became a household term. Allen called more World Series (20) and All-Star Games (24) on radio than anyone in history. From 1939 to 1942, while working for CBS, he was the main radio announcer for both the Yankees and the baseball Giants. Famed sportscaster Lindsey Nelson called Allen “the best ever to broadcast the game” (Smith, C. p. 56).
Bob Costas may be most well known for his NBC television talk show or his documentary style interview program on Home Box Office but his work on radio is formidable. Costas began his professional broadcast career on KMOX-AM, the home of Hall of Fame broadcaster Jack Buck, announcing ABA Spirit of St. Louis games. He was the voice of University of Missouri basketball games and also did regional reporting on the NFL and NBA for CBS radio until 1979. During his one season as the radio voice of the NBA’s Chicago Bulls, Costas joined NBC. The multiple Sportscaster of the Year and Emmy Award winner has covered World Series, Super Bowls and the Olympics, as well as hosted a weekly sports related radio call-in program.
The Rise of Sports-Only Radio and the Future
The notion of a radio station that catered to the sports fan was a dream only twenty years ago. The RAB’s 2004-2005 Marketing Guide and Fact Book lists All-Sports radio as the seventh most applied format, with 470 stations. Brown (1998) says this “format has been on a record-breaking pace for the past ten years” (p. 50). The content of these stations ranges from game coverage to “sports-news” updates and programs to call-in shows. Networks such as ESPN Radio, Fox Sports Radio and Sporting News Radio have been created in the last decade to facilitate the growing desire for this type of programming. The two major satellite radio companies, XM and Sirius, have also joined the sports content revolution by entering long-term agreements with major sports like NASCAR racing and Major League Baseball.
The groundbreaker in the All-Sports format is WFAN-AM in New York City, which hit the airwaves in July 1987. Within its first decade in existence, the radio station became the first in history to top the $50 million mark in advertising billing. Its website promotes that WFAN is the flagship of four New York professional sports teams. The explosion of this format is not limited to large cities/markets. All-Sports radio stations have started in Gainesville, Florida, Atlantic City, New Jersey and Chattanooga, Tennessee and none of these cities have major sports franchises. Perhaps the most surprising is what is happening in Salt Lake City, Utah, where four radio stations have started or switched to the All-Sports format. This is a city with only one major sports team and other cities/markets with multiple teams may have only two or even one radio station with this format.
But when games aren’t being played, what goes into the content of these All-Sports stations? The answer is quite simple, you the fan and the host of the call-in show. It can be compared to “playing the hits” if the station was a Top 40 format. ESPN Radio executives Pete Gianesini and Bruce Gilbert believe that sports talk topics are like records and that you have to keep finding the right one. The search of the “hit” is even more difficult when you consider the amount of sports-talk programs or what is called “sports chatter” on the market today. There is the “Dan Patrick Show,” “The Jim Rome Show,” “The Mike and the ‘Mad Dog’ Show,” and the “Mike and Mike Show,” just to name a few of the nationally syndicated programs. Besides these big names on the national level, radio stations also have numerous “local” sportscasters who also host programs to give the station their local appeal for the audience.
The future of the All-Sports formatted radio station looks very bright. American Sportscaster Association President Lou Schwartz says that although “no one knows the impact of satellite radio,” it is quite possible that radio will “increase its influence” (Interview). Griggs (2004) says “sports radio fills a growing demand. . . for sports scores, news and analysis around the clock” (p. D1). The satellite-radio companies will continue to expand the content available, which includes a new contract for NFL and MLB games. The Internet will be available on your cellular phone with messages about the latest trades. Despite these occurrences, sports radio will thrive because people like to talk to each other, especially about sports.
2.2	THEORETICAL FRAMEWORK
Shannon Model of Communications Theory
An early model of the communication process designed by Claude Shannon 1949. This model pictures the transmission of a message from an information source (e.g. a news caster) to a destination (e.g. a home audience). The concern of the communications specialist is to describe what is involved when people attempt to convey to others what is on their minds, what facilitates this process, and what interferes with it. There are various ways in which messages may be Transmitted; they include written languages, spoken languages, graphic symbols, and representational images. The media of transmission include teachers, books, films, TV, Radio and computers. Shannon’s model represents the process by which communication takes place via electronic media. Messages are broadcast as signals, subjected to various sources of noise e.g. static interference), picked up by suitable receivers (e.g. radio, TV) and thereby conveyed to the intended audience.
Models such as the one Shannon made were meant to draw attention to the message rather than the medium. Media any allow preservation, amplification and distribution of messages, but do not substantially influence the explicit content of messages they transmit. In that note the research anchored on Shannon model of communications in this study, since the emphasis is not just distribution of messages but electronic media substantial influence on the content they transmit to the audience (athletes) such as provision of sports facilities, personnel development sports funding, sports awareness among others, for sports development.
2.3	EMPIRICAL REVIEW
In a related study carried out by Nji (2008) on mass media sports coverage for football development in Nigeria. The study investigated the status of mass media sports coverage in the areas of information dissemination, active and spectatorship participation and contribution to improve of football facilities. The study was also aimed at implicating the status of sports coverage to the development of football in Nigeria. The cross-sectional survey research design was adopted for the study. The sample comprised 300 adults. The research instrument was a 16 item four point questionnaire. The findings showed that the mass media gave adequate coverage of football events, effective influenced, active and spectatorship participation. The study further revealed that mass media contributed to improvement of football facilities and contributed positively to active participation. Finally, the implication of these finding to football development in Nigeria were articulated.
Elendu and Deemua (2009) carried out a study on winning corporate sponsorship of competitive sports in Nigeria, determinants, problems and prospects. The study revealed that the sports development of any nation including Nigeria depends substantially on the status of facilities, equipment, motivation of athletes, sports personnel, sports preparations, among others. These require huge amount of financial resources. Since Nigerian government allocation for sports is inadequate considering the economic recession and demands from the other sectors of the economy, the need for sports organizers to scout for where and how to get both financial and material assistance for sports development outside government arises. One of the means of getting the necessary resources and assistance for sports development is through winning sports sponsorship deals from sponsors, especially corporate firms. The paper also discussed some factors like size and composition of the anticipated spectators, type of sports or event, security, athletes’ personality, level of competition, sport setting, and personality of sports organizers as they influence corporate firms in signing sponsorship deals with sports organizers or bodies. Some of the problems of sports sponsorship such as conflict on who and event to sponsor, demands and expectations of sponsors, conflict over sponsorship deals, lack of continuity, lack of evaluation, ambush marketing, setting deceitful objectives and lack of accountability where discussed. Possible prospects were highlighted.
Ping-Kun and Chiung-Hsia (2009) in their study on impact of media coverage of the 42nd World Archery Champions and Audience Attendance and purchases. The study was designed to analyze both an audience at and media coverage of the 42nd World Archery Championship in New-York City. A quantitative methodology was used to collect data from persons attended the archery event as audience members. The demographic variables were chosen to aid understanding of the characteristics of the sample; the logistic regression method was subsequently used to search for the factors which statistically influenced attendance and enjoyment. A total of 250 questionnaires were distributed, 169 of which were returned and found valid. The over all response rate were 67.6%. The study found out that two income groups (“US $ 35, 001 - $ 65, 000” and above US $ 65, 000) were mostly likely to attend the archery event. In terms of the media influence, involvement in the archery event was most likely to occur in the presence of radio and internet publicity about the event. Other media predicators of attendance found by the study were TV advertising, archery web-sites and Televising of an event.
Awareness and spectatorship as indices for sports development in Lagos states, Nigeria. The purposive and random sampling techniques were adopted in selecting four hundred and eighty (480) respondents made up of sports journalists and stakeholders in the sports industry, descriptive research design with a self-structured questionnaire (r = b8) was used for data collection. The Chi-square (l2) was used to test hypothesis at 0.05, alpha level. The analysis revealed that the two variables were indices of sports development (Awareness – 37.59, p < 0.05, 2df; spectatorship – 12.47, p < 0.05, 2df.
Cronin (2011) conducted a study on the inspirational effort of major sporting events in UK sports. The study comprised spectator surveys at three events held in the summer of 2010 and an associated omnibus survey of a representative sample of British population (August, 2010). The study therefore explored the link between major sporting events and their power to inspire people to participate in sports. The findings showed that 67% of live spectators at the major sporting events studied felt inspired to participate or participate more frequently in sport as a result of their attendance at the event. Over two-thirds of the British population (68%) had watched a major sporting event on TV in three months prior to interview. 28% of these viewers felt inspired to participate or participate more frequently in sport as a result of watching a major event on TV. The ability to inspire 280, 000 people in a broadcast that reaches 1 million viewers present a significant opportunity to encourage people towards greater physical activity. Major events are particular powerful ways of inspiring young people to participate in sports. Nearly three quarters of spectators under 25, and half of all TV event viewers under 25, felt inspired. The study suggested that broadcasters should give greater consideration to how they can use the promotional and inspirational impacts associated with their coverage of major sporting event to support participation initiatives.
Moradil, Honaril, Naghshbandi and Jabar. (2012) the role of sport media in developing championship sport. The study was applied descriptive – comparative research population composed of media experts, sports experts, and national athletes. There were 150 people as sample selected by convenience sampling. It was a research – made questionnaire. University professors confirmed the validity and reliability. (Cronbach a = 0.88). Individual characteristics, normality of data distribution and significance of hypotheses were measured by descriptive statistic Kolmogorov – Smirnor test, and Wilcoxon test respectively. Result showed that there was a significant difference between real condition and ideal condition of sports media role to develop components of championship sports (P – 0.05). Values were Z = - 8.645 for media experts, Z = - 8.664 for sport expert, and Z = 8.652 for athletes.
Frazalipour, Akalan, Tuncel, Ghorbanzadeli, Kashef, Zadeh and Hajizadeh (2012) examined the role of mass media in women’s sport from experts viewpoint. The study was descriptive sealing which conducted in field study. Among the experts, 100 experts in media, 100 experts in sport and 100 national and international women athletes were selected as samples of the study. Data was collected by self administered questionnaire. The questionnaire included 21 questions that measured the role of mass media in five variable of sport (four questions) improvement of performance (six questions), management and planning (four questions) financial resources (four questions) news resources (three questions), in current and desired situation. Chronbach’s alpha coefficient was utilized to examine the reliability of current situation, 0.9729 and desired situation, 0.9723. Data analyzed at meaningful level of P ≤0.05 using Kolmorgrov – Smirnov, Kruskal Wallis, Umann Withney and Wilcoxton. Results from subject’s viewpoint showed that mass media in current situation play a little and so little role in all variables. While, in desired situation, it can play an important role in women’s sport. Also result showed a meaningful difference between subject’s viewpoint about desired role of mass media in current and desired situation in women’s sport. Difference between current and desired situation in all variables showed that mass media has high potential role in women’s sport, but for some reasons, they do not do it properly. So, the proper use of mass media is essential for women’s sport improvement.
Alshmli, Anazi and Shawqi (2012) carried study on sports mass media influence on promoting sports in order to improve public Health. According to the study, mass media could be one of the tools used to promote a physically active lifestyle. It is a direct and potentially effective tool for reaching public with means, knowledge and information and helping them to understand the importance of a physically active lifestyle. The main purpose of the study was to discover the influence of mass media in promoting sports activities to improve health. The study sample consisted of 470 participants divided to five age groups (15 – 20, 21 – 25, 26 – 30, 31 – 35, 36 – 40 and over 40 years). The study used a mass media survey to answer the main questions of the study. The results showed a weakness of mass media to encourage sports culture and exercise with different segments of society in order to improve health. Furthermore, it was a good signal that highlighted the importance of mass media in promoting exercise in sport in order to improve health. In addition, the results of the study provide professional in sports adequate information to what mass media should be done to promote sports in order to improve health of the people of Oman. It recommended that mass media should embrace national projects to promote and encourage sport for health.
Dziubinski, Jankowski, Lenartowwicz, Murrmann, Rymarczyk, (2012) studied electronic media and professional sport. The goal of the paper was to show the relationship between the electronic media and professional sport, with special focus on both the positive and negative impact the electronic media might have on the development of sport. The paper employed a range of theories, including the structural-functional theory, symbolic interactionism and, to a certain extent. Several research methods have been used as well, including the inductive and deductive methods. The link between the sport and electronic media are many and multilayered and opinions on them differ greatly. The electronic media and sport are two domains which influence each other and each of them has changed because of other. One could say nowadays, the electronic media and sport form almost perfect union.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1 Introduction
This chapter gives the methodology that the researcher used in the study. The research design, population of the study, sampling and sample size, methods of data collection, techniques of data analysis and limitations of methodology. 
3.2	Area of Study
Ibarapa Polytechnic is a state owned and run polytechnic located in Eruwa, Oyo state, Oyo is located in south west Nigeria. The polytechnic since inception goal has been to an institution globally recognized for research, proper knowledge impartation and technical knowhow.
3.3 Research Design
Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled.
3.4 Population
According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 
This study was carried out to examine the impacts of radio in sports development in Nigeria, using Oluyole 98.5FM, Oyo state as case study. The population size is the entire student of the Ibarapa Polytechnic, Eruwa while four departments in the Institution were randomly selected as the sample size of the population. In all 100 respondents were used as the sample size.
The four (4) selected departments for this study are:
· Business Administration and Management Department
· Chemical Engineering Technology Department
· Computer Science Department
· Statistics Department
 3.5 Sample and Sampling Techniques
A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the random sampling method to determine the sample size. Out of all the entire population of the school, the researcher randomly selected 100 out of the overall population as the sample size which comprise of 25 students each from four selected departments in Ibarapa Polytechnic, Eruwa, Oyo State.
3.6 Research Instrument.
The research instrument used in this study is the questionnaire titled “the impacts of radio in sports development in Nigeria” (IRSDN) developed by the researcher. A 10 minutes survey containing 10 questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the response’s demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions which was raised against a four Likert scale of Strongly Agree(SA), Agree(A), Disagree(D) and Strongly Disagree(SD). Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7 Validity of the Instrument.
Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.8 Reliability of the Instrument
The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.9 Method of data Collection.
Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources included oral interviews and questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.  
3.10 Method of Data Analysis.
The responses were analysed using the frequency tables, which provided answers to the research questions.


CHAPTER FOUR
DATA ANALYSIS, PRESENTATION OF RESULTS AND DISCUSSION.
4.1 Preamble
This chapter presents the findings from the study as feedback from the respondents. As described in the previous chapter, frequency tables have been used in this chapter to present the outcomes from the study. Questionnaires were used to a large extent as an instrument of data collection. The researcher analyzed the chapter based on information gathered quantitatively and qualitatively. The questionnaires were distributed to a sample of 100 respondents comprising of 25 students each from the four selected departments in Ibarapa Polytechnic, Eruwa. 
4.2 Presentation and Analysis of Data
Table 4.1: Demographic data of respondents
	Demographic information
	Frequency
	Percent

	Gender
Male
	
	

	
	40
	40%

	Female
	60
	60%

	Religion
	
	

	Christian
	90
	90%

	Muslim
	10
	10%

	Age
	
	

	15-25
	80
	80%

	26-30
	08
	08%

	30+
	12
	12%

	Department
	Frequency
	Percentage

	Business Administration and Management Department
	25
	25%

	Chemical Engineering Technology Department
	25
	25%

	Computer Science Department
	25
	25%

	Statistics Department
	25
	25%


Source: Field Survey, 2021
From the table above on the demography of the respondents, 40% of the respondents were male while 60% were female. 90% were Christian while 10% were Muslim. On their age, 80% were in the age bracket of 15-25 years, 08% 26-30 years, while the remaining 12% were in the age bracket of 30 years and above. The population comprised of 25% each from the four selected departments.
Answering Research Questions
Question 1: Broadcasting live sporting activities is the duty of a sport journalist
Table 4.2:  Respondent on question 1
	Options
	Frequency
	Percentage

	Strongly Agree
	100
	100

	Agree
	00
	00

	Strongly Disagree
	00
	00

	Disagree
	00
	00

	Total
	100
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, all the respondents strongly agreed. There was no record of strongly disagree or disagree.

Question 2: Broadcasting trending sports updates to the public is the responsibility of a sport journalist
Table 4.3:  Respondent on question 2
	Options
	Frequency
	Percentage

	Strongly Agree
	100
	100

	Agree
	00
	00

	Strongly Disagree
	00
	00

	Disagree
	00
	00

	Total
	100
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, all the respondents constituting 100% strongly agreed. There was no record of disagreement.

Question 3: Sport journalists are not meant to watch sporting activities
Table 4.4:  Respondent on question 3
	Options
	Frequency
	Percentage

	Strongly Agree
	00
	00

	Agree
	00
	00

	Strongly Disagree
	100
	100

	Disagree
	00
	00

	Total
	100
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, all the respondents strongly disagreed. This implies that sport journalists should constantly watch sport activities.

Question 4: The level of coverage given to sporting events by Oluyole 98.5FM, Oyo state is poor.
Table 4.5:  Respondent on question 4
	Options
	Frequency
	Percentage

	Strongly Agree
	00
	00

	Agree
	20
	20

	Strongly Disagree
	30
	30

	Disagree
	50
	50

	Total
	100
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, 20% of the respondents agreed, 30% strongly disagreed, while the remaining 50% disagreed. This implies that the level of coverage given to sporting events by Oluyole 98.5FM, Oyo state is not poor.

Question 5: Electronic media broadcast on sporting activities in Nigeria is encouraging
Table 4.6:  Respondent on question 5
	Options
	Frequency
	Percentage

	Strongly Agree
	20
	20

	Agree
	50
	50

	Strongly Disagree
	10
	10

	Disagree
	20
	20

	Total
	100
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, 20% of the respondents strongly agreed, 50% agree, 10% disagree, while the remaining 20% agreed.

Question 6: Sport journalism enhances sport development in Nigeria
Table 4.7:  Respondent on question 6
	Options
	Frequency
	Percentage

	Strongly Agree
	00
	00

	Agree
	100
	100

	Strongly Disagree
	00
	00

	Disagree
	00
	00

	Total
	100
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, all the respondents constituting 100% agreed.

Question 7: Effectiveness of sport journalism in Nigeria is high
Table 4.8:  Respondent on question 7
	Options
	Frequency
	Percentage

	Strongly Agree
	00
	00

	Agree
	60
	60

	Strongly Disagree
	20
	20

	Disagree
	20
	20

	Total
	100
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, 60% of the respondents agreed, 20% strongly disagreed, while the remaining 20% disagreed.

Question 8: Printed media broadcasting in sport surpasses that of electronic media
Table 4.9:  Respondent on question 8
	Options
	Frequency
	Percentage

	Strongly Agree
	00
	00

	Agree
	30
	30

	Strongly Disagree
	20
	20

	Disagree
	50
	50

	Total
	100
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, 30% of the respondents agree, 20% strongly disagree, while the remaining 50% disagreed.

Question 9: Oluyole 98.5FM covers major types of sport activities
Table 4.10:  Respondent on question 9
	Options
	Frequency
	Percentage

	Strongly Agree
	30
	30

	Agree
	40
	40

	Strongly Disagree
	20
	20

	Disagree
	10
	10

	Total
	100
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, 30% of the respondents strongly agreed, 40% agreed, 20% strongly disagree, while the remaining 10% disagreed

Question 10: The sporting activities broadcasted by Nigerian media is limited 
Table 4.11:  Respondent on question 10
	Options
	Frequency
	Percentage

	Strongly Agree
	30
	30

	Agree
	70
	70

	Strongly Disagree
	00
	00

	Disagree
	00
	00

	Total
	100
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, 30% of the respondents strongly agree, while the remaining 70% agree.



[bookmark: _Hlk63169527]CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS:
5.1 Introduction
This chapter summarizes the findings into the “impacts of radio in sports development in Nigeria, using Oluyole 98.5FM, Oyo state as case study”. The chapter consists of summary of the study, conclusions, recommendations and suggestions for further studies. 
5.2 Summary of the Study
In this study, our focus was to examine impacts of radio in sports development in Nigeria, using Oluyole 98.5FM, Oyo state as case study using 4 selected departments in Ibarapa Polytechnic, Eruwa in Oyo State as respondents. The study specifically was aimed at identifying the responsibilities of sport journalists to sport development in Nigeria; the level of coverage given to sporting events in Nigerian media, measure the effectiveness of sport journalism to sport development in Nigeria; and identify the type of sport(s) activities covered by the Nigerian media.
[bookmark: _Hlk62391420]The study adopted the survey research design. The population size is the entire student of the Ibarapa Polytechnic, Eruwa while four departments in the Institution were randomly selected as the sample size of the population. In all 100 respondents were used as the sample size. Self-constructed and validated questionnaire was used for data collection. The collected and validated questionnaires were analyzed using four Likert scale of Strongly Agree(SA), Agree(A), Disagree(D) and Strongly Disagree(SD) with frequency tables and percentage.
5.3 Conclusions
Based on the finding of this study, the following conclusions were made:
1. Broadcasting live sporting activities is the duty of a sport journalist.
2. Broadcasting trending sports updates to the public is the responsibility of a sport journalist
3. Sport journalists are meant to watch sporting activities
4. The level of coverage given to sporting events by Oluyole 98.5FM, Oyo state is poor
5. Electronic media broadcast on sporting activities in Nigeria is encouraging
6. Sport journalism enhances sport development in Nigeria
7. Effectiveness of sport journalism in Nigeria is high
8. Printed media broadcasting in sport does not surpass that of electronic media
9. Oluyole 98.5FM covers major types of sport activities
10. The sporting activities broadcasted by Nigerian media is limited 
5.4 Recommendations
Based on the responses obtained, the researcher proffers the following recommendations:
· Radio journalists and Oluyole 98.5FM should encourage private sector and other stakeholders to provide sports facilities in all parts of the state as one of the major priorities in the promotion and development of sports, in order to facilitate and encourage extensive participation, high standards, safety and improved performance.
· Government should encourage sports administrators to intensify the training and retraining of sports personnel, by organizing seminars, workshop and conferences to enable them improve their skills and efficiency in programme implementation in order to encourage sports development.
· Radio broadcasting should carry out more campaign to encourage both the private sector and state sporting bodies to develop collaborative efforts to fund sports in order to promote sports development in Nigeria.
· Oluyole 98.5FM should endeavor to broadcast wide range of sporting activities in their location to help reach out to the audience that have no access to television.
5.5 Suggestions for further studies.
The main focus of this study was on the impacts of radio in sports development in Nigeria, using Oluyole 98.5FM, Oyo state as case study. The researcher therefore suggests for further research be conducted to explore this at different radio stations in Nigeria since this study was limited to Oluyole 98.5FM, Oyo state.
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APPENDIXE
QUESTIONNAIRE
PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(s) ON A QUESTION
SECTION A
PERSONAL INFORMATION
Gender
Male [  ]	Female [  ]
Age 
15-25	[  ]
26-30	[  ]
31+	[  ]
Religion
Christian	[  ]
Muslim	[  ]
Department
Business Administration and Management Department [     ]
Chemical Engineering Technology Department [     ]
Computer Science Department [     ]
Statistics Department [     ]
Marital Status
Single [  ]
Married [  ]
Separated [  ]
Widowed [  ]
SECTION B
Please indicate the extent to which you are satisfied with the following items by ticking in any of the boxes represented by strongly agree (SA), agree (A), strongly disagree (SD) and disagree (D).     
	S/N
	Items                                   
	SA
	A
	SD
	D

	[bookmark: _Hlk63166050]1
	Broadcasting live sporting activities is the duty of a sport journalist
	
	
	
	

	[bookmark: _Hlk63166080]2
	Broadcasting trending sports updates to the public is the responsibility of a sport journalist
	
	
	
	

	[bookmark: _Hlk63166161]3
	Sport journalists are not meant to watch sporting activities
	
	
	
	

	[bookmark: _Hlk63166256]4
	The level of coverage given to sporting events by Oluyole 98.5FM, Oyo state is poor
	
	
	
	

	[bookmark: _Hlk63166387]5
	Electronic media broadcast on sporting activities in Nigeria is encouraging
	
	
	
	

	[bookmark: _Hlk63166412]6
	Sport journalism enhances sport development in Nigeria
	
	
	
	

	[bookmark: _Hlk63166459]7
	Effectiveness of sport journalism in Nigeria is high
	
	
	
	

	[bookmark: _Hlk63166550]8
	Printed media broadcasting in sport surpasses that of electronic media
	
	
	
	

	[bookmark: _Hlk63166640]9
	Oluyole 98.5FM covers major types of sport activities
	
	
	
	

	[bookmark: _Hlk63166781]10
	The sporting activities broadcasted by Nigerian media is limited 
	
	
	
	




