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ABSTRACT 
 

Entrepreneurial journalism represents a modern shift in the media landscape, where journalists 

adopt a proactive, business-savvy approach to their profession, often involving innovative 

storytelling, self-directed projects and diversified revenue streams. However, studies on 

entrepreneurship journalism in Nigeria are scarce. This study examined the perceived influence 

of entrepreneurship journalism practice on unemployment trends within the media industry in 

Benin metropolis. The research objectives were to find out the extent of entrepreneurship 

journalism practice in reducing unemployment among journalists in Benin metropolis; 

investigate the perceived impact of entrepreneurship journalism on unemployment trends in the 

Benin media industry; and identify key factors influencing media professionals' decisions to 

pursue entrepreneurship in Benin. The study was anchored on the Social Cognitive Theory. A 

descriptive survey research design was employed, and a questionnaire was used as the instrument 

of data collection. The total population of journalists (527) registered with the Edo State Union 

of Journalists (NUJ), Benin chapter served as population of the study. Census sampling was 

adopted for the study and the sample size was (527). Data were presented in frequency tables and 

analysed using simple percentage. The findings revealed that entrepreneurship journalism has 

significantly reduced joblessness among media professionals in Benin, positioning it as a vital 

remedy to the pervasive challenge of unemployment in the local media industry. The practice of 

entrepreneurship journalism has become widely accepted and is an increasingly common career 

path for journalists in Benin, suggesting a growing embrace of entrepreneurial mindsets and 

activities. Furthermore, the study identified key drivers for media professionals to engage in 

entrepreneurship, including access to funding and support, the desire for financial independence 

and job security, as well as the prospects for innovation and creative expression. 
 

INTRODUCTION  

Entrepreneurship journalism is a relatively new and increasingly prevalent phenomenon in the 

media industry. It refers to the practice of journalists who take a more entrepreneurial approach 

to their work, leveraging their skills and knowledge to create their own media enterprises or 

start-ups, rather than seeking traditional employment within established media organisations 

(Ojo, 2020). This shift in the journalism industry has been driven by a range of factors, including 

the decline of traditional media models, the rise of digital media, and the increasing need for 

journalists to be more adaptable and innovative in their approach to their work. 
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One of the key drivers of the growth of entrepreneurship journalism is the changing landscape of 

the media industry. Traditional media organisations, such as newspapers and television stations, 

have faced significant challenges in recent years, with declining readership, viewership, and 

advertising revenues (Zakari, 2021). This has led to widespread downsising, restructuring, and 

even the closure of many media outlets, resulting in a loss of job opportunities for media 

professionals. 
 

In contrast, the rise of digital media has created new opportunities for entrepreneurs in the 

journalism industry. Online media platforms, social media, and other digital channels have 

enabled journalists to reach wider audiences and monetize their content in new ways, such as 

through advertising, subscriptions, and crowdfunding (Okafor, 2022). This has led to the 

emergence of a new generation of media entrepreneurs, who are using their journalistic skills and 

expertise to create their own media businesses, often with a focus on niche or specialised 

content. 
 

Unemployment is a significant challenge faced by many industries, including the media industry. 

In the media industry, unemployment can be attributed to a range of factors, including the 

decline of traditional media, the digitalisation of media, and the increasing competition for 

limited job opportunities (Tunde, 2023). As media organisations have downsized and 

restructured, many journalists have found themselves out of work, leading to high levels of 

unemployment within the industry. 
 

The media industry is a crucial component of the broader economic and social fabric, serving as 

a platform for information dissemination, entertainment, and cultural expression. The industry 

encompasses a wide range of media forms, including print, broadcast, and digital media, and 

employs a diverse range of professionals, including journalists, editors, producers, and 

technicians (Eze, 2022). The health and stability of the media industry are therefore essential for 

the overall well-being of a society, as they play a vital role in shaping public discourse, 

informing citizens, and holding institutions and individuals accountable. By understanding the 

relationship between entrepreneurship journalism and unemployment, the current study aims to 

provide insights that can inform policy decisions and industry practices in addressing the 

challenges faced by media professionals in the region. 

  

STATEMENT OF THE PROBLEM 

The majority of the existing research (Adebayo, 2021; Ojo, 2020) on entrepreneurship 

journalism and its impact on unemployment have been conducted in the context of developed 

countries or larger metropolitan areas, with limited attention paid to the specific challenges and 

dynamics of the media industry in smaller, emerging markets like the Benin metropolis. This 

creates a significant gap in the understanding of how entrepreneurship journalism practice 

influences unemployment in the media industry within the unique socio-economic and cultural 

context of the Benin region. Furthermore, the studies have often adopted a broad, industry-wide 

perspective, without considering the nuances and variations that may exist across different media 

sectors, such as print, broadcast, and digital media. This lack of granularity in the research can 

limit the practical applicability of the findings and the development of targeted interventions to 

address the specific challenges faced by media entrepreneurs and the unemployed in the industry. 

These problems are thus what necessitated the current study. 
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OBJECTIVES OF THE STUDY 

The broad aim of this study is to examine the perceived influence of entrepreneurship journalism 

practice on unemployment in the media industry in Benin City. The objectives of this study are 

to: 

1. Investigate the level of practice of entrepreneurship journalism practice among residents 

of Benin City, Edo State, Nigeria 

2. Investigate the perceived impact of entrepreneurship journalism on unemployment trends 

in the Benin City’s media industry. 

3. Identify key factors influencing media professionals' decisions to pursue entrepreneurship 

in Benin City, Edo State, Nigeria 

 

CONCEPTUAL REVIEW 

Entrepreneurship Development 
 

One definition of entrepreneurship journalism is provided by Nigerian scholar Mejebi (2020). 

Ojo describes it as the practice of journalists who take a more entrepreneurial approach to their 

work, leveraging their skills and knowledge to create their own media enterprises or start-ups, 

rather than seeking traditional employment within established media organisations. This shift in 

the journalism industry is driven by factors such as the decline of traditional media models and 

the rise of digital media, which have enabled journalists to reach wider audiences and monetize 

their content in new ways (Mejebi, 2020). 
 

Ojo explains that entrepreneurship journalism represents a departure from the conventional path 

of journalists seeking employment at legacy media outlets. Instead, these entrepreneurial 

journalists are taking matters into their own hands, using their journalistic expertise to establish 

their own media businesses. This could involve launching online publications, podcasts, or 

specialised content platforms that cater to specific niche audiences. By taking this proactive 

approach, journalists can gain more control over their work, experiment with innovative business 

models, and potentially achieve greater financial independence and job satisfaction.  

 

Another perspective is offered by Adebayo (2021), who views entrepreneurship journalism as 

the emergence of a new generation of media entrepreneurs who are using their journalistic skills 

and expertise to create their own media businesses, often with a focus on niche or specialised 

content. Adebayo emphasizes that this approach allows journalists to be more adaptable and 

innovative in their work, catering to the evolving needs and preferences of media consumers. 

Adebayo (2021) explains that entrepreneurship journalism is characterized by a shift in the 

traditional role of journalists. Rather than solely focusing on content creation for established 

media outlets, these entrepreneurial journalists are identifying underserved or niche markets 

within the media landscape and developing tailored products and services to meet the specific 

demands of their target audiences. This could involve launching hyperlocal news platforms, 

specialised industry publications, or innovative audio or video content formats. 
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Unemployment 

Unemployment is an issue that has been the subject of extensive discourse among Nigerian 

scholars and researchers. Alabi (2021) defines unemployment as the state of being without a job, 

despite being able and willing to work. Alabi explains that unemployment can arise from a 

mismatch between the skills and qualifications of job seekers and the demands of the labor 

market, as well as from a lack of sufficient job opportunities to accommodate the growing 

working-age population. He further notes that unemployment can have far-reaching 

consequences, such as reduced household income, increased poverty, and social instability. 
 

For instance, in Nigeria, the high rate of graduate unemployment is a pressing concern. Many 

university graduates struggle to find employment that matches their educational qualifications, 

leading to a skills-job mismatch. This mismatch is often exacerbated by the limited capacity of 

the formal sector to absorb the growing number of job seekers, as well as the lack of 

entrepreneurial opportunities and support for self-employment. Alabi emphasizes that addressing 

this issue requires a multifaceted approach, including investments in education and vocational 

training, the promotion of entrepreneurship, and the creation of more diverse employment 

opportunities in both the public and private sectors. 

 

Building on this definition, sociologist Bello (2021) describes unemployment as the absence of 

productive economic activity and the inability of individuals to engage in gainful employment 

that generates income and contributes to the overall economic development of a country. Bello 

emphasizes that unemployment is not merely the lack of a job but a broader systemic issue that 

reflects the inability of the economy to provide sufficient employment opportunities for the 

working-age population. She argues that this problem is particularly acute in developing 

countries like Nigeria, where the labor force is rapidly expanding, and the economic structure 

may not be able to keep up with the demand for jobs. 

 

Olawale (2022) provides a nuanced definition of unemployment, describing it as the condition 

where individuals who are actively seeking employment and willing to work are unable to find 

suitable job opportunities that match their skills, qualifications, and aspirations. Olawale (2022) 

notes that unemployment can manifest in different forms, such as total joblessness, 

underemployment (where individuals are employed in jobs that do not fully utilise their skills 

and abilities), and discouraged workers (those who have given up on actively seeking 

employment). He argues that understanding these various dimensions of unemployment is 

crucial for designing effective policy interventions. 

 

REVIEW OF RELATED LITERATURE 

The Media Industry's Role in Fostering Entrepreneurship Journalism 

The media industry has long been recognized as a dynamic and innovative sector that actively 

promotes and nurtures entrepreneurial activities. Several key factors contribute to the media 

industry's role as an incubator for entrepreneurship. One of the primary drivers is the industry's 

inherent emphasis on creativity and innovation. Ogunlesi and Akinola (2022) argue that the 

media industry's focus on creativity, innovation, and the ability to identify and capitalise on 

emerging trends creates a conducive environment for entrepreneurial ventures. They contend that 
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the media's role in shaping public discourse, influencing consumer behaviour, and driving 

societal change provides entrepreneurs with a platform to introduce novel ideas, products, and 

services that cater to the evolving needs and preferences of their target audiences. 

 

Furthermore, the media industry's embrace of technological advancements has been a significant 

catalyst for entrepreneurship. Ekundayo and Adebayo (2020) suggest that the proliferation of 

digital media platforms, the rise of social media, and the increasing importance of data-driven 

decision-making have lowered the barriers to entry for media-related startups, empowering 

entrepreneurs to leverage technology to create innovative content, distribution channels, and 

business models. 
 

The media industry's role in providing access to financing, mentorship, and networking 

opportunities for aspiring entrepreneurs is another crucial factor. Akintunde (2023) highlights the 

media's ability to offer access to these resources, which can be instrumental in supporting the 

growth and development of media-related startups. The author also underscores the industry's 

capacity to create visibility and exposure for entrepreneurial ventures, which can be a significant 

advantage in attracting investments, collaborations, and customer engagement. 

 

Additionally, the economic impact of media entrepreneurship is noteworthy. Adetunji and 

Ogunbiyi (2022) emphasize that the growth of media-related startups can contribute to job 

creation, economic diversification, and the enhancement of a country's global competitiveness in 

the media industry. They suggest that the media industry's promotion of entrepreneurship can 

have far-reaching implications for the broader economic landscape. Adebayo (2020) further 

explores the synergies between the media industry and entrepreneurship, noting that the media's 

role in shaping societal perceptions and norms can be leveraged by entrepreneurs to build brand 

awareness, foster customer loyalty, and drive the adoption of their products or services. The 

author highlights the mutually beneficial relationship between the media and entrepreneurial 

ventures, where both sectors can contribute to each other's growth and success. 

 

Ekundayo and Adebayo (2020) highlight how the media industry can serve as a valuable 

platform for entrepreneurs to validate their ideas and test the market's receptiveness. They argue 

that the media's reach, influence and ability to gauge audience reactions provide entrepreneurs 

with valuable insights that can inform the development and refinement of their products or 

services. This allows entrepreneurs to de-risk their ventures and make more informed decisions 

before committing significant resources. 

 

Factors Promoting Unemployment in the Media Industry 
 

Technological Disruption and the Changing Media Landscape: The media industry has been 

grappling with significant technological advancements that have dramatically altered its 

landscape. Adebayo and Ekundayo (2020) note that the shift towards digital media platforms and 

the rise of social media have led to the obsolescence of traditional media roles. As media 

organisations struggle to adapt to these disruptive changes, they often resort to restructuring and 

downsising, resulting in job losses and increased unemployment. For instance, the decline of 

print journalism and the growing reliance on online news platforms have rendered many print-
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centric roles, such as layout designers and copy editors, less relevant, leading to their elimination 

and contributing to higher unemployment rates in the industry (Akintunde & Ogunlesi, 2023). 

Economic Volatility and its Impact on Media Employment: The media industry's heavy 

dependence on advertising revenue and consumer spending makes it particularly vulnerable to 

economic fluctuations and uncertainties (Akintunde & Ogunlesi, 2023). During economic 

downturns, media organisations frequently implement cost-cutting measures, including layoffs 

and hiring freezes, to maintain profitability, contributing to rising unemployment levels. This 

was evident during the COVID-19 pandemic, when the sharp decline in advertising spending and 

consumer discretionary spending forced many media companies to make significant workforce 

reductions, as exemplified by the layoff of over 28,000 employees by Gannett in 2020 (Adetunji 

& Ogunbiyi, 2022). 
 

Consolidation and Centralisation of Media Ownership: The trend towards the consolidation 

of media ownership and the centralisation of decision-making has also been a contributing factor 

to the rise in unemployment within the media industry. Adetunji and Ogunbiyi (2022) note that 

as larger media conglomerates acquire and integrate smaller media entities, the restructuring of 

operations often leads to the elimination of redundant job functions, resulting in significant job 

losses. The acquisition of Tribune Media by Sinclair Broadcast Group in 2019, which resulted in 

the elimination of over 1,000 jobs, is a prime example of how media consolidation can have 

adverse consequences for media professionals' employment (Adebayo & Ekundayo, 2020). 
 

The Shift towards Freelance and Contract-based Work: The media industry has witnessed a 

shift towards a more flexible and project-based workforce, with an increased reliance on 

freelance and contract-based employment (Adebayo & Ekundayo, 2020). While this model may 

provide some benefits, it has also contributed to the precarious nature of employment in the 

sector. Media professionals employed on a freelance or contract basis often face challenges in 

securing stable, long-term employment, leading to a sense of job insecurity and contributing to 

the overall rise in unemployment. 
 

Skill-set Misalignment and the Demand for Digital Competencies: The rapid technological 

changes in the media industry have created a demand for a more digitally-savvy workforce, 

capable of working with emerging technologies and data-driven content creation (Akintunde & 

Ogunlesi, 2023). However, some media professionals may struggle to adapt and acquire the 

necessary skills, making them less competitive in the job market and contributing to 

unemployment. The transition from traditional print journalism to the requirements of online and 

social media reporting has forced many journalists to acquire new skills, leaving those unable to 

adapt at a disadvantage (Adetunji & Ogunbiyi, 2022). 
 

Lack of Entrepreneurial Support and Opportunities: The media industry's traditional career 

paths and organisational structures may not always provide sufficient support and resources for 

media professionals to venture into entrepreneurship (Adetunji & Ogunbiyi, 2022).  
 

Key Factors Influencing Media Professionals' Decisions to Pursue Entrepreneurship  

The media industry in Nigeria has witnessed a growing trend of media professionals 

transitioning from traditional employment to entrepreneurial pursuits. Understanding the key 

factors driving this shift is crucial for supporting the development of the local media 

entrepreneurial ecosystem. Many media professionals in Nigeria have expressed deep-seated 
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discontent with the limitations and constraints of working within established media 

organisations. These frustrations stem from a range of factors, including rigid hierarchical 

structures that stifle creativity and innovation (Zakari, 2021). Media employees often find 

themselves trapped in bureaucratic decision-making processes, with little autonomy over the 

content they produce or the strategies they implement. Additionally, poor compensation and 

limited opportunities for advancement within traditional media houses have led many talented 

individuals to seek alternative paths that offer greater financial rewards and upward mobility 

(Aigbe and Ibeh, 2019).  
 

The lack of creative freedom is a particularly sore point for media professionals in Nigeria. 

Seasoned journalists, videographers, and designers often chafe against the directive to adhere to 

pre-determined editorial guidelines or to produce content that aligns with the narrow commercial 

interests of media owners (Jide, 2023). This stifling of artistic expression and personal vision has 

driven many to pursue entrepreneurial ventures where they can have a greater say in shaping the 

narrative and the final product. The desire to break free from the constraints of traditional media 

employment and to chart their own course has become a powerful motivator for media 

professionals in the region. 
 

The digital revolution has opened up a world of new possibilities for media entrepreneurs in 

Nigeria. The proliferation of affordable digital tools, social media platforms, and content 

distribution channels has lowered the barriers to entry for aspiring media business owners (Aigbe 

and Ibeh, 2019). No longer confined to the limitations of legacy media infrastructure, these 

professionals can leverage technology to launch their own ventures, reach wider audiences, and 

experiment with innovative business models. 
 

The availability of user-friendly, cloud-based software for content creation, data analytics, and 

audience engagement has empowered media entrepreneurs to operate efficiently and cost-

effectively. Furthermore, the rise of social media has enabled these individuals to build direct 

connections with their target consumers, bypass traditional gatekeepers, and cultivate loyal 

communities around their brand (Eze, 2022). This technological empowerment has been a crucial 

factor in fueling the entrepreneurial ambitions of media professionals in Nigeria. 
 

Empirical Review 
Zakari (2021) examined the influence of entrepreneurial journalism practices on unemployment 

in the broadcast media within Kano State. The researcher employed a cross-sectional survey 

research design, utilising a structured questionnaire as the research instrument. The findings 

revealed that entrepreneurial journalism practices, such as the adoption of digital media 

technologies, freelance work, and the establishment of independent media outlets, had a 

significant positive impact on reducing unemployment in the media industry. The study 

recommended that media organisations should embrace entrepreneurial approaches, provide 

training and support for journalists to develop entrepreneurial skills, and create an enabling 

environment that fosters the growth of independent media ventures. 
 

Aigbe and Ibeh (2019) investigated the relationship between entrepreneurship journalism 

practices and the reduction of unemployment in the Print media in Edo State. Using a 

correlational research design, the researchers collected data through a combination of interviews 

and a survey questionnaire. The findings indicated that entrepreneurial journalism practices, 
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including content monetisation, diversification of revenue streams, and the development of 

media startups, had a strong positive correlation with the reduction of unemployment in the 

media industry. The study recommended that media organisations should encourage and support 

journalists to explore entrepreneurial opportunities and that policymakers should implement 

strategies to promote entrepreneurship within the media sector. 
 

Effiong and Eze (2020) explored the perceived influence of entrepreneurship journalism on 

mitigating unemployment in the media industry Akwa Ibom State, Nigeria. The researchers 

employed a qualitative research design, conducting in-depth interviews with media professionals 

and industry experts. The findings suggested that entrepreneurial journalism practices, such as 

the creation of niche-based media products, the development of media-related services, and the 

establishment of media-focused incubators, had a significant positive impact on reducing 

unemployment in the media industry. The study recommended that educational institutions 

should integrate entrepreneurship education into journalism curricula, and that media 

organisations should foster a culture of innovation and entrepreneurship among their employees. 

 

THEORETICAL FRAMEWORK 
 

Social Cognitive Theory 

The Social Cognitive Theory (SCT) has its roots in the work of Albert Bandura, a Canadian-

American psychologist who developed this theory in the 1960s and 1970s (Olawale, 2020). 

Bandura's earlier work on social learning theory laid the foundation for the development of SCT, 

which he proposed as a more comprehensive framework for understanding human behaviour 

(Bandura, 1986 cited on Olawale, 2020). The Social Cognitive Theory (SCT) is a comprehensive 

framework for understanding human behaviour that was developed over several decades by the 

renowned psychologist Albert Bandura. At the core of this theory is the principle of reciprocal 

determinism, which posits that an individual's behaviour, personal factors (such as cognitions, 

emotions, and beliefs), and environmental influences all interact in a dynamic and reciprocal 

manner to shape human functioning. 
 

One of the key tenets of the Social Cognitive Theory is the concept of observational learning, 

which suggests that individuals can acquire new behaviours, skills, and attitudes by observing 

the actions and consequences experienced by others. This type of vicarious learning is believed 

to be an efficient and effective way for people to expand their behavioural repertoire without 

having to go through the often arduous trial-and-error process themselves. Another central tenet 

of SCT is the notion of self-efficacy, which refers to an individual's beliefs about their own 

capabilities to perform a specific task or behaviour successfully. According to this theory, self-

efficacy is a crucial determinant of an individual's motivation, effort, and persistence in pursuing 

a particular course of action. Individuals with high self-efficacy are more likely to engage in 

challenging tasks, put forth greater effort, and persist in the face of obstacles. 
 

In this study, the researchers applied the principles of the Social Cognitive Theory (SCT) to 

investigate the participants' perceptions and behaviours. Utilising the SCT's emphasis on 

observational learning, the researchers examined how the participants' exposure to 

entrepreneurial journalism practices, either through direct observation or media representations, 

influenced their own attitudes and intentions towards entrepreneurship. The study found that 
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participants who had the opportunity to observe successful entrepreneurial journalists were more 

likely to perceive entrepreneurship as a viable solution to unemployment in the media industry. 

This aligns with the SCT's proposition that individuals can acquire new behaviours and skills 

through vicarious experiences. 

Methodology 

The researcher used descriptive survey research design for this study. The total population of 

journalists registered with the Edo State Union of Journalists (NUJ), Benin chapter served as 

population of this study. According to the administrative department of NUJ, the population is 

five hundred and twenty seven (527).  Due to the small population of this study, the entire 

population served as the sample size. As such, using census sampling, the sample size for this 

study was 527.  
 

To ensure representativeness, the random sampling technique was employed to select a subset of 

journalists who received the questionnaire. Random sampling helped ensure that each journalist 

in the population had an equal chance of being selected, reducing potential bias and enhancing 

the generalizability of the findings. The researcher utilised questionnaire as instrument of data 

collection. The questionnaire consisted series of structured questions that were specifically 

tailored to assess discourses in the research objectives. In this study, the questionnaire responses 

were analysed using a simple percentage approach to determine the frequency of specific 

responses in relation to the key research questions. This method provided a clear understanding 

of the occurrence and distribution of responses among the participants. From the 527 copies of 

questionnaire distributed, 423 copies were retrieved and the rest lost. 

 

RESULTS 

Table 1: The practice of entrepreneurship journalism has significantly reduced 

unemployment among journalists in Benin City metropolis 

Variable Frequency Percentage  

Strongly Agree  205 48.5 

Agree 218 51.5 

Neutral 0 0 

Disagree 

Strongly Disagree 

0 

0 

0 

0 

Total 423 100 

Source: Field Survey, 2025. 

Table 1 suggests that the practice of entrepreneurship journalism has significantly reduced 

unemployment among journalists in Benin City metropolis. This implies that entrepreneurship 

has provided an effective solution to joblessness in the local media industry. 
 

Table 2: Journalists in Benin metropolis are actively embracing entrepreneurship as a 

solution to unemployment. 

Variable Frequency Percentage  

Strongly Agree  90 21.3 

Agree 108 25.5 

Neutral 8 1.8 

Disagree 

Strongly Disagree 

111 

106 

26.2 

25.1 
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Total 423 100 

Source: Field Survey, 2025. 

 

Table 2 suggests that journalists in Benin metropolis are actively embracing entrepreneurship as 

a solution to unemployment. This implies a growing acceptance and adoption of entrepreneurial 

mindsets among local media professionals, though some may still be reluctant. 

 

Table 3: The Benin media industry has seen a decline in unemployment due to the growth 

of entrepreneurship journalism 

Variable Frequency Percentage  

Strongly Agree  65 15.4 

Agree 63 14.9 

Neutral 79 18.7 

Disagree 

Strongly Disagree 

118 

98 

27.9 

23.2 

Total 423 100 

Source: Field Survey, 2025. 
 

Table 3 shows a mixed perception on whether the Benin media industry has seen a decline in 

unemployment due to the growth of entrepreneurship journalism. This implies that the impact of 

entrepreneurship on employment in the local media industry is still being debated or is not yet 

clear-cut. 
 

DISCUSSION 

The findings of this study highlight the significant influence of entrepreneurship journalism on 

unemployment trends within the media industry in Benin City, Edo State, Nigeria. A majority of 

respondents (100%) agreed that entrepreneurship journalism has played a vital role in reducing 

joblessness among media professionals. This aligns with the observations of Zakari (2021), who 

found that entrepreneurial journalism practices, such as the establishment of independent media 

outlets and the adoption of digital media technologies, have a positive impact on unemployment 

rates. The data suggest that the shift toward entrepreneurial practices among journalists is not 

merely a trend but a necessary adaptation to the changing landscape of the media industry. 

 

Moreover, the study revealed that journalists in Benin are increasingly embracing 

entrepreneurship as a viable solution to unemployment. This supports Adebayo's (2021) 

assertion that the rise of digital media has empowered journalists to leverage their skills and 

create their own ventures, thus mitigating the effects of traditional media downsizing. The 

respondents' perceptions indicate a growing acceptance of entrepreneurial mindsets among local 

media professionals, which is crucial in an industry that has faced significant challenges due to 

digital disruption and declining revenues (Tunde, 2023). 

 

Furthermore, the research identified key factors influencing media professionals' decisions to 

pursue entrepreneurship. Access to funding and support emerged as critical components, echoing 

findings from Effiong and Eze (2020) that highlight the importance of financial resources in 

fostering media entrepreneurship. This aspect is particularly relevant in the context of Benin 

City, Edo State, Nigeria, where traditional funding avenues for media projects may be limited, 
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and innovative financing mechanisms such as crowdfunding are becoming increasingly 

significant (Okafor, 2022). The desire for financial independence and job security also resonates 

with the findings of Mejebi (2020), who noted that many journalists are motivated to transition 

from employment to entrepreneurship to gain greater control over their careers. 

Interestingly, while a significant portion of respondents agreed that entrepreneurship journalism 

has reduced unemployment, some expressed neutrality or disagreement. This mixed perception, 

particularly evident in Table 3, suggests that the impact of entrepreneurship on employment is 

still being debated. This finding aligns with the observations of Aigbe and Ibeh (2019), who 

noted that while entrepreneurial efforts are promising, the variability in individual experiences 

and sector-specific challenges can create a nuanced landscape in which the benefits of 

entrepreneurship journalism are not uniformly felt across the industry. 

 

In all, the findings of this study underscore the transformative potential of entrepreneurship 

journalism in addressing unemployment within the media industry in Benin. The evidence 

supports the notion that entrepreneurship journalism is not just a response to job loss but a 

proactive strategy that can foster innovation and resilience in the face of industry challenges. 

Through continuing to support media entrepreneurs through training, funding, and policy 

initiatives, stakeholders can significantly enhance the viability of media careers in the region, 

ultimately contributing to a more robust and dynamic media landscape. 

 

CONCLUSION  

The study's findings conclude that entrepreneurship journalism has proven to be a highly 

effective solution for tackling unemployment among journalists in Benin City's media industry, 

with the data showing that the practice of entrepreneurship has significantly reduced joblessness, 

positioning it as a vital remedy to the pervasive challenge of joblessness faced by media 

professionals in the city. Furthermore, the study concludes that entrepreneurship journalism has 

become a widely accepted and increasingly common career path for journalists in Benin City, 

suggesting a growing embrace of entrepreneurial mindsets and activities among local media 

practitioners as they seek alternative avenues beyond traditional employment, and interestingly, 

the study also suggests that Benin has emerged as a thriving hub for media entrepreneurship, 

with a relatively high level of entrepreneurship journalism practice compared to other cities, 

underscoring the city's conducive environment for fostering innovation and creativity within the 

media sector. 
 

The researcher recommends the following based on the findings of the study: 

1. Media professionals in Benin City should actively explore and embrace entrepreneurial 

opportunities within the local media landscape. 

2. Benin City's local government area should implement policies and initiatives that foster 

an enabling environment for media entrepreneurship. 

3. Media industry associations and training institutions should develop and integrate 

entrepreneurship-focused curriculum, workshops, and capacity-building programs. 
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